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Color TV Is Out for the Duration, 
But Research Can Go On, Says Wilson 


WASHINGTON, Oct. 25—Television 
manufacturers, meeting with De- 
fense Mobilization Chief Charles 
E. Wilson, today agreed to shelve 
color TV production for the dura- 
tion. 

The meeting was largely pro 
forma, since CBS-Columbia, the 
only manufacturer offering color 
sets, had already complied with a 
request from Mr. Wilson to stop 
production, and CBS had discon- 
tinued its colorcasts. 

Chief development at today’s 
meeting was the announcement 
that Mr. Wilson is giving a green 
light to further research and de- 
velopment of color during the set 
production freeze. 

Previously he had indicated that 
color research might be blocked 
to prevent diversion of engineers 
and technicians from _ military 
projects. 

Following the meeting with 20 


industry members, Mr. Wilson and 
Defense Production Chief Manly 
Fleischmann issued a joint state- 
ment which said the suspension of 
color set production “was moti- 
vated solely by the scarcity of 
electronics equipment in relation 


to the great demands for such 
equipment.” 
The statement said that Mr. 


Wilson had told industry members 
of instances where planes were 
ready for delivery with the excep- 
tion of one vitally needed electron- 
ics item. 

The statement also quoted Mr. 
Wilson as saying that the defense 
program must be achieved with- 
out causing collapse of our domes- 
tic economy. 


“In justice to other civilian pro- | 


ducers, some of whom are receiv- 

ing only 15% of their base con- 

sumption of materials such as alu- 
(Continued on Page 111) 


Secretary Snyder Makes Personal Plea 
to Save Funds for Savings Bond Ads 


WASHINGTON, Oct. 25—ADVERTIS- 
1nG AGE learned today that Treas- 
ury Secretary John Snyder inter- 
vened in person to prevent the 
Treasury's savings bond advertis- 
ing from suffering a death sentence 
along with Army and Air Force 
recruiting ads. 

Legislation which might have 
stopped savings bond ads was be- 
fore a House-Senate conference 
committee when the secretary ap- 
pealed to committee members to 
avoid any action which would 
prevent the savings bond division 
from using the time and space do- 
nated by media and advertisers. 

In the final hours of its session, 


Congress agreed to let the Treas- 
ury use donated facilities, but it 
passed a proviso specifically pro- 
hibiting it from buying time or 
space. 

Since the savings bond division 
has never bought time or space, 
the action served only as a fur- 
ther notice that Congress is skep- 
tical of the utility of advertising in 
promoting governmental objec- 
tives. 


® As finally passed, moreover, the 
Treasury got only $500,000 of a 
$2,000,000 appropriation it sought 
to expand the size of its bond staff 
(Continued on Page 4) 


American Vitamin | 
Looks for Money; 


States Its Case 


23 Stations Accept 
Schwimmer & Scott 
Deferred Payment Plan 


FOR CHRISTMAS—Scheduled for the Dec. 
3 Life is this full-page, four-color ad by 
Arnold, Schwinn & Co., Chicago, as part 


of a promotion in ] newspa- Cuicaco, Oct. 26—American Vi- 
pers and stores, through J. Walter tamin Associates, Los Angeles, was 
Thompson Co. 


hard at work this week attempting 


' 000,000 suit. 


to resolve, at least in part, its over- 
extended financial condition which 
last week found Schwimmer & 
|Scott here, its agency, out on a 
| $290,000 limb. Negotiations for re- 
financing were still in progress at 
AA's press time. 

Meanwhile, R. J. “Jack” Scott, 
president of S&S, told AA that 23 
stations (radio and TV) have 
agreed to go along with his 30- 
month deferred payment plan to 
jpay back all his agency owes for 


to Duane Jones, Dares |Thyavals and Orvita space and 
| (largely) time commitments. He 


Him to File His Suit |stressed that, with the exception 


New York. Oct. 26—The nine,of these AVA accounts, all other 
former executives of the Duane | @8ency obligations have been and 
Jones Co. issued a statement today | 4" being met and paid in full. 
—their first in the “conspiracy”| And on the West Coast, Frank 
fracas—presenting a flat denial of Miller, AVA stockholder and for- 
allegations made by Mr. Jones.|mer v.p. of S&S (he was asked to 
They also challenged their former Tesign on Oct. 10), was busy giving 
boss to bring his threatened $1,-| his and AVA's side of the story. 
Mr. Miller handled most of the 

The statement, given by Joseph AVA account through his own 
Scheideler, president of Scheideler, 48¢ncy, Counsellors Inc., until he 
Beck & Werner, characterized Mr. Joined with S&S last August. 

(Continued on Page 115) (Continued on Page 114) 


Ex-Jonesians 
Hurl Charges 
at Former Boss 


Scheideler Pens Answer 


Audit Bureau Meet Covers Business 
Quickly, Calmly; Kynett Reelected 


Cuicaco, Oct. 25—Members of 
the Audit Bureau of Circulations 
sailed through their convention 
agenda here this week calmly, 


congenially and confidently. 


With one or twoexceptions, there 
were no heated discussions and 
members quickly dispatched the 
business at hand. 

Beneath the surface, however, 
were undercurrents caused by the 
perennial differences of opinion 
between buyers and sellers of ad- 
vertising. ABC members appeared 
to reflect the attitude, however, 
that these differences of opinion 
had been discussed at length many 
times before—that the pros and 
cons had been stated and restated 
and that the resulting compromises 
could only be improved in minor 
ways. 


s There were two exceptions. On 
Thursday, the agency and adver- 
tiser representatives on the speak- 
er’s panel reflected a growing con- 
cern over the impact of TV on 
printed media (see Page 8). 
(Continued on Page 111) 


Outdoor 


Beginning on Page 37 of 
this issue and continuing to 
Page 79, ADVERTISING AGE 
presents a special editorial 
section devoted to outdoor 
advertising, with particular 
emphasis on new develop- 
ments in the field, case his- 
tories of successful users of 
the medium, and a host of 


pictorial examples of out- 
door advertising art and 
copy. 


Highlights of the Week’s News 


Last Minute News Flashes 


Fully ten weeks after Duane Jones returned to his 
agency and cleared house, his erstwhile top ex- 
ecutives have finally replied to the Jones “pi- 
racy” charge .Page 1 


Schwimmer & Scott, another agency experiencing 
intramural friction, is criticized by a former 
v.p. in connection with American Vitamin 
Associates’ refinancing troubles . 

Past and even present disharmonies that have be- 
set the Audit Bureau of Circulations meetings are 
notable for their absence at ABC’s annual meet- 
St Ge CMD cas ener sess .. Page 1 

Four men are named the 1951 winners of the Paul 
Converse “marketing hall of fame” awards. They 
are Neil Borden, A. C. Nielsen, Daniel Starch 
and Paul Stewart . ' 

AA’s annual report on news and trends in out- 
door advertising opens with a hypothetical case 
showing how an advertiser goes about buying 
a 24-sheet campaign ....Page 37 

Brown-Forman, in separate drives for two of its 
brands, has used outdoor in two entirely differ- 
ent ways to solve special problems ...... Page 76 

Chief Wa Wa with his message “to all braves” 
launched Santa Fe’s use of outdoor ads back in 
1878. For a run-down on what Santa Fe has done 
with Indians, color and trains since that time, 


see. oseee ° 
Taking up where he left off two years ago, Fair- 
fax Cone singles out ten current campaigns for 


top honors, in a talk before the western Four 
A’s meeting. The entire talk is reported, starting 


chains advertise in national media, and spend 
I ED al oc:a na dkneusceneeeeans Page 107 
Hotel guests are trustworthy, Doubleday finds, 
and turns the information into a new method 
of developing book clubbers .......... Page 110 
Army and Air Force advertising may be resumed 
in part, but the decision must await the return 
of Anna Rosenberg, who visiting Korean 
Em ne ome Page 111 
As soon as the Pan-American Coffee Bureau can 
settle the matter of who will handle its ac- 
count, it will go right ahead with a $1,500,000 
coffee industry drive ................ Page 115 
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Turner & Dyson Gets Puerto Rican Rum 

New York, Oct. 26—The Puerto Rican Rum Institute, whose $1,000,- 
000 account was formerly handled by McCann-Erickson, has named 
Turner & Dyson to handle its account. The agency was formed a little 
over a year ago. 


ABP, NBP to Cooperate on Censorship Problem 

WASHINGTON, Oct. 26—Robert E. Harper of National Business Pub- 
lications has invited Paul Wooton of the Society of Business Magazine 
Editors, William K. Beard Jr. of Associated Business Publications and 
L. C. Morrow of the National Conference of Business Paper Editors to 
serve with him as a standing committee of business paper representa- 
tives to handle complaints about censorship under President Truman's 
secrecy order. First meeting is set for Nov. 9 at the NBP office here 
(See story on Page 84.) 


Bond Stores Set Brand Name Campaign 

New York, Oct. 26—A four-color page campaign in Life has been 
scheduled by Bond stores, through Grey Advertising Agency, in a move 
to establish the Bond clothes label as a national brand name. Color 
pages will run every other week through mid-December. An additional 
15 color pages are planned for next spring and fall. Beside the pages 
will be b&w columns listing cities in which Bond stores are located and 
cities and franchise stores through which Bond clothes can be pur- 
chased. 


Lever Reorganizes Its Media Staff 


New Yorx, Oct. 26—Lever Bros. Co. has expanded its advertising 
media department and appointed separate managers for print and 
radio-TV. Anton W. Bondy, formerly assistant media director, has been 
promoted to media manager for the print department. Stanley H. Pul- 
ver, media buyer at Dancer-Fitzgerald-Sample for the past six years, 
will join Lever as media manager for radio-TV, effective Nov. 5. 


(Additional News Flashes on Page 115) 
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Ayer’s Farmath Contends Magazine 
Duplication Is Invaluable to Sales 


Robinson Says Ads, 
Like Products, Look 
Much Too Much Alike 


PHILADELPHIA, Oct. 23—"You 
can't begin to advertise to a large 
proportion of the American audi- 
ence through one _ publication,” 
said Leslie D. Farmath, manager of 
the N. W. Ayer & Son media de- 
partment, at a meeting of the Phil- 
adelphia chapter of the American 
Marketing Assn. last week. 

Studies of duplication made by 
N. W. Ayer, he said, covered 129 
magazines (including the large, 
mass circulation periodicals) and 
showed a definite pattern of the 
probable amount of duplication 
an advertiser can expect 

For example, he said, 
third magazine is added to 


when a 
two 


others already on the media list, 
duplication in readership amounts 
to between 13% and 15%. When 
the tenth book is added, the dupli- 
cation rises to between 34% and 
49%, depending upon the combi- 
nation of publications. 


e@ Ayer started one duplication 
study with The Saturday Evening 
Post and then added nine other 
magazines. The total audience, he 
said, was 56,750,000 and, of these, 
37% or 21,000,000 were duplicate 
readers. 

In determining how many times 
an advertiser talks to the same 


person, he said, the aggregate cir- | without regard to continuity.” 


culation first must be ascertained. 
The second step is 
the aggregate primary audience or 


to arrive at 
| 
| the 


The third step, he continued, is 
to determine cumulative net un-| 
duplicated readers, and the fourth 
step is to determine the average 
percentage noted, the number of 
messages noted by the undupli- 
cated audience and the average) 
number of messages noted for each 
different reader. 


@ This duplication of ad messages, 
Mr. Farmath hastened to assure 
his audience, is not a “costly poi- 
son.”’ Rather, he asserted, it is in- 
valuable to achieve desired objec- | 
tives. 

Duplication, he said, may 
achieved either by buying space in| 
more magazines or by increasing | 
insertions in an established a 


,And it is an important factor in 
|attaining frequency of impression, | 


quately, he contended. 

In purchasing outdoor posters, 
for example, due consideration is 
given to high frequency, he said. 
In addition, posters are retained 
for long periods in order to reach 
the same people a number of times. 


® He argued, heatedly, that there 
is not “an ounce of truth” in the 
statement that few insertions will 
produce good effects even in such 
mass circulation magazines as Life 
and The Saturday Evening Post. 
“There is a need for a large} 
number of insertions to attain a| 


dience,” he declared, adding that 
an advertiser must use a long list! 
plus a large number of insertions 
to reach a larger audience. 

Dr. Claude Robinson of Gallup| 


Advertising Age, October 29, 1951 


Arbitrarily grouping ads into 
those with “claim and boost” head- 
lines and those with “consumer 
benefit” headlines, he said that 
his “Impact” research shows the 
former group had an average 
readership impact rating of 7.1, 
while the latter enjoyed a rating 
average of 11.6. 

The ideal, he said, is the cam- 
paign employing ads which use 
the same sales theme throughout a 
campaign and in which format and 
copy have a family resemblance. 
However, the important ingredi- 
ent is sufficiently different treat- 


be high frequency with any given au-| ment in each ad to maintain read- 


er interest. 

As a result of this research, he 
said, Schlitz Brewing Co. changed 
its ads and boosted reader impact 
300% over the 1950 ratings. Kel- 


which he defined as a “recurrence | & Robinson, Princeton, N. J., also|logg, for Rice Krispies, followed 
of a message at short intervals|addressed the Philadelphia AMA/Gallup & Robinson suggestions and 


Mr. Farmath concluded that it 
is time something was done about 
manner in which magazines} 


fall dinner meeting. | 
Dr. Robinson said that adver- 
tising copy and layout boosting 


the number of opportunities the|are used for advertising purposes.|the products in any one industry 


message has of being seen. 


They just are not purchased ade-| 
| 


consider dtr 


PUT CAPPER'S 
WEEKLY OW OUR 


List / 


THREE WORDS... that add up to the fact that 
Capper’s Weekly can do a real selling job for you 


in the rich Farm and Rural Town market of lowa, 
Nebraska, Missouri, Kansas and Colorado--and best 


of all at LOW COST! 


are entirely too stereotyped and 
seem to go down the same route. 


@ In refrigerator advertising, for 
example, Dr. Robinson said the 
woman usually is pointing to an 
open refrigerator. In whisky ads, 
the “bottle and glass boys” pre- 


tire. 

In addition, he said that a very 
large percentage of advertising is 
committed to the “claim and boost” 
theme and does not stress value 
to the reader. This, he declared, 
violates “all the basic rules of 
salesmanship.” 


}chapter last week at the opening | showed a 500% increase in rat- 


ings, he said, and Nash wound up 
with a 100% increase. 


F&S&R Adds Three to Staff 


Fuller & Smith & Ross has added 
three to its New York staff: Harry 
Forester, formerly head of his own 
marketing consultation service, as 
v.p. in charge of a group of ac- 
counts; Harry R. Fairchild, for- 
merly with Curtiss Wright Corp., 
Wood-Ridge, N. J., as account ex- 
ecutive, supervising a new pro- 


2 dominate. In selling television re- Westingh El - 
“= . . sr: sting se “tric 
wa ceivers, the stereotype is the hap- ry A aan hte _ 
“arg : . . < re ° 
r fi ys ‘ set,  . . = ’ 
¥ — ; paged — hese set, who had headed the Knapp-Shep- 
oe re ads invariably seem to | ord agency, as associate account 
es M E M Oo include an illustration of a lar xecutive 
a ; 


Gardner Signs with Crosby 
Erle Stanley Gardner has signed 
with Bing Crosby Productions, 
Hollywood, to produce a filmed 
TV series featuring his fictional 
detective character, Perry Mason. 
Production will begin soon. 


THERE’S HEAVY TRAFFIC 


Greensboro Market—in the South’s Leading State! . 


in the Greensboro 12-County 


This is the size we use for the 
Growing Greensboro Market" 


IN SALES in the Growing 
. . Here 
ABC Market retail sales hit 


$422-million annually—one-fifth of the state’s total sales con- 


trolled by one-sixth of its 4,00000 population. 


These people 


also account for one-fifth of North Carolina’s $667-million 
effective buying income! ... To really move goods and sell 
services in this fast-growing market, you need the 100,000 
daily salesmen of the GREENSBORO NEWS and RECORD. 


Only medium with dominant coverage in the Greensboro 12-County 
ABC Market and selling influence in over half of North Carolina! 


The unique Human Interest Style of Editorial 
Technique characterizing Capper’s Weekly, has made 
it The Feature News Weekly of The Rural Midwest 
--and Nationally Famous for Reader Interest. 


wa Put Capper’s Weekly on YOUR list! 


b  Capper's Weekly 


912 Kansas Avenue 
Topeka,Kansas 


1950 U. S. Census, 1948 Census of Business and 
1951 Sales Management Survey of Buying Power 


Source: 


GREENSBORO, NORTH CAROLINA 
Represented Nationally by Jann G Kelley, Inc. 


PUBLICATIONS INC. 
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Left to right: Ted Peterson, Jack Connor, Charles Johnson, Dick Cullum, George Barton, Bernie Swanson, Joe Hendrickson; (below) Halsey Hall. 


What makes a newspaper great? 


“The days of real sport” are every 
day in the Upper Midwest as these 
stern-visaged sportsmen can testify. 
Sports-minded, sports-loving Upper 
Midwest citizenry ranks as the hot- 
test group of sports enthusiasts in the 
nation, take sports seriously, follow 
them religiously. 

Seeing to it that the Upper Midwest 
sports fans get what they want the 
finest all-around, all-the-year-around 
sports coverage in the nation is the 
responsibility of Charles Johnson, ex- 
ecutive sports editor of the Minne- 
apolis Star and Tribune, and the crew 
of capable, colorful characters pic- 
tured above. 

Right after the tintype picture was 
snapped, the boys tossed aside gag 
mustaches and trick outfits to swing 
into all-out coverage of the 1951 foot- 
ball season, eye-witnessing games 
coast to coast from Berkeley, Califor- 


nia to New York City. Johnson's air- 
plane-hopping Rover Boys will have 
“staffed’’ 43 top college games by the 
final whistle of the Rose Bow! contest, 
will have covered dozens of locally 
important state college and high school 
games, in addition 

Each Minnesota Golden Gopher 
battle rates a thorough going-over by 
three reporters and four amazing cam- 
eras, the 180-picture-a-minute Strato- 
lens close-up camera, plus Machine 
Gun, Super-Sideline and Foton cam- 
eras which click off a grand total of 
more than 30,000 football pictures 
during the season. Meanwhile the 
Minneapolis Sunday Tribune’s famous 
Peach Sports Section (so called be- 
cause of the hue of its newsprint) has 
ripened into a lush supplement that 
rates best-read honors from the largest 
sports audience in the Upper Midwest. 


Under Johnson’s command are some 


of the liveliest, freshest talents in the 
sports-writing business, including ac- 
knowledged experts in most sports 
who can, and have, covered every- 
thing from curling matches to whale 
hunts. 

For sports, for news, for editorial 
distinction, for outstanding coverage 
of all reader interests, Upper Midwest 
families turn naturally to the Min- 
neapolis Star and Tribune, the favor- 
ite newspapers of this great region 
and its people. 


Minneapolis 
Star znd Tribune 


EVENING MORNING & SUNDAY 


615,000 SUNDAY + 485,000 DAILY 


JOHN COWLES, President 
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Secretary Snyder Makes Personal Plea 
to Save Funds for Savings Bond Ads 


(Continued from Page 1) 

from 535 to 780 persons 

Since the expansion had already 
been ordered, under an agreement 
with the House appropriations 
committee, officials anticipate that 
about 190 employes—mostly con- 
tact persons on the field—will be 


DVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE £OR 


’ 


DETAILS AND RATES 


EMPLOYERS REINSURANCE 


CORPORATION | 


insprance Eathange Kansas City Mo 


dropped. 

The bond program has been 
having trouble since last summer 
when the House committee—after 
authorizing the expansion—did an 
about face and turned down the 
$2,000,000 appropriation. 

After a rough hearing, the Sen- 
ate appropriations committee 
voted last month to give $1,000,- 
000. When this reached the floor, 
it contained a proviso that no 
Treasury money was to be spent 
for advertising 


8 In a brief—and confused—floor 
debate Sen. Styles Bridges (R., N. 
H.) warned that the Treasury 
might be deprived of using mil- 
lions of dollars worth of time and 
space which was made available 
through the Advertising Council 
and other sources. 

Following the vote, he left the 
floor under the impression that 


the proviso had been lifted. Later 
it developed that in a confused 


| parliamentary situation, the Sen- 


ate had voted to cut the Treasury’s 
appropriation to $500,000 and had 
left the proviso in the bill. 

As House and Senate conferees 
attempted to reconcile conflicting 
versions of the bill, Secretary 
Snyder wrote that without na- 


{tional advertising “bond sales 
would dwindle away.” 
® “During the wartime period, 


when patriotism was at a fever 
pitch and voluntary contributions 
were at the highest level, it re- 
quired $425,000,000 in advertising 
donated by the media of advertis- 
ing and advertisers for the bond 
program's success,” Secretary 
Snyder wrote. 

“Since 1946, over $225,000,000 of 
advertising has been donated to 
make our sales possible. In no in- 
stance does the Treasury pay for 
‘space’ for savings bond adver- 
tising in newspapers and maga- 
zines or for ‘time’ for such adver- 


tising on radio or television. 

“The Treasury Department ac- 
cepts this contribution from pri- 
vate industry in the knowledge 
that without it our bond sales 
would dwindle away, as have the 
sales of many products once na- 
tionally prominent but on which 
advertising was eliminated. 

“We have taken a lesson in our 
bond program from our women- 
folk, who as practical household 
economists select by advertised 
brand and voluntarily spend hun- 
dreds of millions of dollars for 
products they have specified by 
name in advance. 


® “The savings bond program does | 


require comparatively small sums 
to help supply the tools for such 
contributed advertising, in the 
form of mats, electros, transcrip- 


tions, and to develop a standard- | 


ized advertising policy. 

“Through the years we have so- 
licited the support of thousands 
of community volunteers, who or- 
ganized the areas in which they 


_ In Metropolitan: 
"Washington, D.C. 


Typical 


supermarket shopping 


scene in growing 


Metropolitan Washington 


“7 Answers to Customer Coverage” 


TOTAL 
among all Washington newspapers 
Tat 9 mos. 1951 ws. 1at 9 mos. 1950 


Times-Herald DOWN 191,537 lines 


Star 


News . 


proves that to sell the most 


you need The Post 


Gains and Losses in 
ADVERTISING 


inctuding Sunday supplements 


1951, 


. N 
UP 1,131,364 lines 


UP = 614,971 lines 
up 85,087 lines 


(true of no other Washington pape 
Post man to show you ~ 
only a few minutes to show . . . and it proves 
why you need the Post to sell the most! 


Result: in each 


“Seven Answers to Customer Coverage” is 
convincing more and more advertisers that the 
sure way to greater sales in prosperous Metro- 
Source: Medio Records, ect volitan Washington, D.C. is to advertise in The 
Washin ton Post. month of 
ost advertising linage has increased 


r). Ask the 


7 Answers.” It takes 


8 our of 10 copies OF THE WASHINGTON POST ARE HOME DELIVERED 


in ABC City and Retail Trading Zone 


The Washington Post 


Represented by Sawyer, Ferguson, Walker Company — George D. Close, Inc. (Pacific 
Coast) — Metropolitan Sunday Newspapers —The Hal Winter Co. (Miami Beach) 


Operating Washington's CBS Affilictes—WTOF and WTOP-TV 
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live to develop sales channels of 
communication to the tens of mil- 
lions of American families. These 
patriotic American families de- 
mand that there be an effective 
national advertising effort to make 
their own contribution effective. 

“By joining hands with private 
industry to permit voluntary sup- 
port the Treasury Department 
saves tens of millions of dollars, 
which is the value of much-need- 
ed advertising support each year.” 


®@® Spearheading the fight against 
advertising was Sen. Kenneth Mc- 
Kellar (D., Tenn.). 

At one point Sen. McKellar, 
chairman of the appropriations 
group, during the floor debate 
when Sen. Bridges was fighting to 
eliminate the proviso, kept arguing 
“let's take it to conference.” 

Earlier, he heckled Assistant 
Secretary John S. Graham during 
appropriations committee hearings 
on the bond funds. ° 

When Mr. Graham explained 
that the Treasury's material was 
prepared under the direction of 
the Advertising Council, Sen. Mc- 
Kellar exclaimed, “1 never heard 
of that. I have been here 40 years 
and this is the first time I have 
heard of the Advertising Council.” 


@In asking for $2,000,000, the 
Treasury said it hoped to build 
payroll savings programs in de- 
fense industries. Mr. Graham ex- 
plained that prominent industrial- 
ists cooperating with the Treasury 
open the way for programs in big 
plants, but that professional 
Treasury workers are needed to 
follow up and provide assistance 
in organizing payroll systems. 

He reported that 5-6,000,000 
workers are currently buying 
bonds through payroll deduction, 
but expressed hope that the total 
would be built to 10,000,000. 

Treasury spokesmen said bond 
sales have held up well in the 
small denominations—iess than 
$100—but have dropped sharply 
among the big denomination buy- 
ers, who apparently are putting 
their money into other types of 
investments or into durable goods. 


® Contending that the Treasury is 
primarily interested in the small 
saver, spokesmen explained that 
“the buying of the relatively few 
—the more prosperous individuals 
—is not the buying that provides 
the demand for 5-6,000,000 new 
cars each year; for 10,000,000 tele- 
vision sets in the past few years; 
for the hundreds of thousands of 
homes in the under-$10,000 pur- 
chase price area; or the millions 
of refrigerators, vacuum cleaners 
or other durable goods.” 


Newspaper Ad Service and 
American Press to Merge 

As a result of meetings in Chi- 
cago this week between represen- 
tatives of Newspaper Advertising 
Service (business affiliate of Na- 
tional Editorial Assn.) and Ameri- 
can Press Assn., the two organiza- 
tions representing weekly news- 
papers have agreed to merge. 

Under the proposed plan, the 
new corporation would have nine 
directors, the ninth director to be 
elected by the board. Details of the 
merger now are in the hands of le- 
gal counsel, but both NAS and 
APA expect that a more aggres- 
sive sales organization will result. 
National Editorial Assn. (the trade 
association) is unaffected by the 
plans for the merger, as is the 
Weekly Newspaper Bureau, also 
affiliated with NEA 


Simpson Joins Erwin, Wasey 

Robert Simpson, formerly ex- 
ecutive TV producer for Geyer, 
Newell & Ganger, New York, has 
been named director of video pro- 
duction for Erwin, Wasey & Co., 
New York 


Morris Studio Moves 

E. Denton Morris Inc., New 
York, which specializes in photo 
retouching and advertising art, has 
moved to 16 W. 45th St. 
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what every bu er 


of ai 
should know 


Don't let ignorance blight your advertising career. 
Don't let old-fashioned ideas rob you of effective, blissful buying. 


Find new strength and happiness from this clear, bold story! 


The Facts of Life! 


Only radio - 


no other medium — covers the 54 

counties of eastern New York and western New 

England in the Schenectady-Albany-Troy area, 

a substantial market in size and buying power— 

call it the “17th State’’—where more people live 
| 


than in 32 other states, where more goods are pur- 


chased than in 34 other states. 


Choosing Your One and Only! 


Only one radio station — WGY — delivers this 


Use Your Full Strength! 


Gain all the advantages of spot radio — complete control of penetration, impressions, 
impact ... complete flexibility . . . unwasted circulation — on all seven major market 
stations represented by NBC Spot Sales. Serving only seven key radio stations, 
your NBC Spot Salesman has the time to devote to your account and the knowledge, 


entire market. With the only regular listening 
audience in the area's 22 cities, WGY's daily 
audience is three times that of the next station, 
is over 1/3 greater than the combined audience of 


the area's next ten top-rated stations. 


Building Personality ! 


Good, solid programming, power (50,000 watts 
at 810 kc), and prestige (since 1922, General 
Electric) have built WGY's tremendous audience. 


The only NBC station in the area (other network 


organization and research service to show what Spot can deliver for you in the 


nation’s key markets . . . . 


via Radio, America’s No. 1 mass medium 


re. 2?" ae 


WNBC 
WMAQ 
WTAM 

WRC 


audiences are shared by 4 to 7 stations each), 
WGY builds almost all NBC programs to a higher 


rating than the national average 


Dominance Breeds Economy ! 


One schedule on WGY using exclusive network 
adjacencies and productive local programming 
assures you efficient, eCCONnOMIC dominance ot the 
“17th State,” saves you money to bolster other 
markets where such one-station saturation cover- 


age isn't available. 


Authors of the NBC SPOT SALES 
Best Media Buy Series 


New York KOA Denver 
Chicago KNBC_ San Francisco 
Cleveland WGY  Schenectady- 
Washington Albany-Troy 


Represented by 


NBC SPOT SALES 


New York 


Chicago Cleveland Hollywood 


San Francisco 
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Doniger Doubles Ad Budget 
David D: Doniger Co., Dover, 


N. J., maker of McGregor sports- 
wear, will double its 1951 budget 


in 1952, after having previously 
doubled its 1949 and 1950 budgets 
Full-color copy in Life and Look, 
plus a “gift column” in the Ladies’ 
Home Journal, will spearhead the 


promotion, built around the gift 

plan and five major spring and 

summer selling events. Grey Ad- 

vertising Agency, New York, has 

the account 

Aniline Names Demmerle 
Richard E. Demmerle has re- 


signed as executive editor of Mc- 
Graw-Hill's Chemical Week to be- 
come assistant director of admin- 
istration of the General Aniline & 
Film Corp., New York 


“pig 


Bob Clevenger Named Rep 

Robert D. Clevenger, who has 
been doing research work as a 
chemical engineer with the Ameri- 
can Gas Assn. at Illinois Institute 
of Technology, Chicago, has been 
appointed midwestern representa- 
tive for Case-Shepperd-Mann 
Publishing Corp., New York. He 
will represent Electricity on the 
Farm, Fire Engineering, Wastes 
Engineering and Water Works En- 
gineering 


Joins ‘Herald Tribune’ 

Richard D. Whittemore, former- 
ly with the Grolier Society, New 
York, Book of Knowledge and en- 
cyclopaedia publisher, has joined 
the promotion department of the 
New York Herald Tribune as mer- 
chandising manager. 


% 


TEXAS DAILY 


§ Population over 71,300 


UNTY OVER 100,000 


Avalanche- Journal 


ABC CIRCULATION OVER 46,000 


PRESS LEAGUE, INC. 


Department Stores Face New Competition 
from ‘All Mass Retailers,’ Weiss Declares 


CAMBRIDGE, Mass., Oct. 23—“The 
fundamental trend in all mass re- 
tailing is toward one-stop shop- 
ping. For the department 
store had no one-stop shopping 
competition. Today it has oodles,” 
E. B. Weiss, merchandising direc- 
tor of Grey Advertising Agency, 
said here today 

Speaking before a meeting of the 
New England Controller's Assn. of 
the National Retail Dry Goods 
Assn. at Harvard Business School, 
Mr. Weiss outlined the nature of 
this competition. 

“All mass retailers—drug stores, 
supermarkets, variety chains, etc. 

are becoming department stores,” 
he said. He pointed out that many 
of these outlets are open and sell- 
ing department-store types of mer- 
chandise when department stores 


years, 


are closed. “More and more of 
these new one-stop outlets are 
open when the public wants to 


and has the time to, shop. Depart- 


ment stores have fought a losing 
fight against night openings.” 


@ In addition to the growth of 
“nocturnal” shoppers, Mr. Weiss 
pointed to another development: 
“That shopping is becoming less 
and less of an ‘adventure’; less and 
less of a leisure pastime.” Because 
of this, he said, the majority of 
shoppers today “show a decided 
desire to do the major part of their 
shopping in stores streamlined for 
faster shopping. 

“But department stores continue 
to buck both the public demand 
and the tide of public custom; de- 
partment stores ‘enjoy’ today just 
about as high a time-per-transac- 
tion as 30 or 40 years ago.” 

Pointing out that department 
stores are traditionally “service” 
outlets, he said that department 
stores “seem unwilling to compre- 
hend that self-service and self-se- 
lection 


Lucky Theatre 
Store Opener 
Good Relations 
Faultless Ads 


O September saw the opening of the third season of 


Robert) Montgomery 


Presents - 


Your Lucky Strike Theatre 


(alternate Mondays, NBC-TY ). Aired on 17 stations in 1949, 


its now seen on 16. 


Sales messages for Lucky Strike 


, ue : 
cigarettes during intermissions are simple and straight- 


forward and in keeping with the mood of the plays presented. 
Shown is producer-actor Robert Montgomery. 
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© Two years ago, Minnesota iron-ore mining companies 
asked BBDO Minneapolis: “How can we give people a 
better understanding of our industry?” One suggestion: 
Through informative advertising in some 400 state news- 
papers. Current ads feature findings of a continuing opinion 
study. Already this survey shows evidence of improved 
relations for a Minnesota industry vital to the nation. 


-.e see = 


© Kid-catehing premium offers in Sunday supplements 
are shooting sales of Rov Rogers Cookies to record heights. 


Here is one of a series of color advertisements which has 


opened thousands of new outlets for this “western” cookie. 


Equally important: Along with the advertised item. stores 
are stocking other “Crackin? Good” cookie and biscuit 
products made by Carr-Consolidated Biscuit Company. 


“a ~ 4 


QThe patented waistband on Faultless pajamas and 
shorts breathes as vou breathe—and it’s guaranteed for 
the life of the garment. This guarantee gets strong empha- 
sis in Wilson Brothers’ new campaign in Sunday newspaper 
supplements. Both full-color pages and black-and-white 
advertisements are being used in what is believed to be the 
largest schedule in the history of the industry. 


BATTEN, 


NeW YORK *« BOSTON © 


BARTON, 


BirFALO o* 6CHtt age 


DURSTINE 


CLEVELAND 
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inc. 


HOLLY oon 


& OSBORN. 


MESSE APOLDS TAN FRANCISCO 


fdvertising 


< aNCELES neTRoT 


no longer carry the con-|} 
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notation of ‘no service.’ 

“To the contrary,” Mr. Weiss 
said, “self-selection and self-serv- 
ice represent precisely the sort of 
‘service’ that the large majority of 
our shoppers want today. Yet it is 

| the one service that few depart- 
;}ment stores give except in a tiny 
way.” 


® He indicated that “social pres- 
tige” attached to a package con- 
taining certain department store 
names “reached its pinnacle long 
years ago. Conversely, the social 
odium that attached to a package 
from a variety chain, or a mail or- 
der chain, has all but melted 
away.” 

The basic retail competition of 
the future, Mr. Weiss predicted, 
“will not be between mail order 
houses, for example, and depart- 
ment stores—or between variety 
chains and department stores—but 
between huge retail combines 
utilizing all known combinations 
of buying, merchandising and sell- 
| ing techniques. 
| “Department stores must do a 
| better job of matching the buying 
| power of the chains. Even $200,- 
000,000 in buying power doesn't 
talk loudly enough when it is 
matched against $2 billion in buy- 
| Ing power. The department stores 
need buying combines that will hit 
the $3 billion mark.” 


® Another thing department stores 
must develop, he stated, is a “far- 
sighted, long-term and complete 
program of reaching the customers 
through all channels and at all 
hours,” including branch stores, 
mail order selling, telephone sell- 
ing and house-to-house selling. 

“Whether one-stop retailing will 
ever result in any great number of 
one-stop shoppers has yet to be 
proved,” Mr. Weiss concluded. “To 
date, no mass retailer has shown 
any phenomenal success—despite 
one-stop shopping §facilities—in 
building a clientele of one-stop 
shoppers. 

“But this much is positive: 

“The degree to which any mass 
outlet captures all of its customers’ 
shopping dollars will—in the fu- 
ture—be determined more by vis- 
ual display of merchandise than by 
merchandise selection. This is 
why: 

“Inventory and other similarities 
between competing mass retailers 
tend to shrink the area for com- 
petitive maneuvering. That is un- 
questionably the most stupendous 
development in mass retailing.” 


‘Newsweek’ Names Norris 
Director of Development 


formerly 
for 


Dwight W. Norris, 
manager of public 
the New York, 
New Haven & 
Hartford Rail- 
road, has been 
appointed direc- 
tor of develop- 
ment for News- 
week. 

He will be re- 
sponsible for the 
direction of all 
the magazine’s 
public relations 
activities and the “i “ 
development of Dwight W. Norris 
tne magazine's 
further Newsweek contacts among 
business, cultural and _ social 
groups, editors and professional 
people, and schools and colleges. 


‘Navy Times’ Makes Debut 
The first issue of Navy Times, a 
new weekly newspaper for per- 
sonnel of the Navy, Coast Guard 
and Marine Corps, was published 
in Washington, Germany and Ja- 
pan last week by the Army Times 
Publishing Co., publisher of Army 
Times and Air Force Times. 


Doner & Co. Appointed 


W. B. Doner & Co., Detroit, has 
been appointed to handle the ad- 
vertising of the Automatic Heat- 
ing Corp., distributor of Timken 
silent automatic burners. News- 
papers and direct mail will be 
used 


relations 
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Check your opportunities 
in this high priority market 


The metalworking industry is the place to 
look for rated orders. Under the impact of 
rearmament this industry becomes more 
important than ever as a source of volume 
business. To help you check your oppor- 
tunities in the high priority market, write 
for STEEL’s new 1951 Market Selector. 
This unique slide chart enables you to 
measure all dimensions of the market— 
size of plants, products manufactured, op- 
erations performed—and all dimensions 
of STEEL’s intensive coverage of buying 
power. Write for your Metalworking Mar- 
ket Selector Slide Chart today. STEEL @ 
Penton Building @ Lakeside and W. Third 
St. @ Cleveland 13, Ohio 


What makes this the 
most effective way to 
reach Design Engineers ? 


No other design publication can give you 
coverage of so many plants where your 
product can be specified. Wherever prod- 
ucts are being designed you'll find key 
men reading MACHINE DESIGN. For 
proof of the effectiveness of its coverage 
of plants, and its wide-spread influence 
upon the men responsible for design 
changes and product improvement, write 
for MACHINE DESIGN's Data File. It will 
help you in planning to develop more 
business from the Original Equipment 
Market. Send now for the Data File that 
gives you all the facts on this important 
volume market. MACHINE DESIGN e 
Penton Building @ Lakeside and W. Third 
St. @ Cleveland 13, Ohio 
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Here’s help in analyzing 
the foundry market 


Long and close contact with the industry 
gives FOUNDRY an intimate knowledge 
of the market. From an every-other-year 
census of the industry, valuable sales helps 
such as the FOUNDRY MARKET ATLAS 
have been developed. This provides a 
new concept of the foundry market. The 
Atlas breaks down the industry into 96 
marketing areas, helps you locate re- 
gional or national markets; establish sales 
potentials. It maps the top ten foundry 
markets and analyzes areas by number of 
foundries, employment and metals cast. 
Write for your copy of the FOUNDRY 
MARKET ATLAS. FOUNDRY e@ Penton 
Building @ Lakeside and W. Third St. @ 
Cleveland 13, Ohio 


athe 


For industrial coverage 
take a look at 
“The Toledo Story” 


In this report, we have focused attention 
on one typical city and really ‘taken the 
lid off it’. Every manufacturing plant was 
examined and evaluated. Every copy of 
N.E.D. was “tracked down” and the indi- 
vidual readers were contacted. Informa- 
tion was secured from nearly every man 
on the inquiries produced and purchases 
made through reading New Equipment 
Digest. “The Toledo Story” will give you 
a chance to see exactly how one industrial 
publication operates in an average indus- 
trial city. Write for your copy today. 
NEW EQUIPMENT DIGEST e = Penton 
Building @ Lakeside and W. Third St. @ 
Cleveland 13, Ohio 


ee ee 


oe Px pes Ma. Fd ar a [Ae 2 c : eee. aan ose ea a oh eg, hae 3 > a. " f ee s ey ae : " ‘i me ee es 
- is aye 
J: iinet 
= 
ok 
ae 
—— ~ 
a 
an 
3 Re 
los 
Rr, 
4 sk 
a 
ns 
i) 
eae 
‘er Se 
ety 
a 
¢ iy 
des: 
; ete 
? se is 
= 
AD 
¢t FACTs ak 
» St. 
qh aer? t ace 
> Hor \ | ae 
octane al * & \ ee 
fos er Pd << ’ 9% . ae : % “2 3 
ay PeeySy Santi \ en 
Bes a 4 ~>* 6 er wr es oe 
‘ae eae : oe ey v : aa 
. IG Bo _ 
—. 0 «| ae _ 
er Peas an SY sy “* og aw . ty, ; Pa 
— ee ee ve \ z aN ‘~ ch ny AS’ “ ‘ Vy Be Me ek ae ee sll | f } = 
4 es és . a ‘as /. ¢ ~ ji “ ra an 
Sey mn o> _ eee Se 4s RE NRIEMUD Fitcae ale , - 
\ | Peter es aoc | | eens ao Cae 3 
> * : os % geal! 2 ws eA (it i 1 ie » ‘ ns? ad 3 <i . a j SS 
¥ Naor * eg ae a3 Ee ot" He ' NR te Utne ) bee aa et ss .. es. f 
See Ue: 5 - \ we » a via B.'s j : Ye” 2 ee 
¥ -\ + Sa ees \ ®t ee ctiat ’ ty t] P at " Hu} } f | 4 ae € ae f ie 
: ey Nee ia “4 e aan wiht rer Ny  Y a . oe 
wo ae ak 
Wasnt gat ie - - j naa et ee: 
we «a? Be E : aa ‘j eect Bas 
in rrr _ 
—_ g#ere 7 en 
> . ws : a. 
a As tO — 
K PENT | e 
. » Jj 
, is 
) bs 
e 
* 
eg 
et. 
Be 
Biter 
nee 
es 
Pe RY 
te 
my 
oO 
r “Ag 
reg 
57. OM 
Et 
4 beth 
Sa 
{ im 
, ae & z 
| Re Q— nae 
; x — ee st. 
*; ee. = oR 
—. . LEM gue’ : 
al) i ee ES , 
<a) \\ Se _——s gS ye = 3 
>, \ Fz Ss Bo 
4 ® Fon rs Y —_— gy === Sa - 
- PENTON PUBLICATIONS - Penton Bldg. - Lakeside and W. Third St. + Cleveland 13, Ohio % 
a 
| x 
/ 4 me 
i, , 
‘i Ratt aiains .. ae 2 . . > Sa, . 4 are fT , , 8 oe 5 a i ae De ao rea er . = ~ — ee ae at ae ar ids ee 


PE ee ee i 


= 


Advertisers, Agencies Need a Method 
for Measuring All Media, ABC Told 


Curcaco, Oct. 25—Spokesmen 
for advertisers and agencies dis- 
played concern over the impact of 
television on printed media at the 
annual meeting of the Audit Bu- 
reau of Circulations here today. 


Louis N. Brockway, executive 
v.p. of Young & Rubicam, told the 
ABC members that: 

“First, we need a technique for 
defining and measuring the real 
audience value of all media on a 


ENTIRELY to 
GAS HEATING 


Write for Statistical Data 
HEATING PUBLISHERS, INC. 
17 E. 37th St., NEW YORK 16, N.Y. 


common basis—-whether it be 
called circulation, audience, read- 
ership, or what not. 

“Second, we need a practical 
method of applying this technique 
through accepted research chan- 
nels. 

“Finally, we need the coopera- 
tion of all media, advertisers and 
agencies—the whole advertising 


community—in supporting and 
using the results of this re- 
search. ... 


@ “I believe that, however dis-| 
tant or elusive our goal, it is one 
we should work for—to standard- 
ize audience measurements; to 
develop full information on the 
composition of media audiences, 
and to define and measure audi- 
ence attention.” 

“We only wish we were keen 
enough to develop for all media 
as reliable a basic measurement 
as we have in the ABC. The great 


need of the advertiser today is 


some way of comparing media on | 


a common basis or by a common 
denominator. . . 


“This lack of a common denomi- 
nator is particularly serious at 
this time, when the advertiser is 
increasingly pressed for compari- 
sons of media,” Mr. Brockway as- 
serted, “especially of magazines 
and newspapers with television. 
Here is a new medium which has 
shouldered its way into a major 
position in our thinking, chang- 
ing the recreation habits of peo- 
ple, offering new devices of ap- 
peal to people’s tastes and de- 
manding its share of the adver- 
tiser’s dollar. 


s “We all know that it is here, 
that it is making a place for itself, 
and that it has in one way or an- 
other impinged upon the other and 
older media. But as of this time 
there is not one really authenti- 
cated fact which we can present 
as to the true effect of television 
upon media values.” 

Albert Brown, v.p. for advertis- 
ing and public relations of Best 
Foods Inc., told the ABC members 
that “it was clearly evident long 
ago that valuable and reliable as 


Manufacturers think it’s great! The October 
1951 issue of House BeautiFut led all monthly 
magazines in total advertising linage. November 
House BEAUTIFUL carries even more pages of 
advertising than October. Yet, believe it or not, with 
209 pages of advertising, it’s the second largest in 
House BEAuTIFUL’s history! 


Consumers think it’s great! House BEAUTIFUL 
continued its circulation gains-during the first six 
months of 1951... will move forward with the 


*On the basis of published statements, a new one of which is now being compiled. 


House Beautiful 


The magazine that sells both sides of the counter 
572 Madison Avenue, New York 


same steady progress during the last six months 


of the year. 


Retailers think it’s great! For many years House 
BEAUTIFUL has attracted more subscribers among 


retailers than any other consumer magazine*...and 
has now reached an all-time high. 


Let’s face it! Consumers, retailers and manufac- 
turers (in collaboration with their advertising 
agencies) agree that House BEAUTIFUL is today’s 
hottest magazine. We won't argue. 
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the information turned out by the 
Audit Bureau of Circulations is, 
those facts alone are not adequate 
to serve present-day advertising 
practitioners fully in their con- 
tinual advancement of advertis- 
ing’s effectiveness.” 


s “Let's turn to what I call the 
current flux in media,” he de- 
clared. “I suspect it is greater to- 
day than it ever has been—and 
we have yet to see the climax. I 
have the feeling that if I say ‘tele- 
vision,’ some of you may think I 
am pulling a ghost out of the clos- 
et. 

“On the contrary,” he said, “it 
is no less realistic for you than 
for me to try to consider objective- 
ly the effect television already has 
had, and the greater effect it is 
likely to have in a future that is 
getting closer every day... 

“The problem here is that it has 
become even more difficult than 
before for agencies and adver- 
tising managers to convince them- 
selves that their purchases of ad- 
vertising space and time are the 
best ones under the circumstances 
—let alone persuading general 
managements of the wisdom of 
these judgments. . 


@ “Advertisers are as eager as you 
are to have healthy printed media 
consistently available for their use. 
And if changes are occurring and 
about to occur, in the relative sta- 
tus of different media and media 
enterprises, isn't it better from 
your standpoint as well as the 
buyer's to have reliable and gen- 
erally accepted facts available in 
the hands of all parties?” 

Cc. D. Jackson, publisher of 
Fortune and president of the Na- 
tional Committee for a Free 
Europe, received a rare tribute— 
a lengthy, standing ovation—from 
the Audit Bureau members follow- 
ing his speech on the activities of 
the committee. 

As a result of the committee's 
work, he said, the initiative in 
psychological warfare has passed 
to the West. “We begin to see the 
possibility of winning World War 
III without having to fight it,” he 
declared. 


® Floyd S. Chalmers, executive 
v.p. of Maclean-Hunter Publish- 
ing Co., Toronto, said that de- 
mands of newspapers and maga- 
zines for more paper are not going 
to be easy to meet. 

Mr. Chalmers pointed out that 
demands for paper throughout the 
world are destined to become more 
pressing as the months go by, and 
listed various methods which 
could be employed to help solve 
the problem 

Among the solutions suggested 
in the recent American Newspa- 
per Publishers Assn. study, he 
said, is the construction of new 
paper mills. “There are four areas 
in Canada where there is timber 
to support new mills,” he said. 
These are the Newfoundland-Lab- 
rador area, northern Quebec, 
northwestern Ontario and British 
Columbia. But he added that “pa- 
per industry authorities tell me 
that a price of $135 at the mill 
would be necessary to make a 
profit on such an investment.” 


Outboard Appoints Spanke 


Edward S. Spanke, formerly 
publicity and editorial department 
manager of the American Institute 
of Laundering, Joliet, has been 
appointed public relations director 
of the Outboard Boating Club of 
America, Outboard Motor Manu- 
facturers Assn. and Outboard Boat 
Manufacturers Assn., Chicago. 


JUST ASK FOR MARIE: 

Call WAbash 2-8655 and ask for 
Marie Maize on your next multi- 
graph. mimeograph, ad or 
mailing job. Quick pick-up and de- 
livery, fast and accurate work, plenty 
of experienced peewee 
always in line. E LETTER SHOP, 
Inc., 431 S. Dearborn St., Chicago 5. 
(Now in our 23rd successful year.) 
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MAYOR OPENS TWO 
NEW MIRROR PLANTS 


Congratulates Publisher on 
MIRROR’S Rapid Growth and 


Its Service to Community! 


Recently Mirror Publisher Charles B. McCabe, (left), Brook- 
lyn Borough President John Cashmore and many other city 
notables watched New York’s Mayor Vincent Impellitteri start 
the presses rolling in the New York Mirror’s new Brooklyn and 
Manhattan plants. The ceremonies included a message of con- | 

gratulations by the mayor: | a : 


“The Daily Mirror has made a splendid contribution to the civic life 
of New York City. I am particularly gratified with its Youth Program, 
which attracted last year more than 1,000,000 students as participants 
and spectators. The Mirror, in my opinion, always has taken a coura- 
geous stand on the right side of city issues. | commend it for its 
whole-hearted, widespread municipal endeavor. A paper which serves 
its community prospers. By that simple yardstick, the Mirror should 
continue to grow. So great has been its progress that the Mirror has 
outgrown its 45th Street plant, now requiring tremendous new facilities 
in Brooklyn and on East 44th Street. More than ever, the Mirror will 
become an even greater vital force in the affairs of our community. 
I am happy, therefore, to congratulate the Mirror and to wish it 
continued success at the start of this significant chapter in the annals 
of a great newspaper.” 


219 EAST 44th STREET 


235 EAST 45th —e 
Capacity: 90,000 copies an hoor 


Capacity: vas -pseneterbene 


yy 


PLANT *2 Soe 


PLANT * 


PLANT * 


NEW YORKERS STARTED a preference 

for all-day tabloid papers over eve- 

ning papers! Nowadays New Yorkers 

read more of these tabloid papers 
than evening; the rest of the U.S. reads more 
evening papers. New Yorkers first made that 
switch back in 1925 when MIRROR circulation 
first skyrocketed! 


America’s Second Largest Newspaper 


oie 632 DAILY - 1,957,708 SUNDAY 


Publishers statements to ABC, 3/31/51 


a a 


NEW YORKERS STARTED a preference 

for MIRROR-sized newspapers over 
| large-sized papers! By 1942, before 

its 16th year of publication, the Daily 
MIRROR'’s circulation passed that of every 
large-size New York newspaper. Now the 
MIRROR’s circulation is greater than that of 
any newspaper in any other city. 


NEW YORK MIRROR 


NEW YORKERS MADE IT AMERICA’S 
SECOND LARGEST NEWSPAPER. With 
the greatest actual circulation gain 
among New York newspapers in the 
last ten years, the MIRROR needed these two 
new plants! Significantly, plant *3 was owned 
by the Sun, then leased by the World-Telegram 
& Sun, and now taken over by the MIRROR! 
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e Makea quality product. 


. . ve 
o maintain or impro 


. Constantly strive t 


i lue. 
e Price it at its true Va 


4: Make it readily 


uthfully and in 


5 . Advertise 
se consistently. 


Adverti 


available. 


good taste. 


e to the right people: 


G3 


Advertis 


= 


be. ibe 


tlh Adlon, Te“ % 


els 
iA 
La4anr 


that quality: 


advertisers have 
appeared in 
the Post for ten 
years or more: 


Eastman Kodak Company 

Mennen Company 

Parker Pen Company, The 

Remington Rand, Inc 

Colgate-Palmolive-Peet Company 

Lambert Company, The 
(Pro-phy-lac-tic Brush Company 

Stanley Works, The 

Williams Company, The J. B 

rr 

Florsheim Shoe Company, The 

General Mills, inc 

Goodyear Tire & Rubber Company, 
The 


Radio Corporation of America 
American Safety Razor 
Corporation 
Cadillac Motor Car Division 
General Motors Corporation 
General Foods Corporation 
Goodrich Company, The B. F 
Nash-Kelvinator Corporation 
Oldsmobile Division 
General Motors Corporation 
Packard Motor Car Co 
Elgin National Watch Company 
Prudential insurance Company 
of America 
Quaker Oats Company, The 
Socony-Vacuum Oil Company, inc 
United States Playing Card 
Company, The 
Cluett, Peabody & Co., Inc. 
Swift & Company 
Bristol-Myers Company 
Stein & Company, A 
cn 
American Home Products 
Corporation 
Dixon Crucibie Cc., Joseph 
General Electric Company 
Hart, Schaffner & Marx 
Procter & Gamble Company, The 
Union Carbide and 
Carbon Corporation 
Chrysler Sales Division 
Chrysler Corporation 
Hartford Fire insurance Company 
and Hartford Accident & 
indemnity Company and 
Hartford Live Stock 
Insurance Company 
Minneapolis-Honeywell 
Regulator Company 
Stetson Company, inc., The John B 
Mallory Hats Division) 
Stewart-Warner Corporation 
United States Rubber Company 
Campbell Soup Company 
Firestone Tire & Rubber Co. 
Heinz Company, H. J 
Hudson Motor Car Co 
Krementz & Company 
Olin industries, inc 
Santa Fe Railway 
Whitman & Son, inc., Stephen F. 
American Chain & Cable 
Company, inc 
du Pont de Nemours & Company, 
inc., E. tb. 
Lorillard Company, P 
Westclox, Division of 
General Time Corp 
American Telephone & Telegraph 
Company 
Gillette Safety Razor Company 
National Lead Company 
Pratt & Lambert inc. 
Willys-Overiand Motors, Inc 
aa 
Barrett Division, The Allied 
Chemical & Dye Corporation 
Buick Motor Division 
General Motors Corporation 
Champion Spark Plug Company 
Duofold, inc 
Gruen Watch Company 
Hammermil! Paper Company 
Hotpoint, inc., Subsidiary of 
General Electric Company 
Merriam Company, G. & C. 
Pontiac Motor Division 
General Motors Corporation 
Studebaker Corporation, The 
Texas Company, The 
Waterman Co., L. E 
Westinghouse Electric Corporation 
American Radiator & Standard 
Sanitary Corporation 
American Thermos Bottie Company 
Carter's ink Company, The 
Johnson & Son, inc., S. C. 
Kendali Company, The 
Libby, McNeill & Libby 
Reynolds Tobacco Company, R. J 
Scott Paper Company 
Union Pacific Railroad Company 
Yale & Towne Mfg. Co 
American Tobacco Company, The 
Holeproof Hosiery Company 
Lambert Company, The 
(Lambert Pharmacal Company 
United Motors Service, Division of 
General Motors Corporation 
California Fruit Growers 
Exchange 
Cudahy Packing Company, The 
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Years 
Ford Motor Company 37 
Liggett & Myers Tobacco Co 37 
Sunbeam Corporation 37 
Timken Roller Bearing 

Company, The 377 
Willard Storage Battery Co 37 
Esterbrook Pen Company, The 36 
Great Northern Railway Company 36 
Kaiser-Frazer Saies Corp 36 
Kelly-Springfield Tire Company 36 
New York Central System 36 
Reo Motors, inc 36 
Scholl Mfg. Co., inc., The 36 
Sherwin-Williams Co 36 
Smith & Corona Typewriters, 

inc., L. C 36 

em 
Armour & Company 35 
Armstrong Cork Company 35 
Dodge Division 

Chrysler Corporation 35 
Creer Storage Battery Company, 

35 
General Tire & Rubber Company, 

The 35 
Hamilton Watch Company 35 
Interwoven Stocking Company 35 
Jones Dairy Farm 35 
Pioneer Suspender Company 35 
United States Stee! Company 35 
Burroughs Adding Machine 

Company 34 
Demuth & Company, inc, Wm 34 
Eagle Pencil Company 34 
Eversharp, inc 34 
Hoover Company, The 4 
Larus & Brothers Co., inc 34 
Lever Brothers Company 

Pepsodent Division 34 
National Biscuit Company 

& Subsidiaries 34 
Phiico Corporation 34 


Years 
Swank, Inc 30 
Californians, Inc. 29 
Caterpiliar Tractor Co 29 


Columbia Records, Inc., Division of 
Columbia Broadcasting System, 
Inc 

Crosley, Division of 
Avco Manufacturing Corp 

Daisy Manufacturing Company 

GMC Truck & Coach Division 
Genera! Motors Corporation 

Landers, Frary & Clark 

Pennsylvania Railroad Company, 
The 


Shater Company, The 
Simoniz Company, The 
Bendix Aviation Corporation 
Cat's Paw Rubber Company, inc 
Clark Grave Vault Co., The 
Clicquot Club Co 
Commonweaith Shoe & Leather Co 
Durham-Enders Razor Corporation 
Electric Auto-Lite Company, The 
Evinrude Motors, Division of 
Outboard Marine & Mfg. Co. 
Generali Motors Corporation 
insurance Company of 
North America 
international Harvester Company 
Johnson & Johnson 
Parker Rust Proof Company 
Pennsylvania Grade Crude Oil 
Association 
Pennzoil Co., The 
Pertect Circle Corporation 
Rutland Fire Clay Company 
Seiberling Rubber Company 
Universal international 
Pictures Company, inc 
Valentine & Company, inc 
Auto-Lite Battery Corporation, 
Subsidiary of The Electric 
Auto-Lite Company 


YS M 4 are a's 
> 2 . ‘ - 


No. of 


Years 


Northern Pacific Railway Company 
Penn Mutual Life Insurance 
Company, The 
Phillips-Jones Corp 
Piymouth Division 
Chrrysier Corporation 


Prest-O-Lite Battery Company, Div. of 
2 


The Electric Auto-Lite Company 
Stromberg-Carison Company 
Talon, inc 
Arvin industries, inc 
De Soto Division 

Chrysier Corporation 
Florence Stove Company 
Greyhound Lines 
Hickok Mfg. Co., Inc 
Lincoln Division 

Ford Motor Company 
Norwich Pharmacal Company 
Purolator Products, inc 
Ray-O0-Vac Company 
Real Silk Hosiery Mills, Inc 
Spaiding & Bros. inc., A.G 
Young, inc., W. F. 

Aiuminum Company of America 

Bostitch Inc. 

Canada Dry Ginger Ale, 
incorporated 

Corn Products Sales Company 

Fairbanks-Morse & Co 

Frank & Co., inc., S.M 

Generai Shoe Corporation 

Huyler's 

Lovell Mfg. Co. 

Mutual Life insurance Company of 

New York, The 
Parke, Davis & Co. 

Sylvania Electric Products, Inc 
Telechron, Dept. of 

General Electric Company 
American Express Company 
Buxton, inc 
Canadian National Railways 


24 


24 
24 


24 


Sparks-Withington Company, The 

United Air Lines, Inc 

American Airlines, inc 

American Hair & Felt Company 

Best Foods inc., The 

Canadian Pacific Railway Co 

Coopers, inc 

Diamond T Motor Car Company 

Gult Ou! Corporation 

Hanes Knitting Co., P.H 

Heublein & Bro., inc., G. F. 

Lite Savers Corp 

Loew's inc 

Masonite Corp 

Morrell & Co., John 

Murine Company, The 

National Life insurance Company 
of Vermont 

Noma Electric Corporation 

Northwestern Mutual Lite 
insurance Company, The 

Sealed Power Corporation 

Shaw Box Crane & Hoist, 
Division of Manning, 
Maxwell & Moore, inc. 

Spratt’s Patent Ltd. 

Wiss & Sons Co., J 

Alligator Company, The 

Art instruction, inc. 

Bankers Life Company 

Bausch & Lomb Optical Co. 

Botany Mills, inc 

Chrysier Corporation 

Corbin, P. & F., Division of 
American Hardware Corp. 

Devoe & Raynolds Company, inc 

Ditto, inc 

international Celiucotton Products 
Company 

Santorized 

Semier, inc., R. B. 

Sexauer Company, inc., J. A. 


principles listed on the left. 


their wares in The Saturday Evening Post. 


in the Post than in any other magazine. 


T was not through accident that the outstanding companies listed on these pages 


achieved fame and fortune. Without exception, they have all followed the basic 
Principle No. 7 explains why these successful firms have spent so many years advertising 
Over the vears, the important millions — the heart of America — continue to think of the 


Post as the first place to look for all the new and better products and services. 


And, orer the years, American industry continues to place more of its advertising linage 


Royal Typewriter Company, inc 
Stokely-Van Camp, inc 
Tide Water Associated Oi! 
Company 
Western Electric Company, inc 
AC Spark Plug Division 
General Motors Corporation 
Southern Pacific Company 
Underwood Company, William 
Warren Company, S. D 
California Packing Corporation 
Coca-Cola Company 
Cream of Wheat Corporation, The 
General Aniline & Film Corporation 
Munsingwear, inc 
Paramount Pictures Corporation 
Pittsburgh Plate Glass Company 
Robbins & Myers, incorporated 
Borden Company, The 
Chevrolet Motor Division 
Ge:.eral Motors Corporation 
Hires Company, Charles E 
Hotels Statier Co., Inc 
Johns-Manville Corporation 
Simmons Company 
Squibb & Sons, E.R 
Underwood Corporation 
Youngstown Kitchen Division 
Mullins Manufacturing 
Corporation 


LL 


Aladdin Co., The 
All-Year Club of 
Southern California 
Armco Steel Corporation 
Fisher Body Division 
General Motors Corporation 
Glidden Company, The 
Hat Corporation of America 
Kohler Company 
Kraft Foods Company, 
Division of National Dairy 
Products Corporation 
Metropolitan Life insurance 


ompany 

Quaker State Oi! Refining 
Corporation 

Seairight Company, inc 


34 
34 


30 
30 


Florists’ Telegraph Delivery 
international 
McKesson & Robbins, inc 
Nunn-Bush Shoe Company 
Polk Miller Products Corporation 
Ronson Art Metal Works, inc 
Stetson Company, inc., 
The John B 
Wander Company, The 
Warner-Patterson Company 
Cutier-Hammer, inc 
Ethyl Corporation 
Frigidaire Division 
General Motors Corporation 
tron Fireman Manufacturing Co 
Kellogg Company 
Rexali Drug Company 
Servel, inc 
Timken-Detroit Axie Company, The 
Travelers Insurance Company, The 
Weco Products Company 


EE 


Belden Mfg. Company 
Biack & Decker Mfg. Co., The 
Brown Shoe Company 
Chesebrough Manufacturing 
Company 
Coleman Company, inc., The 
Disston & Sons, inc., Henry 
Hastings Manufacturing Company 
Kaufmann Bros. & Bondy, Inc 
Raybestos, Division of 
Raybestos-Manhattan, Inc 
Sheaffer Pen Co., W.A 
Taylor instrument Companies 
Toastmaster Products, Division of 
McGraw Electric Company 
Warner Bros. Pictures, inc 
American Optical Company 
Clipper Beit Lacer Company 
Eureka Williams Corporation 
international Nickel Company, 
inc., The 
Johnson Motors, Division of 
Outboard Marine & Mtg. Co 
Kendall Refining Company 
Kroehier Mfg. Company 
Luden’s, inc 


List limited to advertisers in the Post ten or more yeors 
minimum of $10,000 in 1950 or $7,500 in the first nine 


Corning Glass Works 

Freeman Sloe Corporation 
Hormel & Co., Geo. A 
international Shoe Company, inc 
Manning-Bowman & Co 
Nicholson File Company 

Pyroil Company 

Sinclair Refining Company 
Sterling Drug, inc 

Wagner Electric Corporation 
Willson Products, Inc 

Wolf's Head Oil Refining Co., inc 
Zenith Radio Corporation 


EEE 


American Hard Rubber Company 
Baltimore & Ohio Railroad 
Celotex Corporation, The 
Continental Oil Company 
Gabriel Company, The 
Hamilton Beach Company, 
Division of 
Scovill Manufacturing Company 
Hawaiian Pineapple Co., Ltd 
Hollingshead Corp., R. M. 
Philip Morris & Co., Ltd., inc 
Pianters Nut & Chocolate 
Company 
Schick Incorporated 
Sunshine Biscuits, Inc. 
United States Gypsum Company 
Vick Chemical Company 
Anaconda Copper Mining Company 
Ayer & Son, inc., N. W 
Baldwin Piano Company, The 
Easy Washing Machine 
Corporation 
Emerson Electric Mfg. Co., The 
Eversharp, inc 
Shaving instrument Division) 
John Hancock Mutual Life 
insurance Company 
National Board of 
Fire Underwriters 
New England Mutual Life insurance 
Company 
Pullman Company, The 
Rolf's 


and spending a 
months of 1951 


Shell Oil Company 

Utica Knitting Co 

Whiripool Corp 

Wilson & Company, Inc 

American Gas Association 

Association of American Railroads 

Biock Drug Company, inc 

California Prune & Apricot 
Growers Association 

Carrier Corporation 

Chicago, Rock Isiand & 
Pacific Railway 

Liberty Mutual Insurance 
Company 

Millers Falls Company 

Republic Steel Corporation 

Rolis Razor inc 

Truval Manufacturers, Inc., 
Division of 
Publix Shirt Corporation 

United-Carr Fastener Corp 

United States industrial 
Chemicals, inc 


A 


Atkins & Company, E. C. 

Bryant Heater, Division of 
Affiliated Gas Equipment, inc 

Central Manufacturers’ Mutual 
insurance Company, The 

Cracker Jack Co., The 

Eagle Knitting Mills, Inc. 

Fels & Company 

Jacobson & Sons, Inc., F 

Lincoln National Life insurance 
Company 

Longines-Wittnauer Watch Co 

Minnesota Mining & Mtg. Co 

Penick & Ford Ltd., inc 

Piumb, inc., Fayette R 

Railway Express Agency, Inc. 

Reid, Murdoch, Division of 
Consolidated Grocers 
Corporation 

Sealy, inc 

Sitex Company, The 

Walker Manufacturing Company 
of Wisconsin 


Weyenberg Shoe Mfg Co 
Acushnet Process Sales Co 
Anderson Company, The 
Barreled Sunlight Paint Co 
Bell & Howell Company 
Coolerator Company, The 
Dayton Rubber Company, The 
Eaton Manufacturing Company 
Guide Lamp Division 
Genera! Motors Corporation 
National Association of ice 
industries 
National Pressure Cooker Co 
New Mexico State Tourist Bureau 
Tappan Stove Company 
Beatrice Foods Company 
Bendix Home Appliances, inc 
Bowes ‘’Sea!-Fast’’ Corporation 
Casite Corporation, The 
Chamberlin Company of America 
Cory Corporation 
Davey Tree Expert Company 
De Beers Consolidated Mines, Ltd 
and Associated Companies 
Dick Company, A. 8 
Electro-Motive Division 
Genera! Motors Corporation 
Emery industries, inc 
Fram Corporation 
Great Atlantic & Pacific Tea 
Company, The 
MacMilian Petroleum Corp 
Magnavox Company, The 
Pan American Coffee Bureau 
Reznor Manufacturing Company 
Rock of Ages Corporation 
State Farm insurance Companies 
Story & Clark Piano Company 
Tea Counci! 
Trans World Airlines, inc 
White Company, David 
Allis-Chaimers Manutacturing 
Company 
Barbasol Lompany, The 
Capehart-Farnsworth Corporation 
Chap Stick Company 
Crane Company 
Dow Chemical Company, The 
Emerson Radio & Phonograph 
Corp 
industrial Gloves Company 
Lionel Corporation, The 
Motorola, inc 
National Gypsum Company 
New York Life insurance Company 
Oregon State Highway 
Commission 
Owens-Corning Fibergias 
Corporation 
Pan American World Airways, inc 
Richardson Co., Thos. 0 
Sanford ink Company 
Shulton, Inc 
Steinway & Sons 
United States Army & Air Force 
Victor Adding Machine Company 
York Corporation 
American Meat institute 
American Mutual Liability 
insurance Company 
American Turpeniune Farmers 
Association 
Argus Cameras, nc 
Bigeiow-Santord Carpet Co., inc 
Canadian Travel Bureau 
City of Miam: 
Curtiss-Wright Corporation 
Veeptreeze Appliance Division 
Motor Products Corporation 
Dictaphone Corporation 
Electric Companies Advertising 
rogram 
Farm Journal, incorporated 
Fruehauf Trailer Company 
Grey-Rock Division of 
Raybestos-Manhattan, Inc 
Kahn, inc., David 
Lumbermen’s Mutual Casualty 
Company 
Mack Mtg. Corporation 
Maytag Company, The 
Mercury Division 
Ford Motor Company 
Mutual Benefit Life Insurance 
Company 
Ovai Wood Dish Corporation 
Perkins Products Co 
Portis Style industries, inc 
Revere Copper & Brass 
incorporated 
R K O Radio Pictures, Inc 
Zippo Manutacturing Co 
Airtemp, Division of 
Chrysier Corporation 
America Fore insurance and 
indemnity Group, The 
Better Vision institute, inc 
Bruce Co., E. L. 
Craddock-Terry Shoe Corporation 
Eclipse Lawn Mower Company, 
Division of 
Buffalo-Eclipse Corporation 
Formfit Company, The 
Hammond instrument Company 
international Business Machines 
Corporation 
Knapp-Monarch Co 
Lewis-Howe Company 
Manhattan Shirt Co., The 
Marathon Corporation, The 
Miles Laboratories, inc 
Monsanto Chemical Company 
Bacific Mills 
Prince Gardner Co 
Ramsey Corporation 
Seth Thomas Clocks 
Division of General Time Corp 
Shwayder Brothers, inc 
Standard Knitting Mills 
Standard O01) Company 
of California 
Upjohn Company, The 
Webster Tobacco Company, inc 
Wilson Sporting Goods Co 
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Do Tonic Preparations Need a Tonic? 

The financial plight of American Vitamin Associates, reported in 
these columns last week (among other debts, the company owes $290,- 
000 to its advertising agency), coming so soon after the explosion of 
Hadacol, indicates that some of the miracle vitamin-and-tonic prep- 
@rations apparently suffer from financial anemia, largely induced by 
Durning the promotional candle at both ends. 

The For 
the advertiser with a hot item who has been having dreams fostered, 


probably, 


Beal glass wax, they emphasize the need for having an accountant 


lessons to be learned from these debacles are numerous 


by the wildfire success of Toni home permanent and Gold 


round somewhere who can add and subtract in a cold, conventional 
m inner, unaffected by the promotional fever which sometimes makes 
Bimple mathematics seem old fashioned and hidebound. 

For the 
point to the wisdom of having an accountant, or a bookkeeper, or a 


advertising agency and the advertising medium, they also 


credit manager around, preferably one equipped with a glassy eve and 
‘a heart of high-quality flint 

Everyone has a natural, instinctive sympathy for the fellow who 
ds pushing his luck and has the guts to pyramid his earnings or his 
Bales while conditions are right, but it is a sad thing to see a poten- 
tially successful business flounder because it has pushed too hard, 
when just a ‘little restraint might have kept it in good shape to make 
fontinued, even if less spectacular gains. 
In general, the sales-making climate has been so good in recent 
Years that bankruptcies and cutbacks have been very little in the 
Bews. But the 
vincingly that, in private business at least, the fundamental laws of 


AVA and Hadacol instances demonstrate pretty con- 
economics still apply, and that you can’t run a successful business if 
you spend more than you take in. 

These two instances, tough as they may be for those directly in- 
volved, should serve a useful lesson in reminding everyone that a 
little caution, in merchandising and in advertising and in extending 


credit, is still a pretty sensible thing 


The Need for Fundamental Study 


The assertion that “advertising in many ways is still the least ef- 
the activities of man,” made by Victor M. Ratner, ad- 
H. Macy & Co., 


merely laughed off. M1 


fective of all 
vertising director of R before the Boston Conference 
on Distribution, cannot be Ratner has been 
connected with advertising for a long time and Macy is certainly no 
tyro in the business 

“It is very easy for advertising men to overstate advertising’s place 
in the scheme of things, to claim more virtue for it than it really 
has. to claim more knowledge about it than we yet have,” Mr. Rat- 
ner said. He wondered if some formula might not be worked out under 
which he and other advertisers could report their data to an im- 
partial university or foundation, and then pretty effectively answered 
his own question by saying that “whenever an advertiser finds some- 
thing that really works, the last thing he wants is for his competitor 
to find out about it.” 

A partial 


columns recently by 


olution, at least, seems possible along the lines suggested 
Jim Woolf 
in advertising 


in these the building up of a body 
of “corporate experience” 

If, for practical reasons, advertisers can't poo] their experiences, 
they and advertising agencies individually can do a much better job 
of tabulating, classifying and analyzing their own individual exper- 
iences over the years 

This can be a costly and a time-consuming job, but one would guess 
that it could also be remarkably rewarding. And certainly too little 


of it has been done so far. 


Wall Street Journal 


“I'm new here—where's o clock | can watch?” 


What They're Saying 


Same Side of the Fence 

The feeling has frequently been 
expressed that advertising people, 
and particularly advertising agen- 
cies, have not been noted for the 
joy with which they jump into co- 
operation with industrial designers 
on behalf of a mutual client 

Since, in theory at least, 
the agency and the designer are in- 
terested in developing more “sale- 
ability” for the 


proach to cooperation with design- 
ers seems strange. 

In most instances in which 
industrial designer is working with 
a client, I imagine that the agency 
not only feeling that it 
is directing the activity within its 
own but in 
suspicion that the designer is tak- 
ing out of its hands functions and 
services which really belong in the 
agency. And feeling, 
urally, does not help engender an 
attitude of cooperation 


an 


loses any 


area, addition has a 


such a nat- 


Basically, however, it seems to 
me that advertising people and in- 
dustrial designers are both on the 
same side of the fence, and that a 
little clearing of the atmosphere 
could easily make them enthusias- 
tic allies of each other 

Certainly, the man 
wants nothing more than he wants 
a saleable product; the 
shinier, more impressive it is, 


advertising 


newer, 
the 
more talking points he can put in- 
to his advertising and the better 
he likes it. And obviously you men 
are the ones who by nature and 
training and outlook are most com- 
petent to provide inherent 
fulness and customer appeal in the 
same package 

The agency 
like that 
product with plenty of consumer 


man who doesn't 


combination of a good 
appeal is a very strange creature 
indeed. And I believe that if you 
will take the trouble to know him 
a little better and let him know 
you a little better, most of your dif- 
ficulties in this area will 
pretty quickly. 


vanish 


S. R. Bernstein, Editor of Advertis- 
ing Age, at a panel of industrial de- 
signers in Highland Park, Ill. 


both | 


manufacturer's | 
products, this less-than-joyful ap- | 


| 


| 


use- | 


State of the Nation 

I note that the “facts of life” 
finally have been catching up with 
Hadacol. America is still young 
and gullible or a wild promotion 
of this type would never have had 
even the temporary vogue enjoyed 
by Hadacol. Sometimes one won- 
ders how low people can stoop, 
risking making alcoholics out of 
the youth of the nation. I should 
like to believe that in no other 
state but the one which fathered 
Huey Long could a character like 
the tomtom beater of Hadacol run 
for governor and not be laughed 
off the platform. In the days be- 
fore the SEC the “suckers” probab- 
ly would have been sold Hadacol 
stock and left holding the bag. 


Robert P. Vanderpoel in 
go Sun-Times 


the Chi- 


Men Do the Selling 

Experience has taught me to be 
wary of embellished charts and to 
be extremely suspicious of extrav- 
igant claims about potential ad- 
vertising results. Men, not charts, 
sell your goods. The ideal situation, 
of course, is to have first-class men 
operating charts; but 
first-class men can operate with- 
out charts, while third-class men, 
even with a complete blueprint to 
guide them, cannot do anything 
worth while. 


first-class 


Joseph Kolodny, 
tor, National Assn. of Tobacco Dis- 
tributors, speaking at the Sales Ex- 
ecutives Club of New York 


managing direc- 


Sales Bait 

A big manufacturing company 
was trying to work out an exhibit 
to show industrial workers how 
the company’s capital investments 
had skyrocketed and how much 
company money had to be invested 
to create one job. An advertising 
man said: “If it could be 
worked out, we'd really get our 
point across if we build this ex- 
hibit in the form of a pin ball 
machine!” 


agency 


Your sales message or your sales 
approach must be something “the 
fish like.” 

—Dividends,” published by Ketch- 

um, MacLeod & Grove, Pittsburgh. 


Advertising Age, October 29, 1951 


Rough Proofs 


Senator LeBlanc will enjoy the 
currently popular medical inter- 
pretation of ACTH: 

“After Cortisone, Try Hadacol.” 


Agency organization charts 
haven't had a very big spot for 
the credit manager, but recent un- 
fortunate developments indicate 
that his space and position may 
have to be considerably enlarged 


With the new postal rates going 
into effect, someone will want to 
amend Vice-President Thomas 
Marshall's famous remark to read, 
“What this country needs is a 
good one-cent postal card.” 


. 

“A plant city,” says Stuart Sie- 
bert Jr., “is often one of the worst 
markets for a product.” 

Does he mean they even drink 
Budweiser in Milwaukee? 

© 

“Direct mail replaced 125 sales- 
men, sales went up 400%, DMAA 
told.” 

Sometimes 
than people. 


paper sells better 


* 

One thing that may appeal tc 
advertisers using direct mail paper 
is that there is seldom 
argument about the size of 
their expense accounts. 


salesmen 
any 


The current show of the Art Di- 
rectors’ Club of Philadelphia fea- 
tures a trend to “sell through art 
directed at the consumer rather 
than some of the more lofty ap- 
proaches of other years.” 

They may have been so lofty as 
to go right over the cash registers 


“Chorus girls have brains,” re- 
marks John Chapman, drama critic 
of the New York News, whose re- 
searches into the subject are 
marked by an overtone of nostal- 
gia. 

= 


Broadcasters seem to be able to 
break into print with a snapshot of 
the happy client signing to sponsor 
a show on their station or network, 
but nobody seems interested in ex- 
posing film when a big space buyer 
signs for 13 four-color spreads in 
Life or the SEP. 

se 


An agency looking for a media 
director says in menacing tones, 
“No plodding detail man or sub- 
servient clerk need apply.” 

Of course not, but just who is 
going to referee if the unsubser- 
vient media man’s ideas and those 
of the client don’t happen to jibe? 


Carnival has been discontinued, 
the story says, because the finan- 
cial backers “thought more adver- 
tising should have been obtained.” 

It’s just possible selling adver- 
tising isn't quite as easy as it looks. 

. 

The Art Institute of Chicago 
demonstrated unexampled gener- 
osity by giving both The Grade 
Teacher and The Instructor per- 
mission to reproduce Doris Lee's 
“Thanksgiving” on their November 
covers. 

Copy Cus. 
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VAST PHILADELPHIA, THE NATION’S 3rd MARKET, iS STILL 


constr roug PARK DRIVE MANOR IS TYPICAL OF PHILADELPHIA’S 
; n . G 
new per at gro" 5 MANY NEW MULTIPLE-UNIT DWELLINGS 


Over 500 families rushed to move in here. And, all over the Phila- 
| delphia area, new homes for a growing population are in great 
areA ' , demand. In the past eighteen months alone, a total of over 2600 large, 

multiple-unit apartment projects and 13,000 homes were started! 


TOTAL ADVERTISING LINAGE MORE THAN DOUBLED keeps 
SINCE 1936 oe? 


5 ‘ 
In the past 15 years, THE INQUIRER’S total advertising linage has thi 4nsio" 


risen steadily, phenomenally . . . from 14,640,078 lines to an impres- 
sive 36,019,931 lines. Day by day, year by year, THE INQUIRER 
grows right along with the area it serves. 


v7 


Now in its 18*" * 
/ Consecutive Year of Total 


= "The Philadelphia Prguirer 


Philadelphia Prefers The Inquirer 


Exclusive Advertising Representotives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodword 5-7260, West Coast Representotives; FITZPATRICK & CHAMBERLIN, 155 Montgomery Street, Son Francisco, Garfield 1-7946 © 1127 Wilshire Bivd., Los Angeles, Michigan 0259 
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What happens 
when LIFE hits 
Portland? 


The New England influence that was brought by Portland's 
early settlers causes many of its residents to refer to their city as 
“The Boston of the West.” 


This pioneer influence on the way people in Portland think and 
act, buy and sell, live and enjoy life, is paralleled by the present- 
day influence of LIFE. For over half of all people in Portland's 
metropolitan area read LIFE.* 
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Recognizing LIFE’s tremendous impact on her citizens, Mayor 
Dorothy McCullough Lee comments: 


wih ited 


“LIFE’s ability to give Portlanders a clear, factual look at the 
ever-changing world scene, combined with its ability to entertain, 
makes it a strong influence on our community.” 

In city after city, town after town across the nation, the same 
might be said. For LIFE, read by 62,600,000 different people over 
age ten in the course of thirteen issues—by over half the nation*— 
has become part of the commerce and culture, the entertainment 
and enlightenment of Americans everywhere. 

Knowing these and other facts about LIFE’s audience, adver- 
tisers invest more dollars-for-selling in LIFE than in any other 
magazine. more than for time on any radio or television network. 


*From A Study of the Accumulative Audience of LAKES” by Alfred 
Politz Research, Inc. 
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GRAND FLORAL PARADE «! Rose Festival wends its way down one of Portland’s main streets. Most of parade’s PRESIDENT OF REED COLLEGE, Mr. F. B. MacNaughton: “LIFE’s analysis 
audience are also members of LIFE’s audience —for 311.740 people who live in Portland’s metropolitan area are 


of political, educational or social problems gets the facts before the American peo- 
readers of LIFE. In Portland. as in city after city in America, LIFE has the largest audience of any magazine.* ple in a dynamic way.” 77% of all college-educated people are readers of LIFE.* 
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COVER GIRL Carol Braun, who appeared on LIFE Aug. 6, BANKING. Frank N. Belgrano. Jr., Pres. of Portland's First 
National Bank: “Every time LIFE does a story on Portland, 
its effect is seen in the increased capital brought here to finance 
70% of all business executives read LIFE.* 


LUMBER. Hillman Lueddemann, President of West Coast Lum- 
berman’s Association, says: “LIFE’s graphic reporting of all 
world events and America’s life helps a community to overcome 


its provincial tendency not to see beyond its own borders.” 


1951: “LIFE brought me tremendous amounts of mail from 
people in all 48 states. and it’s still coming in. What's more, I 


was offered a seven-vear movie contract. and a TV contract.” new industries.” 


LIFETIME BOY George Reynolds Story appeered as newborn baby in first 
issue of LIFE (Nov. 23, 1936). Says George now: “Ll have just finished my 
first year in high school. LIFE gives me an understanding of world events, 
as well as lots of ideas.” Three out of five people, aged 10-19 read LIFE.* 


FOOD AND DRUG. Fred Mever, who owns 17 stores, says: “When 


a product is advertised in LIFE, it- sales jump greatly. To stimulate sales 


BARBER frank Penner and spaniels were LIFE’ “Picture of the Week” in May 21, 1951, issue. Says Penner: “After 
LIFE hit Portland. | received dozens of phone calls for days, and a rush of people came to my house and shop to 
see me and my spaniels. | put the picture in my shop window, and trafhe in my shop doubled almost immediately. 


People passing by would stop and say, ‘Look, there’s the picture we saw in LIFE Magazine. and then come in.” 


even more, we often post adverticements from LIFE in’ our stores.” 
More food and drug advertisers invest in LIFE than in any other magazine. 


DIRECTOR Thomas Colt of Portland Art Museum who was in LIFE’s article, 
“What Museums Are Buying”: “LIFE’s art reproductions have more effect 
on art than anything | know.” 23,950,000 people read each issue of LIFE.* 


SPORTSWEAR. J. A. Zehntbauer, Pres. of Jantzen Knitting Mills, Inc.: “Our main job is to sell merchandise. We 
can reach more for the money in LIFE, and LIFE has prestige to boot. That's why we advertise in LIFE.” Two-thirds 
of LIFE’s readers are in middle and upper economic brackets; 76% of all persons buying bathing suits read LIFE.* 
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Ohio Select List Elects 


Ohio Select List, newspaper 
group, has elected the following 
officers: H. C. Littick, Zanesville 
Times-Recorder & Signal, presi- 
dent; Gordon K. Bush, Athens 
Messenger, v. p.; J. O. Amos, Sid- 


ney News, secretary-treasurer. The 
advertising managers group has 
elected the following officers: 
John L. Haltermon, Mt. Vernon 
News, president; Dean G. Warner, 
New Philadelphia Times, v.p.; 
Thurman Artz, Wooster Record, 
secretary-treasurer. 


Statistical Library Offered 
Barnard Inc., New York, data 
compiling bureau, has announced 
a Barnard statistical library, which 
has just been recorded on I. B. M. 
punch cards. The file is available 


meee _ 


Appraise an Elk by the size of his family income—twice for cost of tabulating only, initial 
. ° : ° : installation and upkeep being | 

the national median—and you will put him high on borne by the company. With the | 
: " * : a file, immediate tabulation of cur-| 

your prospect list. Judge an Elk by his occupation rent media circulation, advertis- 
57.9% are business owners... 11 6% are professional ing appropriations, comparison of 
various media, etc., is available 


The company's address is 93 Park 


men—and you will rate him high as a man of influence. r 
ve. 


No wonder 1,011,687 Elks make up one of America’s 
most selective male mass markets. Don’t miss it with 
your advertising messages. P 


Dallman Rejoins Crosley 
William Dallmann, formerly 
head of radio, television and spe- 
cial promotions department 
Mueller, Leibing & Parkins, Cin- 
cinnati agency, has been appointed 
head of the grocery division of 
Crosley Broadcasting Corp. He suc- 
ceeds James Sandner, 
for a new position on the West 
Coast. Mr. Dallmann was a mem- 
ber of the company’s specialty 
sales force for three years before 
~ joining Mueller, Leibing & Parkins 
: in 1950. 


THE 


McCormick Joins Magazine 
Patrick B. McCormick, 
ate of Harvard, has joined 


MAGAZINE 
New York + Chicago - Los Angeles * + Detroit « Seattle — “a 
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j No other signal covers the South Bend market 


in Chicago 


> 


/ 


ys 
. 
AY ‘\ 


eS 


\* 


like WSBT. Radio sets in use are up to an all- 
- time high of 32.8! WSBT’s share of audience 


ilnutapat 


; 5 at 66.6 is way above the national average. And 


here television is insignificant because no con- 


Mm “y 


sistently satisfactory TV signal reaches South 
Bend. Don't sell this rich market short. Wrap 


it up with WSBT radio. 
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30 Years on the Air 


5000 WATTS «© 960 KC «+ CBS 


PAUL H. COMPANY *" NATIONAL 


of | 


who leaves | 


a gradu- 
the 
midwestern sales staff of Popular 


REPRESENTATIVE 


Advertising Age, October 29, 1951 


Moore 


the new book by Robert E. 
which AA reviewed 
selected 


“The Human Side of Selling,” 
of C. Wendel Muench & Co., Chicago agency, 
Aug. 13, has become the first book on salesmanship ever 
as book of the month (November) by the Executive’s Book Club.. . 

Stanley R. Clague, associate publisher of The Modern Hospital, 
Chicago, recovering from a recent operation a displaced 
spinal disc. . 

Ralph E. McKinnie, sales manager for Paul H. Raymer, the ra- 
dio and TV rep, is instructing a course at New York University 
on “The Business Side of Television.”. .Thomas B. Morgan, special 
events director for WOV, is now in Barcelona to help with plans 
for next May’s Eucharistic Congress. His latest book, “The Tomb 
of St. Peter,” on which he collaborated with the chief archaeologist 
of the Vatican, will be published shortly. . . 

Elizabeth Shoemaker, ad manager of Shulton Inc., has wed 
author Ernest Raymond Shenkin...Frank Frazier, executive di- 
rector of the Direct Mail Advertising Assn., was elected to a four- 
year term on the board of directors of the New Jersey Audubon 
Society. . . 

Many retail store people 
director of Clarke's, 


is for 


when Viela Noble—who 
Tulsa department store— 


were happy 


is ad and publicity 
was elected to DMAA’s board of governors. Among the reasons 
for the joy is the fact that as a member of the board she will be 


unable to compete for best of industry awards, which she won this 


year for the third time 


second from left), 


SURPRISE PARTY—Ready for the big blow is Eltinge F Worner 
at a testimonial luncheon given by some 40 intimate fishing and hunting com- 
panions when he retired after 45 years as publisher of Field & Stream. Joining in 


the festivities are (left to right) Albert L. Cole, former president of Outdoor Life; 
| the guest of honor; Godfrey Hammond, publisher of Outdoor Life; and Lou Calder, 
president of Perkins-Goodwin Co. 


When Pete Carr of Fawcett Publications’ New York office went 
through to a St. Louis meeting of the American Gas Assn., his 
brother Tom of Fawcett’s Chicago staff gave him a party, at- 
tended by numerous of the town’s media men. ..Fund raisers are 
Max M. Savitt, v.p. of WCCC, Hartford, Conn., who has taken 
over the general chairmanship of Hillyer College’s $130,000 cam- 
paign, and E. K. Hartenbower, general manager of KCMO, named 
chairman of special events for the Greater Kansas City United 
Funds drive. . 

The Allan Perrys (he’s assistant account executive at Dancer- 
Fitzgerald-Sample) have a second child, Christine, born Oct. 11... 

Many advertising and publishing people have been named divi- 
sion chairmen for the 1951 Travelers Aid Society campaign. They 
include John Johns, executive v.p., Batten, Barton, Durstine & 
Osborn; Elliot B. Macrae, president of Dutton & Co.; Ben L. Moyer, 
ad manager of the New York News; George D. Wever, Life pro- 
motion editor; James G. Lyne, president, Simmons-Boardman Pub- 
lishing, and Bertram Wolff, president, H. Wolff Book Mfg. Co.. . 

Grace Bradford, publicity ace at WLW-TV, Cincinnati, is sport- 
ing a large diamond engagement ring, and will soon be married 
to Neal English, publicity director of Hallmark Motion Pictures, 
Wilmington, O. They met while majoring in journalism at Ohio 
State University. : 

McGraw-Hill Book Co. has completed negotiations for transla- 
tion and publication in Holland of “Winning Your Way with Peo- 
ple.” Author of the book is K. C. Ingram, assistant to the president 
of Southern Pacific Co., San Francisco. . 

Lincoln Miller, exec. v. p. and general manager of KXA, Seattle, 
was elected president of the Washington State Press Club in one of 
the closest contests in several vears. His margin was eight votes over 
Jack Gordon, public relationseman with Greater Seattle Inc... 

Graham Patterson, publisher of Pathfinder and Farm Journal, 
is recovering from a serious scalp wound suffered in a collision 
between the taxi he was riding in and another car... 

Featured for the third successive year on the annual poetry day 
of the Manuscripters, largest active writers’ group in the West, 
Rod Maclean, assistant v.p. and ad director for Union Bank & 
Trust Co., Los Angeles, received the club’s Will Strong Poetry 
Award in recognition of his outstanding contribution to poetry in 
the light verse field... 

Gourmet Pantry Bowls is a new 
developed out of the hobby of Jack Lynes, an account executive 
at Gardner & Jones, Chicago public relations concern, and his wife, 
Inda, treasurer of E. Raymond Wright Inc., printer. The products 
are wooden salad bowls stocked with fancy foods and production is 
in full swing for the Christmas trade... 

D. Hiden Ramsey, v. p. of the Asheville Citizen-Times Co., has 
been made a member of the board of trustees of the Southern Assn. 
of Science and Industry. ..A wedding in Manchester, Conn., not long 
ago had Thomas F. Ferguson, publisher of the Manchester Evening 

Herald, and Vivian B. Firato as principals. . . 

The Raleigh, N. C., Chamber of Commerce has elected a new 
president: Richard H. Mason, v. p. and general manager of WPTF... 
Francis S. Murphy, editor and publisher of the Hartford Times, 
and Herbert Brucker, editor of the Hartford Courant, have been 
named members of the greater Hartford council for UNESCO... 

Dave Hogmer, space director of Grey Advertising Agency, fish- 
ing with Bill Roos of Popular Mechanics, caught a 32-lb., 42-inch 
striped bass, trolling off Sandy Hook... 
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A NEW SELLING FORCE 


based on a 


PROVED SELLING FORMULA 


“faye Fmergen's 


COLUMN 


of editorialized advertising 


appearing in the Sunday Magazine Sections of 36 major newspapers 


PROVED! 
editorialized advertising . « High readership ot low cost 


= m High readership — mass 
sunday _ magazine sections <ircviation 


America’s most charming 


Faye Emerson ... salesman 


PROVED BUT NEVER BEFORE COMBINED... 


Foye Gore 


am ENDORSES 
wR your 
PRODUCT 


41 East 50th Street, New York 


PLUS! 


Personal letters, jumbo cards, 


merchandising aids ¢eeee circulars, counter cards 


‘ Nine non-competin ‘oduct 
exclusive endorsement ... oniy oi aici 


Sunday—when your customers 


non competing media eee are relaxed 


DELIVERING MORE THAN 17 MILLION CIRCULATION 


Gere cael 


RECOMMENDS SELLS 
YOUR YGUR 
PRODUCT PRODUCT 


Plaza 8-2427 + Plaza 8-2384 
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Chavez Pledges 
3rd Class Mail 
Users His Aid 


MILWAUKEE, Oct. 23—*‘You can 
definitely count on my _ support 
whenever you are unjustly under 
attack,” Sen. Dennis Chavez (D., 
N. M.) told a luncheon meeting of 
the Associated Third Class Mail 
Users here last Thursday. 

He said that the postal service 
was created by the 
ind that Congress can only legis- 
late to implement the Constitution. 
The framers of the Constitution, 
he continued, created the system 
as “a service, pure and simple, 
with no thought of operating as a 
uccessful business.” 

As a successful business, Cofi- 
eress, he said, has been able to ap- 
portion expenses among the vari- 
insisted that 


ous classes, but he 
rate making still is a crude and 
arbitrary procedure. Congress 


needs the help, advice and infor- 


mation presented by the mail 
users, he declared. 
se James J. Dorant, former chief | 


inspector and budget director of! 


the Post Office Department, said 
that Post Office “should clear out 
the waste and extravagance in its 
operations, It should stop defend- 


ing the past and speed its activities | 


in planning for the present and 
the future. And it should not hesi- 
tate to take the people into its 
confidence as, after all, the service 
belongs to the public, and that 
means everyone in the nation.” 

Mr. Dorant said that 6% of the 
nation’s post offices are of the first 
class, each doing more than $40,- 
000 a year in postal receipts. ‘There 

very little hope,” he contended, 
“for economy in the other 94% of 
the offices.” 


s He declared that the testimony 
of Postmaster General Donaldson's | 
top assistant before a Senate sub- 
committee, in which the assistant 
said that it had been decided near- | 
ly 25 years ago that a comparison 
of costs in large offices could not 
be made, indicates that the depart- 


ment is behind the times in its 
thinking 

Mr. Dorant contended that such 
comparisons can be made and 


how 
to get more 
results 

from your. 
advertising 


Need sales? Many concerns grow big 
with the proper advertising plan 
Whether your advertising budget is 
only a few thousand or a hundred- 
thousand—whether you use inch or 
page space—the right advertising 
agency can help make your advertising 
pay. We offer you 28 years’ success- 
ful experience in planning, preparing 
and placing keyed advertising that 
secures volume orders and low-cost 
inquiries. Powerful, action-compelling 
copy—tested sales-producing ideas— 
top flight creative ability—sound ad- 
vice—individualized service—capable 
business judgment—are at your dis- 
posal. If you have a good product and 
are able to expand on the basis of 
sales opportunities—-CONSULT 


MARTIN Advertising AGENCY 


Newaspaper-Magazine-Radio-Television 
15A East 40 St., New York (Est. 1923) 
LEzington 2-4751 


Constitution | 


made simply, and said that “until 
the department makes this com- 
parison it does not know and can- 
not know how much economy is 
possible.” 

“If we want further evidence of 
a lack of planning and foresight 
on the part of our postal adminis- 
tration, we need only look to the 
rate bill offered by the department 
to Congress in 1950. 

“The department didn’t ask Con- 
gress to outlaw third class. It only 
wanted to outlaw the bulk feature. 
If there is any part of the mailing 
public that has done and is doing 
real postal work at its own ex- 
pense, it is the bulk mailers. The 


Postmaster General says one of the 
greatest needs of the postal service 
is Space, and yet he proposed to 
force on this overcrowded space 
about seven billion pieces of mail 
which are now separated and tied 
up ready for dispatch. It is evi- 
dent beyond a shadow of a doubt 
that the right hand did not know 
what the left was doing. 


@ “If the Postmaster General 
should get what he says he wants— 
the rate increase on third class mail 
—he will add $50,000,000 to the 
present cost of handling such mail 
and create chaos in the larger of- 
fices. Can anyone claim there was 


good planning in such a proposal?” 

Mr. Dorant suggested that Con- 
gress look into possibilities of « 
simplified zone rating system; the 
manner in which allowances for 
auxiliary employment are granted 
the excessive amounts of printed 
matter, and unnecessary files, and 
ask top department officials about 
their ideas on the future of the de- 
partment. 


Harre Named WCFL Manager 


Arthur F. Harre, formerly gen- 
eral manager of WJJD, Chicago, 
has been appointed general man- 
ager of WCFL, Chicago labor- 
owned station. 
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CBS-TV Names Jacobson 


David J. Jacobson, formerly 
public relations supervisor of 
Young & Rubicam, New York, has 
been named to the new post of di- 
rector of public relations for the 
CBS television division, New 
York. He will begin his duties Nov. 
12. 


Waring to Try Video 


Waring Products Corp. New 
York, manufacturer of steam irons 
and blenders, has purchased Fri- 
day participations in the “Home- 
makers Exchange” (CBS-TV), to 
advertise the Waring blender. 
Hicks & Greist, New York, services 
this account. 
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Otis Elevator Ups Shannon 


Donald Shannon, associated with 
Otis Elevator Co., New York, for 
the past 25 years, presently as di- 
rector of company publications, 
has been appointed advertising 
and publications manager. He suc- 
ceeds William H. Easton, who has 
resigned to accept a position on the 
advertising staff of E. I. duPont de 
Nemours & Co., Wilmington. 


Kellogg Co. Names Coon 

Edward S. Kellogg Co., Los An- 
geles agency, has appointed Garry 
D. Coon, formerly in advertising 
and merchandising with Western 
Auto Supply Co., Los Angeles, ac- 
count executive. 


Borden, Nielsen, Starch and Stewart 
Named to Marketing's ‘Hall of Fame’ 


Ursana, Iut., Oct. 26—Neil H. 
Borden, A. C. Nielsen, Daniel 
Starch and Paul W. Stewart were 
honored here today as recipients 
of the Paul D. Converse Awards 
granted by the Central Illinois 
chapter of the American Market- 
ling Assn. for “outstanding contri- 
butions to the development of the 
science of marketing.” 

The awards were presented as 
|part of a two-day symposium on 
scientific marketing conducted 
jointly by the Central Illinois 


chapter and the University of 
lllinois’ college of commerce. 

The select group on whom these 
awards have been bestowed to 
date constitutes marketing’s Hall 
of Fame. The 1951 award winners 
and their contributions are: 


8 Neil H. Borden, professor of ad- 
vertising, Harvard School of Busi- 
ness Administration, for “his pene- 
trating analysis of advertising 
problems, particularly in rela- 
tion to managerial policy and eco- 


nomic issues of which his book, 
‘The Economic Effects of Adver- 
tising,’ is an example.” 

A. C. Nielsen, head of A. C. Niel- 
sen Co., Chicago, for “his solu- 
tion of the basic problem of meas- 
uring and reporting retail sales of 
branded merchandise, successfully 
carried out in the Nielsen Food 
and Drug Indexes.” 

Daniel Starch, head of Daniel 
Starch & Staff, New York, for “his 
book, ‘Principles of Advertising,’ 
and his development of the Starch 
Magazine Audience Survey, a pi- 
oneering contribution to the meas- 
urement of advertising effective- 


ness. 


KyxT is on Mount Wilson! And, for advertisers, that’s way up. 


Because the same switch that this week boosted the former KTSL’s power 


10 times—from a transmitter that’s almost a full mile above Los Angeles— 


gives advertisers an out-of-this-world audience! 


Viewing’s up—and zooming! xxxr's high-flying new signal 


carries your message to Los Angeles’ 1,000,000-plus television homes more 


brightly and clearly than ever before...and into an area almost four times 


larger. All the prospects you want to see can now see you! 


- 


Our new name is up! We're painting the town this week. Literally. 


It’s up with KNxT—the new Channel 2...CBS Television's key station 


on the Coast—wherever we can find space. And it’s up with KNXT’s stars, 


already well on their way to being Los Angeles’ highest! 


Hitch your product to KNXT! And you'll have the best team 


in town. KNXT's new signal will get you into Los Angeles’ living rooms, and 


KNXT’s fast-rising stars and shows will keep you there. To sit on top of 


the world in the nation’s second largest television market... 


get on K N X ‘ today! 


The new Channel 


Los Angeles « CBS Owned 


Represented by CBS Television Spot Sales 


19 


Paul W. Stewart of Stewart, 
Dougall & Associates, New York, 
for “development of the first ‘Mar- 
ket Data Handbook,’ and his con- 
tribution to the study of distribu- 
tion costs, reported in ‘Does Dis- 
tribution Cost Too Much?’ pub- 
lished by the Twentieth Century 
Fund.” 


® The Paul D. Converse Awards 
were established in 1946 by the 
American Marketing Assn., to be 
administered by the association's 
Central Illinois chapter. Although 
most such awards are established 
as a memorial, these honor a liv- 
ing man. Paul D. Converse, now 
head of the University of Illinois’ 
marketing department, is one of 
the pioneers in the study of mar- 
keting. 

The present winners were se- 
lected on the basis of ratings made 
by a national jury of some 50 mar- 
keting men in all parts of the 
country and covering contribu- 
tions made from 1930 to 1943. Pre- 
vious award winners include Arch 
W. Shaw, Ralph Starr Butler and 
Herbert Hoover. 

In addition to the announcement 
of the award winners, the sympos- 
ium, which continues through to- 
| morrow, features papers by these 
men, and a report on studies con- 
ducted for the symposium under 
grants by the University of Illinois 
Foundation. 


| ° 
|General Foods Boosts Two 
General Foods Corp., New York, 
has promoted David W. Thurston 
to Jell-O merchandising manager 
and Robert H. Davidson to Jell-O 
pudding merchandising manager. 
Mr. Thurston, with GF since 1944, 
was formerly assistant 
manager of the Jell-O division. Mr. 
Davidson, who joined the company) 
in 1940, was most recently assist 
ant product manager for Jell- 
puddings and pie fillings. 


Atlas Appoints O'Connell 
Atlas Plywood Corp., New York, 

has appointed R. T. O'Connell Co., 

New York, to handle advertising 
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A campaign consisting mostly o 
full pages in business papers an 
consumer magazines has already 
begun. Atlas had no previou 
agency. 


Names Brown Copy Chief 

Fisher & Rudge, New York man 
jagement consulting service, ha 
appointed Jean S. Brown, former! 
with Kenyon & Eckhardt, Ne . 
| York, to the post of copy chief, a 
part of expanding its communica- 
| tions division. 


SPORTING GOODS 
ADVERTISERS KNOW THAT 
Your Advertising Speaks Loudest 
In the Quiet of the Classroom... 
SPALDING, WILSON, 
MACGREGOR - GOLDSMITH, 
RAWLINGS, HILLERICH & 
BRADSBY, DUNLOP, adver- 
tise in 


SCHOLASTIC 2M 
MAGAZINES A 


Reaching 1,000,000 Student 3s “ 
Subscribers Weekly in the Jun- 
ior and Senior High Schools 
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Bacushnet Process Sales Co., Airesearch Mig. Co., American Distilling 
Corp., American Hereford Assn., American Meat Institute, American Steel 
Foundries, Arco Company, Argentine State Lines, Armco Steel Corp., 


Art Metal Construction Co., Astral Industries, Inc., Avis Rent-A-Car System. B... of 


American Nat'l. Trust & Savings Assn., Bauer & Black, Bell & Howell, Bendix Aviation Corp., 
Bokn Aluminum & Brass Co., Bower Roller Bearing Co., Bristol Brass Corp., 
British Columbia Dept. Trade & Industry, Brown-Forman Dist. (Early Times). Cnet Dry 


Ginger Ale (Quinine Water), Capital Airlines, Carboloy Company, Cast Iron Pipe 


Research Assn., Chicago Tool & Engineering, Columbia Pictures, Consolidated 


Vultee Aircraft, Consolidated Water Power & Paper Co., Continental Dist. Corp. (County Fair), 


Continental Dist. Corp. (Kinsey Whiskey), Continental Dist. Corp. (Philadelphia Blend), 


Corry-Jamestown Mfg. Co., Curtis Publishing Co. (Country Gentleman). D.:. Air Lines, 


Denver Convention & Visitors Bureau, Denver & Rio Grande Western Railroad, Diamond 


Alkali Co., Diebold, Inc., Dillon Read & Co., Diners’ Club, Doppelt, Charles, & Co., 


Douglas Aircraft Co., Durez Plastics & Chemicals, Inc. E... Mfg. Co., Edison, Thomas A., Inc. 


(Institutional), Edison, Thomas A., Inc. (Ediphone), Emery’s, Thomas, Sons, Inc. F. i 


Bearing Co., Fairchild Engine & Airplane Corp., Fastener Corp., Fedders-Quigan Corp. 


(Air Cond.), Fedders-Quigan Corp. (Water Coolers), Festival of Britain, Fototype, Inc., Fox-Bros. 


Mig. Co., Fry, George, & Associates. Genera Electric Co. (Lamps), General Metals ‘ 


Corp., General Motors—Allison Div., General Refractories Co., Gideon Putnam Hotel, Glidden 


Company, Globe-Union, Inc., Greyvan Lines, Inc. Hi... cuies Powder Co., Home Lines, F 


Howard Paper Mills, Hudson Gem Co. | Unlimited, Illinois Central Railroad, International 


Shoe (Winthrop Div.), International Shoe (Friedman Shelby Shoe), International Shoe 


(Sundial Shoe). . Tourist Development Board, Japanese Trade Fair. Kiaiiccs Co. (Corn 
Soya), Kelvinator Water Coolers (Ebco), Kennametal, Inc., Kranich-Bach Piano Co. L... Oil, 


2 ane a aso 


Co., Lockheed Aircraft Corp., Loeb, Carl M., Rhodes & Co., Loew's Inc. (MGM). ' 
WMcatt corp. (McCall's), McLaurin-Jones Co., Magnaflux Corp., Mardo Sales Corp., 
Massachusetts Investment Trust, Mead, Daniel S., Literary Agency, Meilink Steel Safe Co., 
Merck & Co., Mexican Tourist, Milwaukee Dustless Brush Co., Mississippi Shipping Co., ' 


Moore Push-Pin Co., Mutual Life Ins. Co., Minnesota, State of. BWational Airlines, National | 
Dist. Corp. (Lejon), National Dist. Corp. (Mt. Vernon), National Research Bureau, Inc., : 


National Steel Corp., New York University (Popular Economics), Nitrose Co., Nordberg Mig. Co., 
Northern Pacific Railway Co., Northwestern Mutual Life Ins. Co., Northwestern National 

Life Ins. Co. Qvrone-Diincis Glass Co. (Kaylo). P.., & Tilford Dist. Corp. (Private Stock), 
Parsons Paper Co., Penn Electric Switch Co., Philippine Air Lines. R... McNally & Co. 


(Book), Rapids-Standard Co., Raybestos-Manhattan Co., Raymond Company, Ribb iter 
Corp., Royal Metal Mig. Co., Royal Typewriter Co., Rockwell Mig. Co. Screniey Dist. 
(Sir John Schenley), Scott Radio Laboratories, Shaw, Munson G., Co. (Bisquit Cognac), 
Sheaffer, W. A., Pen Co., Sheerr Bros. & Co., Sinclair Research Laboratories, Smith, A. O., 
Corp., Solar Steel Corp., Sonotone Corp., Southern Company, Spring Mills, Inc., 
Sterling Drug Co. (Phillip’s Magnesia), Stewart-Warner Corp., Stromberg-Carlson Co., 


Sylvania Electric Products, Inc. , = Dimension Co., Toledo Scale Co. Waien Oil Co., 


United States Brewers Foundation, United States Envelope Co. Wheirecora, Vocaline Co. of 


America. Wrarsutte Mills, Inc. (Dividend Notice), Warner Electric Brake & Clutch Co., 


Wassell Organization, Webster-Chicago Corp., Western Tool & Stamping Co., Westinghouse 


Electric Corp. (Fans), Westinghouse Electric Corp. (Lamp Div.), Whiting Plover Paper Co., 
Wright, E. T., & Co., Wyandotte Chemical Co. Yu & Towne Mig. Co. (Institutional). 
Born, J. A., Mig. Co. (NEWSWEEK follows standard magazine procedure in referring to 


“new advertisers’ as those who have not appeared in its pages during the preceding calendar year.) 


ps ™ AP, Me aed § Mie a “Gf Re, 
es | ine : Te ET) te oe oe 
at, i. (ee ee ee ae ee Be RP 
> oa | a Mee ty cami Ae fi j we . 
5 ; M : : . 7 a 
« . é s wae 
- : ‘ : is 
" . B, . SS ees aie 
mee rae ae. ngs ee nen.” “st 
= RS oe bis Saas ce ae iS 
- Bo oe 3 Peet: . bebe ah bt. 2) et 
i a ee iP ae. fe Ree 
bo See a : ‘9 a 
ye oe ie 5 i vee é 
ee ae ; * 7 ne ta ag 
Sina i me a Sa 
ae e.g oe tee = ad oF cay 
i lee ry fe ee wal ee 
a i: a Peg eres Le sae ea ares 4 
' ae os re rg oe 
‘ Bes: ie = aes ask bs ee = 
: ame ts ee . eee Be Sena Ber. 
27, eee te 1 oe - aS be 
BS 1. Miele aati ee ae “ss ay Ge ae 5 
rad ae: eat eae ~ oe a er es tape a : s 
7 Same oS aa ae ed age ett : ps ee 
en Se Re c- :, = —- a pon “a ae. 
yes) | Set eae ee a: a. ie ‘i nities 
ane Dai hee ae oe me. i at 
a oe cae a — ot 
* ‘ ae > DP eas , etd an SE 7 % —— gee : 
eS; zoe te! eG poe oe : ; ae 4 
ae a 2 eae. * oie agi oa : Be ea 
Pee ga ee ee 5 rie oe / Bais Ne 
cy ae = = t = o) a Saas aes mee. y 4 ce 
eee hs, : ‘Sai feaey ee ah ae ba - " 
a wie al aan Tue oe — e ie 
ee = eee .. ee  —— — Be 
r a ee =. ray a. 2 eC Py. 
Wi kee ee 3 ; o. te a = 33 
; va Se aoe A le a a ee ‘ + 
Gale | aes tp < ip og , Gam <a. 4 Fey 
$ i Lie! eae s ee at ate Caen BS 
Soe eee ae ae. a * ae a a 
PU eee et : eae ee erat Pte 
“eae, Sai Ac es <a of a i at igh - “ithe <0 
= an ae ge ae ci igs 
est). eae i; oe ee - Sy Bt 
2: eee oe: Sere + ee a, \ Peas 
rat oF ee ee oe ey. 
ee ae oe es — wf 
ae ae eo ee ster 7 Yee on a y ° ak 
TS, ei ‘ -_ ae +4 a: a 3 ee aes 
, “a ee 4 eure i 4 “ss aa a “ = 
: oe oo as 
os wes ae ek 
ee et oS) ae on 
- TO 4 
% x ie a ee gigs | r eh og 
= ke - ae : pee 7, 
; ; i ia OMe Sa PO =. 
fr rs Fe nt ee gg 
, — a A a me i ee + # 
ae oa me F “ane 
= om gue. re eu OO eeeeeSeSeSeSSSSNSNSNSNSNSNSNSNSNSNSNSFSFSFSFSFSFSsSs eS 
ee ee: Re ee mei 
; Fe 8 [= a oe i 
Ee ae, at) 7 x “ hai es ; ee 
ed ee se a at 
7 ah 4 as ate a _ 4 Ba Beet oF . Je tn 
ea vied As ane Sh ae Pa 
Ree gs ee er -s re) are ee 
ar ae ae ‘ 
Z PT eee eas a ee ie 
‘i ae fs ee Eee ‘mee 
Pee ae ae es 7 eres ly * oi 
a ae 7 L Ana aes : e goles 
7 egk ee se a aes “ . x oe ad . ae 
‘Se Pe aah | ia eee 
aN eee pe ips = ‘ we ds 
a ; ;2 ao x a ye a ee ae 
Wee eae g ee wed 
\ ; 2 gee igs ¥ i. 
(aes J ; ae en 
oe ic ane Pee i": 
Lb ta. 4 ee ae 
Wes te ae Es: 
eae is ae Pra | 
ae i ae: a1 ers » ia 
a s ee ae 
Se : “a ae Bee, 
3 Ms ey tr 2 ‘</ : a 
ee aa 7 ee awe 
7 a ee Me 82 i bee 
ere | ete a <= 
Seung proces a : ae 
ai eee ip gen. Ge * %, ry 
Sa ai, Lae ag ee ah 
are ee cr ast | oe 
aes os Ae 8 cs tesiane : meee 
ta. oe ls at A bf, A + ry i 
: eh: Kriepe ae ip ; ee 
¥ eet a ae a a Sa se . : hae 4 ere 
ay Fg . ig Be... 
— ae : a4 
ae toe eer ss wis 
a : adh 
* are 
4 . eke, 
be. 
zs an: 
ee < 
.- te pa 
— ae oe , Ad 
i a ae 
oe ea : 5 
ait bs oem 
a, a wee 
a “e me Se aS 
* ay o 4 a ‘ ‘ie 
: sy ea pare <i ’ _ y 
i “eae aes 
{= : pee po a a ae 
aie - 3 hee : . . a . ae d aes o x 
a. * Say ye . ee = 
et is Be ; eee. as 4a ts 
ree Te 3. us", cn ee” 
- > 2 cae | e ae 
» > = — ae bao aa a ‘ et 
‘ Se” ke a is tha - ie 
ghee 7 ae 
Jf 4 a ae. a apa 
* s aE ree ees. ee 4 wos. 
a Bw 6th : Bi i ee ate 
a * Se a is - ee i X arn" 
me” 2 a ee a ae 
— Ce ee 4 [= rites eae: 
ss a ‘4, is Enece “j ei 
| ha ee oe a ees Raat 5" +e a 
 —zZ shi a * ee  : x a ai: i yee : * ise 
| aa Mareoer: ae ees 2 en 4 ee 
; ae eek: ta Reese) ay te Rene is 
» ‘ —— > ee ag * ‘ or 
y e 22 (en a ee a es 
/ aes a te ae re: foe 2 pane Des? rae 
a ry caviee Secs Giga Bis: eae re Sees 
7 ( a ag -_ ci a ete - a 
« a ‘oe > ‘i ae Ba. ie Pe _ Pras. 
ae Pe pat vot ie : aes i ore - See 
ea ae Si Pes.," Ros ake 
; Ag TREE he oe Soe ie 8 
ql’ : al i: ' es ene 
. i ee im ae en eg te 
. = a7 7 es a ae : is eee, Ay 
* whe Bae” et ket : a poe} © Ae eet —— 7 
Se ae geen se came 
ee ee ger 
A 5: ye eee 


22 


Advertisers and Agencies Still Work at 
Cross Purposes, Burns Tells 4 A’s Meet 


San Disco, Cat., Oct. 23-——-Ad- 
vertising’s effectiveness could be 
increased materially if corporate 
management and agency execu- 
tives would reach agreement on 
their objectives, policies and pro- 
grams, John L. Burns, partner of 
Booz, Allen & Hamilton, manage- 
ment consultant, told the Pacific 
Council of the American Assn. of 
Advertising Agencies in conven- 
tion here last week 

In spite of the numerous substan- 
tial successes scored by advertis- 
ers and their agencies in creating 
and developing the mass market 
for American goods, the principals 
still tend to work at cross pur- 
poses in many instances, he said 

Mr. Burns asserted that man- 
agement feels agencies are con- 
tinuing to upgrade their services, 
that the ethics of the profession 
are improving and that advertis- 
ing is a powerful force in moving 
goods. As proof of this he cited 
the three-fold increase in ad ex- 
penditures in the last 12 years. 


® “There are, however, four ma- 
jor attitudes of management on 
the unfavorable side which adver- 
tising executives might well pause 
to consider,” he said. These are: 

i. Management sometimes feels 
that it gets little help in the ob- 
jective measurement of advertis- 
ing effectiveness 

2. Management is concerned that 
agencies are occasionally waste- 
ful of their money. 

3. Advertising is misplaced or 
Misdirected because of the lack 
of fact-finding on products, mar- 
kets and distribution. 
| 4. Advertising service tends to 
he incomplete for company needs, 
Particularly in direct mail and 
point of sale promotion. 

? 

® Mr. Burns was quick to point 
Mut that other management atti- 
fudes present real problems to 
Advertising executives, such as 
/ 1. Managements tend to con- 
Bider advertising as detached from 
their business 

2. Management has not accorded 
the sales function the attention it 
has the other principal functions 
Of business 

3. Managements tend to down- 
@rade their internal advertising 
departments. 

4. Management sales programs 


Valvoline ( Yaalvosan 


Farle M. Craig has been elected 
chairman of the board of the Freedom. 
Valvoline Oil Company, Freedom, Pa. 
Mr. Craig and 365,024 other men of 
action throughout American business 
read The Wall Street Journal daily. 

(ADVERTISEMENT) 


are poorly developed. Management 


medium between seller and con- 
sumer should be integrated fully 
and harmoniously.” 


® Ralph W. Hardy, director of 


formed body of federal lawmakers 
who will rally to the support of 
advertising rather than attack it 
on false premises,” he declared. 
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priety, not at all well-identified, 
there has been a general break- 
down in the public’s confidence 
and acceptance of advertising. 
“4. That there is something sin- 


tends to depend too much on guess government relations for the Na- ® Based on hundreds of personal ister and improper in institutional 

work and opinions in areas where tional Assn. of Radio and Televi- interviews, Mr. Hardy listed five advertising. 

facts can be found. sion Broadcasters, urged the ad- congressional ideas about advertis- 
5. Management does not ex- vertising industry to assign its ing which occur repeatedly: 

amine objectively the beliefs of “best creative brains” to the task “1. That advertising is an un- professional messages across to 

competitive management. 


s “Much can be done,” Mr. Burns ington. 


agreement between management deeper and deeper into the vitals “2. That there is something vertising volume will continue to 
and advertising executives, but it of our economic structure,” he de-| phony in advertising. Otherwise rise, because a large volume of 
takes a good deal of objective clared, “it is inevitable that ad- advertising men would not make consumer goods is still available, 
thinking and willingness to ar- vertising will become a subject of such efforts to becloud the minds because industry is tooling up for 
rive at compromises. 

“Everything in business is or- scrutiny by the regulators and talk of the mysteries of the art. 
ganized for only one object—sales. planners. 
Thus, for maximum results every 


“5. That advertising people gen- 
erally have failed to get their own 


of bringing about a better under- necessary luxury, an economic vital policy makers.” 

standing of advertising in Wash- waste, and that it should certainly 

go by the boards during any criti- @® Frederic R. Gamble, president of 
“to carve out an area of “As the government reaches cal national situation. the Four A’s, predicted that ad- 


more, rather than less, debate and of ordinary laymen with endless expansion and because companies 
must now sell more goods to meet 
“3. That, because of flagrant higher break-even points. 

“Our strongest defense is an in- violations of good taste and pro- Earle Ludgin, president of Earle 


WHAT IS BEHIND... 


of readers and advertisers 


] 


| 


“ARCHITECT & ENGINEER CIRCULATION 


1951 is Architectural Record’s biggest vear yet —in both 


is More architects and engineers subscribe to Architectural 
advertising pages and architect and engineer circulation. 


Record than to any other technical magazine. 


In the first nine months of this year Architectural Record achieved 
the largest advertising page volume ever carried by any archi- 
tectural magazine . . . accounted for 40% of the total advertising 
volume of all national architectural magazines...had 20% 
more advertisers than the second magazine, 69% more than 
the third... and 25% of all advertisers in all national architec- 
tural magazines advertised exclusively in Architectural Record. 


The reasons? 


Architectural Record is the one national magazine edited 
specifically for the architects and engineers who control 85% 
of today’s building dollars . . . the one magazine whose edi- 
torial content is designed throughout for maximum useful- 
ness to these architects and engineers in terms of the work 


Behind this advertising leadership is the consistent growth on their boards as revealed by Dodge Reports. 


of Architectural Record’s architect and engineer circulation, _As a result, architects and engineers have voted Architectural 
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Ludgin & Co., said that good ad- 
verusing—selling advertising— 
“doesn't need the cheap, the taw- 
dry, the exaggerated to make it 
effective.” He said that believ- 
ability too often seems to be miss- 
ing from ad campaigns and that 
the advertising business “seems to 
be resting on what I can only call 
an uneasy base.” 


® Louis N. Brockway, executive 
v.p. of Young & Rubicam and 
board chairman of the Four A’s, 
urged admen to make the world 
understand that America has a 
spiritual gift to offer—freedom, 
and not just the material mani- 
festations of it. 

Don Belding, executive commit- 
tee chairman of Foote, Cone & 
Belding and board chairman of 


the Freedoms Foundation, played 
tape recordings of communist 
propaganda originating in Red 
capitals and beamed to the West. 
In his talk, he said that commun- 
ism can never be defeated by 
arms, but can be routed by the 
sale of ideas and this, he declared, 
is a job for advertising men. 

The council elected Carl K. Test- 


er, president of Philip J. Meany | 


Co., Los 
1951-52. 


Angeles, chairman for 


‘Hardware Age’ Ups Wilcox 
John G. Wilcox, advertising 
manager of Hardware Age, has 


| taken over the New England sales 


territory, formerly represented by 
O. B. Bergerson, who has retired. 
No successor to Mr. Wilcox has 


| been named. 


‘Argosy’ Boosts Guarantee, 
Raises Rates 8% 

Argosy, effective next July, will 
raise its circulation guarantee by 
100,000—to 1,100,000—and will in- 
crease its advertising rates an 
average of 8% for all space and 
color units. The magazine current- 
ly gets $2,500 a b&w page and 
$3,000 for black and one color. 


Hamill Joins Magna-Crest 
| George Hamill Jr. formerly 
| with Lever Bros., New York, has 
been appointed sales manager of 
| the Magna-Crest Corp., New York, 
| distributor for Thermo-Fax. 


Larry Crosby Named A.M. 

Larry Crosby has been appointed 
eastern advertising manager of 
Sporting Goods Products. 


Baird Gets Four Accounts 


Four companies have appointed 
Gordon Baird Associates, New 
York, to handle advertising, pro- 
motion and publicity for their 
services and products. They are: 
Health Insurance Plan of Greater 
New York; Rising Paper Co., 
Housatonic, Mass., effective 1952 
(J. M. Mathes is the present agen- 
cy); Creative Plastics Corp., New 
York, and Master Video Systems 
Inc., New York, distributor of mul- 
tiple-room television installations. 


Billings to Emerson Drug 

Kirk L. Billings, formerly ad- 
vertising director of General Shoe 
Corp., Nashville, Tenn., has been 
appointed advertising director of 
Emerson Drug Co., Baltimore. He 
replaces John H. Kelly, who re- 
signed some time ago. 


the steady 5-year trend 
to Architectural Record 


Record their preferred magazine in more than thirty 


reader preference 
their agencies. 


Architectural Record, 


with its exclusive access to Dodge 


studies sponsored by advertisers and 


Reports is the one magazine that scientifically demon- 
strates the value of its circulation to advertisers in terms 


of building planning and specifying activity 
nationally, and by types of buildings. 


regionally, 


And here’s a final fact of utmost importance to advertisers: 
Architectural Record delivers the largest audience of archi- 
tects and engineers at the lowest cost per page per thousand. 


Architectural Record jam 


for sixty years 
the workbook 
of the active 
te oces architect and 


engineer 
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Women’s Specialty 
Shops Spend About 
1% of Sales on Ads 


New York, Oct. 23—The typical 
women's accessory and specialty 
store in 1949 spent 1¢ out of every 
sales dollar for advertising, accord- 
ing to a_  cost-of-doing-business 
survey by Dun & Bradstreet. 

The per cent of sales invested 
in advertising ranged from 0.9% 
for stores with net volume of less 
than $30,000 to 1.2% for stores 
with a net volume of more than 
$60,000. 

Third in a series of D&B cost 
surveys for selected lines of re- 
tailing, the latest study contains 
breakdowns by size of city, type 
of shopping location, sales vol- 
ume, form of organization, credit 
policy, principal line of merchan- 


| dise and by profit status. 


® Highlights of the study include: 

1. Average gross margin in 1949 
for a representative group of stores 
was 32.4% of net sales, while av- 
erage expense of operation was 
29.4%, leaving a net profit of 3% 
of net sales, before taxes. 

2. For the typical retailer, total 
return (profit plus owner's salary 
of 98%) amounted to $5,056, on 
sales volume which averaged $39,- 
500. 

3. Compared with 1939 opera- 
tions, gross margin was some three ~ 
points lower (in 1949), and total 
expense likewise was about three 
points lower. 

Copies of the report are avail- ~ 


able on request from any Dun & — 
Bradstreet office. : 
Slumberland Names Frank : 

Slumberland Products Inc., } 


Waltham, Mass., manufacturer of 
beds and mattresses, has appointed > 
Herbert W. Frank Advertising ~ 
Agency, Boston, to handle its ac-~ 
count. ; 


Railroad Launches Drive ; 

The Montreal office of Vickers? 
& Benson is directing a campaign | 
for Associated British & Irish Rail-7 


| Ways, using two weekly magazines | 


and daily newspapers. ; 
| 


| 
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R. E. Hertel Moves to K. C. 

R. E. Hertel, president of Im- 
plement Trade Journal Co., Kan- 
sas City, Mo., publisher of Imple- 
ment & Tractor, Red Tractor Book 
and I1&T Shop Book, has moved 
his headquarters from the com- 
pany’s Chicago office to Kansas 
City. R. P. McClanahan of the 
Kansas City office will represent 
the publications in the Chicago of- 


COLOR PRINTS 


From your artwork or transparencies 
* Rabbit Color Prints 
* Reinbow Prints, REDEX 
* Peacock Color Prints 
Thomas 8. Noble Associates 
270 Park Avenue, New York 17 
Telephone MU 8-0091 


fice, which is in the charge of 
Frank W. Squire, v. p. 


Cancer Material Issued 


The American Cancer Society 
has produced “Cancer Features,” 
a 16-page magazine for house or- 
gan use, as part of its education 
program for business and indus- 
try. The magazine will be dis- 
tributed through ACS division of- 
fices. 


Cashin Joins McGraw-Hill 

John G. Cashin, formerly with 
Charles W. Hoyt Co., New York 
agency, has been named Chicago 
district sales representative of 
Food Engineering, a McGraw-Hill 
publication, replacing Earl L. New- 
ton, who resigned. 


Louis Libby Names Agency 


Louis L. Libby Food Products 
Inc., Long Island City, pre-cooked 
frozen food processor, has ap- 
pointed Hicks & Greist, New York, 
as agency, and has begun a tele- 
vision and radio campaign in the 
New York market with partici- 
pating sponsorships. Campaigns 
are already in progress in Phila- 
delphia, New England and Wash- 
ington. Paris & Peart, New York, 
is the former agency. 


Bill Lane to Video Films 

Video Films, Detroit, has ap- 
pointed William E. (Bill) Lane, 
formerly publicity manager in the 
radio sales department of WWJ 
and WWJ-TV, Detroit, to be in 
charge of sales and advertising. 
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Demand for Ad Agency Services Has 
Outstripped Compensation: Hutchison 


Co.umeswus, O., Oct. 23—Demands 
for advertising agency services 
have outstripped compensation for 
the services, according to William 
M. Hutchison, executive v.p. of 
Keeling & Co., Indianapolis. 

Mr. Hutchison, one of the 26 
speakers at the eighth annual Ohio 
State University Advertising and 
Sales Promotion Conference here, 
said that clients should recognize 
the obvious need for income to 
provide for the extra services de- 


| manded. And they should be will- 


[ts impossible... 


...a8 impossible as covering Californias 


mete 
« \ a 
- = 


N¢Clatchy Broadcasting Company 


SACRAMENTO, CALIFORNIA @ 
KOW 


Sacramento (ABC) Reno (NBC) Bokersfield (CBS) Stockton (ABC) Fresno (NBC) 
50,000 watts 1530 ke. 5000 watts, a 1000 watts, night 1000 watts 1410 ke. 250 watts 1230 ke. 5000 watts 580 ke. 
w- ke, 


Call your shots in the Beeline! 
That one market . . . inland 
California plus western Nevada 
... has a 3-billion-dollar “pool” 
of buying power . . . a 2 1/3-bil- 
lion-dollar stake in retail sales.* 

But you’re behind the eight 
ball on outside stations — even 
far-reaching Los Angeles and 
San Francisco stations. Because 
Beeline people are independent 
inlanders who prefer to listen 
to their own strong stations. 

So take this cue; Do your 
Beeline shooting on the five on- 
the-spot BE E LINE stations. 


Bonanza Beeline with outside radio 


With all five, you rack-up the 
whole market. With each one, 
you pocket a major Beeline 
trading area. For example... 


KERN BAKERSFIELD 


It’s the CBS station for 59,000 
radio families in oil-rich Kern 
County — with a BMB home- 
city total weekly audience of 
84% daytime, 92% at night. 
Hoopers 60% more audience 
than next best station, weekday 
mornings; 70% more, weekday 
afternoons; 31% more, weekday 
evenings! 


"Sales Management's 1951 Copyrighted Survey 


PAUL H. RAYMER CO., Notional Representotive 


KMS 


ing to “pay for them if they’re rea- 
sonable.” 

He said that the costs of “regu- 
lar” agency services (developing 
advertising plans, writing adver- 
tising copy, preparing workable 
and understandable layouts, select- 
ing media and specifying and buy- 
ing advertising materials) have 
soared. 


e “Advertising agency cost of 
operations,” Mr. Hutchison de- 
clared, “has risen considerably be- 
yond the increase in commissions 
due to publication increases, de- 
spite honest efforts to meet this 
challenge through better manage- 
| ment and better cost control.” 
The only solution, he indicated, 
is to have “a frank, clear and com- 
;mon sense understanding at the 
start as to what services are to 
|be performed and on what basis 
of compensation. The client has 
every right to know what he is 
| being charged for—and why.” 
| Thomas M. Talley of Savage & 
Talley, Cincinnati, discussed the 
methods used by agencies to shave 
| increasing production costs. 
“Anticipating jobs and planning 
them in advance with the various 
suppliers is a sure way to save,” 
he said. “Do away with the word 
| ‘rush’ on your work and you will 
| be much better off.” 
| Mr. Talley advised agency ex- 
| ecutives to take advantage of the 
| “flexibility of services available in 
| the graphic arts industry.” 


s James C. Clawson, v.p. of Mel- 
drum & Fewsmith, Cleveland, said 
that one of the “highest roadblocks 
in good copy writing is the attempt 
at cleverness.” 

He spoke also against “stopper” 
|type of headlines and suggested 
the use of more “starters.” A 
| “starter” headline, he said, is one 
that makes the “reader want to go 
on reading.” 

Mr. Clawson solved the peren- 
| nial question of proper length of 
‘copy with the comment: “Its 

length depends upon the story you 
have to tell. If it is interesting, it 
will be read, short or long. Tell the 
reader something that will help 
him. Be sincere, honest, accurate, 
simple and specific.” 

Featured speaker at the meeting 
was Secretary of Commerce 
Charles Sawyer, who declared that 
the reduction or elimination of 
certain federal functions is the 
only real solution to mounting 
government expenditures. 


Approve Executive Shifts 

The board of directors of Farm 
Journal Inc., Philadelphia, this 
week approved the move shifting 
Richard J. Babcock from v.p. and 
advertising director to president 
and Graham Patterson from presi- 
dent to chairman (AA, Oct. 8). 
Also approved were these promo- 
tions: Carroll Streeter, Farm Jour- 
nal managing editor, to the board 
of directors; Elliott Odell to v.p. 
and director; N. M. Mathews, v.p. 
and ad director, to executive v.p., 
and Wayne Hall, New York man- 
ager of Pathfinder, to advertising 
manager of the magazine. 


McCormick Names Cecil 

Cecil & Presbrey, New York, has 
been appointed by McCormick & 
Co., Baltimore, to handle advertis- 
ing for Bee Brand insecticides and 
Hy-Gro plant foods. The rest of 
the account (spices, extracts and 
tea) remains with Sullivan, Stauf- 
fer, Colwell & Bayles, New York. 


Three Agencies Affiliate 

Saxton Advertising Agency, Mil- 
waukee, has announced coopera- 
tive affiliation with Herbert M. 
Baus Inc., public relations firm, 
and W. B. Ross & Associates, agen- 
cy, both of Los Angeles. 
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Air Conditioners At Work 


Nature, in her mysterious way, recognizes the importance of air con- 
ditioning. Even bees cool their hives by fanning their wings. 


Solving the air conditioning problems of industry, business and the 
home also requires a great deal of ingenuity. Many and varied types 
of complicated methods and equipment are necessary. 


Manufacturers in this major industry also recognize the importance of 
reaching and selling Management-Men. They use the pages of Business 
Week, because they know: Business Week reaches a highly concen- 
trated audience of Management-Men . . . executives who make or 
influence important buying decisions for their firms. 


The result: Business Week every year carries more air conditioning and 
refrigeration advertising than any other general business or news 
magazine. These advertisers know — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N.Y. 


ee 


These Leading Air Conditioning and 
Refrigeration Advertisers Regularly 
Reach and Sell the Management Market 
through Business Week 


Air Maze Corp. 


American Air Filter Co., Inc. 


American Blower Corp. 
American Radiator and 
Standard Sanitary Corp. 
Baker Refrigeration Corp. 
Brunner Manufacturing Co. 
Buffalo Forge Co. 
Carrier Corp. 
Chrysler Corp. 
(Airtemp Division) 
Clarage Fan Co. 


Farr Co. 

Frick Co. 

General Electric Co. 

Modine Mfg. Co. 

Philco Corp. 

Robbins & Myers, Inc. 

Servel, Inc. 

Trion, Inc. 

Typhoon Air Conditioning 
Co., Inc. 


Westinghouse Electric Corp. 
(B. F. Sturtevant Division) 


York Corporation 


Source: Publishers Information Bureau Analyaum, 1951 


A McGRAW-HILL PUBLICATION 
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Pi Lane Gets Mike Levine 
Lane Advertising Agency, New 
York, has acquired the account of 
Mike Levine & Co., New York, 
manufacturer of dresses. Adver- 
tising in fashion magazines and 
-wspapers has been scheduled 
newspapers has been schedulec WASHINGTON, Oct. 22—Depart- DEPARTMENT STORE 
“ : ment store sales for the week 
: Names Erwin. Wasey ended Oct. 13, 1951, were 5% SALES INDEX 
I The Oklahoma City Assn . above sales for the correspond- 1935-39 EQUALS 100 
ne Gunmiae tite alien ot te ing week in 1950, the Federal Re- 
? win, Wasey & Co. to direct its Serve Board reports. The sales in- Week to Oct. 13, °51*..p338 
’ advertising. dex reached 338 for the week, the Week to Oct. 14. °50*..322 
highest since July 14 of this year, Week to Oct. 15. °49*..290 
y Westinghouse Ups Farthing when the index also stood at 338. Week to Oct. 16, '48°..331 


Leuny a i < 


K. J. Farthing, sales promotion 
manager of Canadian Westing- 
house Co., Hamilton, Ont., has 
been promoted to manager of the 
general advertising department. 


Oregon Printers to Meet 

The annual joint convention of 
Oregon Printing Industry Inc. and 
Master Printers of Oregon will be 
held Nov. 17-18 in Gearhart, Ore. 


Walton Names Ruse & Urban 

Walton Baking Co., Toledo, has 
appointed Ruse & Urban, Detroit, 
to handle its advertising 


Part of this increase in dollar vol- 
ume of sales in the nation’s de- 
partment stores should be attribu- 
ted to special Columbus Day pro- 
motions. 

Among the districts reporting, 
all showed gains for the week with 
the sole exceptions of the Minne- 
apolis area, down 3%, and the 
New York district, which regis- 
tered no change. 

The Atlanta district was up 
19%; the St. Louis area showed a 
16% increase, and the Cleveland, 
Richmond, Kansas City and Dal- 


Week to Oct. 18, '47°..299 
Week to Oct. 19, '46*..295 


pPreliminary 
*Not adjusted seasonally 


las districts all reported rises of 
8%. 

Augusta led the cities in gains 
registered, up 49%. Also report- 
ing large gains were Atlanta (up 
32% ); Wichita (up 24%), and St. 
Louis (up 21%). 

Of the comparatively few cities 
recording losses, the largest drops 
were found in Portland (off 7%); 
Oakland (off 6%); Detreit (down 
5%), and St. Paul and Seattle 
(both minus 4% ). 


“| Change from "SI 
Week Ended 


Federal Reserve Sept. Oct. Ort. 
District and City b ] 6 8 
¥ UNITED STATES ;— ay 
mK Boston District 4 4 6 
ug New Haven 3 5 7 
Boston 3 6 5 
>, Lowell-Lawrence 3 4 5 
oe Springfield & 7 6 
Providence 3 “4 2 
New York District —_— -5 “ 
; Newark 1 4 1 
| Buffalo 13° r5 4 
New York 7 7 1 
Rochester 13 rd 0 
P , Syracuse 18 ma 12 
‘ : Philadeiphia District ! —% 3 
i a Philadelphia 5 r—6 1 
at. . : Cleveland District 5, —st * 
; i i ay F Akron 8 13 6 
fs ’ i" oe x 3 Cincinnati 2 —10 10 
iY t Cleveland 2 —8 8 
Pe Columbus 16 3 13 
"7 Toledo 12 —3 0 
~ Erie 7 13 8 
aa ; Pittsburgh 0 —4 6 
i ; Richmond District 2 re ” 
re ‘ Washington 6 20 15 
“y é Baltimore o 4 2 
4 j Atlanta District * we? 1 
. & Birmingham 45 24 s 
‘} Jacksonville 7 4 sf 
re Miami 5 4 10 
‘a Atlanta 18 -7 32 
2. # Augusta 15 r28 49 
1 New Orleans 5 5 12 
b, Nashville 7 4 15 
ye \ Chicage District st 2 
nd Chicago 4 9 5 
ot | Indianapolis 5 3 18 
ety: Detroit 1 4 5 
— Milwaukee 4 3 2 
— St. Louls District % 3 16 
j Little Rock 14 0 4 
ai Louisville il 3 1 
' St. Louis Area 2 5 21 
‘ Memphis 17 2 8 
Minneapolis District a a | 
t Minneapolis 3 1 -3 
‘ ° St. Paul 3 13 4 
= % Duluth-Superioer 6 6 4 
af Kansas City District ss —? * 
‘ Denver 4 4 6 
te Wichita 23 12 24 
a Kansas City 20 3 13 
= . é i St. Joseph 4 7 2 
- : Oklahoma City 1 11 5 
a ® : bd e Tul 0 3012 
be Dallas District le $ ® 
‘ a allas 2 3 3 
: El Paso i 4 iT 
a : ae Fort Worth 2 0 5 
Pa e ‘ : Houston 32 10 8 
r San Antonio ll 17 l4 
' San Francisco District 1 ” 2 
‘ c Los Angeles Area 1 1 6 
Oakland 1 0 6 
San Diego x 1 & 
z, San Francisco 4 1 2 
+ Portland 1 1 7 
ay Salt Lake City 5 10 15 
‘ Seattle 2 2 4 
: Spokane 1 2 3 
rRevised 
*Data not available 
General Mills Boosts Two 
7 7 e€ Harold C. Kavalaris has been 
promoted to grocery products pro- 
- motion manager for General Mills. 
— with headquarters in Minneapolis. 
' é i 
~ FIRST in influence! Oregoni am Richard N. Confor succeeds Mr. 
: i i i Kavalaris as head of the grocery 
FIRST in circulation! penvae, 666000 Kaveteris os heat b en n 
Daily 230,801 pe oe a — promo . — 
ent o e company’s Sperry di- 
< 
REPRESENTED NATIONALLY Sunday 285,026 Whe Great Newspaper of, the Uest- vision in San Francisco. Prior to 
BY MOLONEY, REGAN FIRST i d tisi ' his promotion, Mr. Confor was 
* sounet one in advertising: staff assistant in the Minneapolis 
grocery products promotion de- 
* opps oe -_m 
lowest in milline cost partment 
ns Avco Promotes Bruninga 
A. M. Bruninga, manager of pub- 
y licity and sales promotion, has 
been promoted to manager of the 
advertising and sales promotion 
department of the American Cen- 
~< 


tral division of Avco Mfg. Corp., 
Connersville, Ind, 
oe 
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Pa. Wholesalers, 
Chains Indicted 
for Holding Prices 


PITTSBURGH, Oct. 23—A federal | 
grand jury, which for four months 
has been investigating charges 
against a retail drug association, 
three chain drug companies and 
four wholesalers on charges of 
price fixing as based on the recent | 
Schwegman decision, returned an 
indictment yesterday alleging con- | 
Spiracy to maintain retail prices! 
and to “cooperate in preventing | 
retailers from cutting prices.” 

Attorney General J. Howard! 
McGrath said this action was the 
first case instituted as a result of | 
the Schwegman decision. That de- | 
cision held that contracts for min- 
imum resale prices under the Fair 
Tfade Act are not binding upon 
retailers who did not sign contracts 
to maintain such prices. 

Also pending at this time is a} 
civil trial in Lehigh County court, | 
Bethlehem, Pa., in which a re-! 
tailer association accused Hess 
Brothers department store with 
violation of the Fair Trade Act of 
Pennsylvania because of admitted 
charges that Hess cut the prices! 
of Bayer aspirin. The trial is ex- 
pected to take place in the near 
future. Hess claims it had no sign- 
ed agreement to maintain mini-| 
mum prices with Bayer. 

The federal indictment named) 
as defendants the Allegheny Coun- 
ty Retail Druggist Assn., Federal | 
Rice Drug Co., George A. Kelly 
Co., McKesson & Robbins and 
Whipley Wholesale Co., all whole- 
salers, and Rands Co., Sun Drug | 
Co. and Thrift Drug Co., all chains. | 
Members of the retailer association | 
were named co-conspirators but | 
not defendants. | 


‘Jet. News Weekly, | 
Added to Johnson 


Negro Magazines 


Cuicaco, Oct. 26—The hard-| 
driving Johnson Publishing Co., 
which has carved a preeminent, 
niche for itself in the Negro maga- | 
zine field, today introduced its! 
fourth entry—Jet, a weekly pock-| 
et-size news and picture magazine 
selling for 15¢ 

The company’s other publica- 
tions are Ebony, monthly picture | 
magazine with a circulation of 
nearly 500,000; Tan Confessions, 
romantic type monthly with a cir- 
culation of 300,000, and Negro: 
Digest, with 100,000 circulation 

The latter—the first publication 
in the Johnson stable—will become 
a quarterly instead of a monthly. 


s Advertising rates on Jet, based 
on a guaranteed circulation of 200,- 
000, will be $600 per b&w vege 
and $1,000 for four colors. 

“Some months ago,” said John 
H. Johnson, president of the pub- 
lishing company, “we came te the 
conclusion that the tempo and 
pulse of Negro life in this country | 
had been speeded up to such a 
point that a convenient-size mag-| 
azine summarizing the week's big- | 
gest Negro news in a well-organ- 
ized, easy-to-read format would 
fill a definite need. Thus, our de- 
cision to publish Jet and at the 
same time to convert Negro Digest 
into a quarterly, since there is still 
a need for a publication which 
gathers together the best articles 
appearing in white publications.” 


]. N. Delman Joins Martree 

J. Nye Delman, formerly with 
Robert Conahay & Associates, New 
York, has joined Marfree Adver- 
tising, New York, as account exec- 
utive, specializing in television 
promotion. 


Knollin Agency Moves 

Knollin Advertising Agency, 
San Francisco, moves to 391 Sut- 
ter St. Nov. 10. 


WOOD Buys WLAV Facilities 

WOOD, Grand Rapids, Mich., 
NBC regional station, has pur- 
chased all television facilities of 
WLAV, Grand Rapids. 


Boylhart-O’Connor Moves 

Boylhart-O’Connor, Los Angeles 
advertising and public relations 
firm, has moved to 2330 W. Third 
St. 


Graphic Arts Jury Named 
A jury to judge entries in the 
10th annual exhibition of printing 


for commerce sponsored by Ameri- 
can Institute of Graphic Arts, New 
York, and scheduled to open Jan. 
14, 1952, has been announced by 
the institute as follows: 

Burton Cherry, director of design and 
typography, Cuneo Press, New York; 
George Welp, advertising director, Inter- 
chemical Corp. - Printing Ink Division, 
New York; Thomas S. Hutson, production 
and advertising manager, George Macey 
Co., New York; Elisworth Geist, adver- 
tising and promotion director, S. D. War- 
ren Co., Boston, manufacturer of printing 
paper; Tobias Moss, art director and Pratt 
University art instructor; Freeman Craw 
typographer and art director, Tri-Arts 
Press, New York; and Louis J. Ansbacher 


designer and general manager, William E 
Rudge’s Sons, New York printer 


Secure Account Handled 
by MacDonald-Cook 


Advertising of Secure, new solid 
creme deodorant currently being 
tested in South Bend and other 
cities by Jules Montenier Inc. 
(AA, Oct. 22), is being handled by 
MacDonald-Cook, Chicago. 


Marquis Resigns Account 

West-Marquis, Los Angeles 
agency, has resigned the advertis- 
ing account of the Gladding-Mc- 
Bean Co., Los Angeles china man- 
ufacturer. 


Babies? Yes—if Healthy! 
Professional nursing and baby sitting of 
small advertising accounts, if potentials 
I can get maximum dollar value for 


Advertising of Stopette, Mont- 
enier’s spray deodorant, continues 
to be handled by Earle Ludgin & 


minimum “change 


pe 7 ey 


Lee P. Bott, jr, 64 E. Jackson, Chicage 


NATIONAL BROADCASTING COMPANY 


It's the new Station WMAQ 
transmitter tower which 
reaches the record Chicago- 
land height of 1,500 feet 
above sea level and showers a 
stronger WMAQ signal over 
a greater area than ever— 
MORE THAN 135,000 
SQUARE MILES of the great 
Middle West, an increase of 
almost 7,000 SQUARE 
MILES. 


Total population within this 
new WMAQ signal range is 
MORE THAN 17 MIL- 
LION PERSONS, adding al- 
most 300,000 to the WMAQ 
“family.” 


Two hundred and fifty feet 
higher than the previous an- 
tenna, here is one more step 
in a continuing effort by Sta- 
tion WMAQ to provide ever 
improved service to the radio 
audience and to advertisers. 


Now more than ever, the 
leading radio voice in Middle 
America is... 
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/ ... AND WHATS MORE, 
} / THEIR NEWSSTAND SALES | Jf 
ARE GREATER INTHE TOP TV | q 
B=. \_ CITIES THAN NATIONALLY... . 
LETS ASK THE AGENCY 7 
WHATS GOING ON ! 
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iy The possibility of a rash of sim- | 


= etre | we 
Victory Is Upheld 


Los ANGELEs, Oct. 23—The per- 
manent injunction granted Roy 
Rogers here last week by Federal 
Judge Peirson M. Hall, barring Re- 
public Pictures from televising any 
of the films he made for them (AA, , 
Oct. 22), has created unusual in- 
terest in movie and TV circles. 

Judge Hall held that although 
the contract between Rogers and 
Republic gave the film company 
perpetual rights to the pictures, 
those rights do not include their 
use for commercial advertising. 

In support of this contention, the 
jurist cited the fact that Rogers’ 
contract gave _ him _ specific 
rights to commercial tie-ups. “I 
am of the opinion,” he said, “that 
Republic has the right to televise 
its pictures, but does not have the 
right to televise them under any 
commercial sponsorship or to use 
them for advertising, commercial 
and publicity purposes for anything 
else than for the express reserva- 
tion, to wit, for the purpose of ad- 
vertising the product, that is to 
say, advertising the pictures them- 
selves; and that Rogers has the 
right to control any commercial 
sponsorship or any advertising, 
commercial or publicity purposes 
to which his name, voice or like- | 
fiess is attached for other than 
_ motion pictures Republic has | 

lready made.” 


ar suits was pointed out, because, 
nite contracts with motion pic- | 
fire stars vary, many have had} 
Basically similar contracts for the | 
pictures they have made. Republic | 
B suc to carry the case to a high- 
court. 
Rogers is now making a series | 
films for television, which wie 
w Dec. 30 under General Foods 
msorship. The deal is said to be 
pendent on Rogers winning his 
suit 
Turkey Calendar Issued 
Armour & Co., Chicago, has dis- 


tPibuted to retailers a special cal- 
deat designed to hang on meat 


ppartment walls as part of a 

rkey merchandising promotion. | 
The calendar is 19x34” and con-| 
tains 57 tear-off sheets, each car- 
fying an individual selling mes- | 
Sage for the day and reminding | 
customers of the number of shop- 
ping days to Thanksgiving. 


Asherman to Visual Media 


Robert J. Asherman, formerly 
engaged in publicity work, has 
joined Visual Media Inc., New 
York, as production manager. 


YOUR FIRM'S 
OWN SUITE 


or 
HOUSEKEEPING APT. 
at the 


HOTEL 
Many executives find a 


corporation suite at the 
Chatham an invaluable 
asset and convenience 
for company enter- 
taining, meetings, for 
their own personal use 
or for clients and busi- 
ness associates arriv- 
ing in town. 

Several choice suites, 
newly redecorated and 
ideal for corporate 
use, are now available. 


VANDERBILT AVE. & 48th ST., NEW YORK 
F. Burton Fisher, Vice Pres. & Mng. Dir 


yurtlaiw 


has been appointed general F 7 Riper 7 
manager of National Electronics ing manager, Cowles Magazines; *€8uson =: with headquar- pared with a total of $10,682,764 
Mfg. Co., Los Angeles, manufac- v.p., Michael Ben-Dror, Pepsodent te®S in ashington, recently 
turer of television receivers. division, Lever Bros.; secretary, Opened a New York branch office. 


Chas. McKinnie Named ie and Ba mete _ Murray Haire Names L. A. Weaver piled by National Cotton Council, 

Charles T. McKinnie has been FOR, Cures Magarme. Haire Publishing Co., New York, New York. Six years ago, when the 
appointed assistant sales manager pg, has appointed L. A. Weaver Jr. of council’s identification program 
of Pratt & Whitney Aircraft Di- King Kone to Ferguson Weaver Inc., Atlanta, as advertis- started, only 17% of cotton prod- 
vision, United Aircraft Corp., King Kone Corp., New York ing representative in the southern uct advertising identified cotton as 
Hartford, Conn. manufacturer of Old London sand- states for Home Furnishings. the fabric used. 


> 


dent, Richard Elliott, merchandis- D€WSpapers and 


dakat 


eight months of 


television. he 


sales 


this year, com- 
spent in national magazines for 
cotton products in the same period 


Robert Bennett, Grey Advertising of 1950, according to figures com- 


NEWSSTAND SALES: 
MAIL SUBSCRIPTION © | : 
TOTAL CIRCULATION ' 


LEADERSHIP IN CIRCULATION i. ponceru. calla. 
XCELLENCE*...IN DEALER PREFERENCE**...IN_ ADVERTISING 


—__ 


space in 
931 ad fo he last 
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ORTISMAN'S MAGATINE 
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bolsey Names Ben Sackheim 


Corp. of America, man- 
of cameras and photo- 
equipment, has appointed 
Hen Sackheim Inc., New York, to 
handle its advertising. Shappe- 
Wilkes, New York, is the former 


ency 


turer 


ai 


Burlington Appoints Gugger 

Burlington Brewing Co., Bur- 
lington, Wis., brewer of Van Mer- 
ritt beer, has appointed K. E. 
(Jack) Gugger general sales man- 
ager 


Hughes Joins Book House 

Roland B. Hughes, formerly v. p. 
in charge of sales for Encyclo- 
paedia Britannica Inc., Chicago, 
has been named general sales 
manager for the Book House for 
Children, Chicago. 


Hinkley to ‘Industry & Power’ 

Jack E. Hinkley, formerly field 
and construction engineer for 
Hoffman Combustion Engineering 
Corp., Detroit, will join the edi- 
torial staff of Industry & Power 
Nov. 1. 


Joins Kerker-Peterson 

Nicholas D. Coleman, formerly 
sales representative for North Cen- 
tral Publishing Co., St. Paul, has 
been appointed assistant sales di- 
rector for Kerker-Peterson & As- 
sociates, Minneapolis advertising 
production company. 


Schmid & Co. to Edwards 
Schmid & Co., cross-bow mak- 
er, has appointed Edwards Agen- 
cy, Los Angeles, to handle its ad- 
vertising. Outdoor magazines and 
trade publications will be used. 


Don Briese Joins Edwards 

Donald S. Briese, formerly ad- 
vertising manager of Enterprise 
Engine & Machinery Co., San Fran- 
cisco manufacturer of diesel en- 
gines, has been appointed account 
executive of the Edwards Agency, 
Los Angeles. 


Evans Joins Botsford 

Alex W. Evans, formerly v. p. 
and manager of the Los Angeles 
office of Brisacher, Wheeler & 
Staff, has joined Botsford, Con- 
stantine & Gardner, Portland, Ore. 


this pet? 


£ 
ogc meaasin ot st8 


risHine creuretion! 


We * nar? 


stavle- ee 


for the comparable 
6-month periods, 
_ ending June 30,1950 © 
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750,009 


NT 
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Advertisers 
annual meeting, Williamsburg, Va. 


Oct Life Insurance 
Assn., 

Oct. DB 
vertising Executives Assn., 
ing, Parker House, Boston 

Oct. 30-31. New York, New England 
and Atlantic Councils, American Assn 
of Advertising Agencies, Roosevelt Hotel, 
New York 


28-31 


New England Newspaper Ad- 
annual meet- 


Nov. 12-13. First District, Advertising 
Federation of America, Boston 

Nov. 12-15. Financial Public Relations 
Assn.. annual convention, Hollywood 


Beach Hotel, Hollywood, Fla 

Nov. 13. Michigan Council, American 
Assn. of Advertising Agencies, Detroit 

Nov. 18-19. National Business Publica- 
tions, annual meeting, Drake Hotel, Chi- 
cago 

Nov. 18-20. National Newspaper Pro- 
motion Assn., central region meeting, 
Edgewater Beach Hotel, Chicago 

Nov. 20 Controlled Circulation Audit, 
annual meeting, Drake Hotel, Chicago. 

Dec. 27 American Marketing Assn., 


winter conference, Hotel Kenmore, Bos- 
ton 
Jan. 19-20, 1952. National Advertising 


Agency Network, western regional meet- 
ing, Nicollet Hotel, Minneapolis 

Jan. 21-23, 1952. Newspaper Advertis- 
ing Executives Assn., Edgewater Beach 


Hotel, Chicago 

Jan. 24-26, 1952. Advertising Assn. of 
the West, midwinter conference, Oak- 
land, Cal 

Jan, 25-26, 1952. Assn. of Railroad Ad- 
vertising Managers, Sheraton Hotel, St. 
Louis 

Jan. 26-27, 1952. National Advertising 


Agency Network, eastern regional meet- 
ing, New Weston Hotel, New York 

Feb. 8-9, 1952. Pennsylvania Newspa 
Publishers’ Assn., display advertising cc 
ference, Penn Harris Hotel, Harrisburg 

April 1-3, 1952. Point of Purchase Ae 
vertising Institute, annual symposium, 
Waldorf-Astoria Hotel, New York 

May 25-28, 1952. National Busin 
Publications, spring meeting, skytdp 
Lodge, Skytop, Pa. 4 

June 8-11, 1952. Advertising Federati 
of America, 48th annual convention a 
exhibit, Waldorf-Astoria Hotel, Ne 
York 

June 22-26, 1952. Advertising Assn 
West, annual convention, Olymp 
pl. Seattle 7 

June 29-Jusz 2, 1952. National Indus 
trial Advertisers Assn., annual conference 
Palmer House, Chicago 


June 10-14, 1953. National Busines® 
Publications, spring meeting, Broadmogy 
Hotel, Colorado Springs, Colo 


Revamp ‘American Druggist' © 
American Druggist will be pub 
lished every other week, instea 
of monthly, starting with the Ja 
7 issue. Present page size, basi 
advertising rates and circulatio 
guarantee (of 100% coverage ol 
retail and wholesale drug tradey 
continue unchanged, but a ne 
|three-column format will be 
adopted and greater emphasis will 
be placed on news and merchan- 
dising features. 


Firm Names V.P. 


Anderson J. Leahy has been named 
vice president and sales manager of 
Waterfill & Frazier Distillery Com 
pany, Bardstown, Ky. He is one of 
365,024 daily Wall Street Journal read- 
ers from coast-to-coast. To reach men 
who are stepping up in business, ad- 
vertise in America’s Only National 
Business Daily. 
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NEW COLOR CONTROL 
PROCESS DEVELOPED! 


Our new color control process can be used 
for making duplicate prints from colored art 
work, color prints or transparencies. 
We can produce color prints of unequalled 
brilliance from transparencies, retaining de- 
tail, cleanness and color purity never before 
possible. We can lighten dark areas and in- 
tensify detail therein and strengthen delicate 
detail that is ordinarily lost in highlight 
areas, thereby bringing the whole subject with- 
in reproducible range, before plates are made. 
Write for further information and Prices. 
CHARLES BURGESS 
Ellertson-Burgess 
518 Fifth Ave., S., Dept. 1029, Minneapolis, Minn 


Code’s Ad Provisions 
Probably Will Force 
Revision of Practices 


Cuicaco, Oct. 23-—-Televis 
programming and _ television 
vertising will undergo some 
portant changes as a result of 


Video Programming and Advertising 
Vitally Affected by NARTB Code 


programming code approved 
telecasters here last week. 
Representatives of an over- 
whelming majority of the TV sta- 
tion members of the National Assn. 
of Radio and Television Broad- 
casters unanimously adopted the 
document in a one-day meeting. 
Purpose of the code, as spelled 


by 


ion 
ad- 
im- 
the 


~ Another Satisfied 


“ber Advertiser... 


|) WALTER THOM 
Chicago 1. Illinois 


siOoNn™M 


September 


Chronicle 
Aavertising Department 
a w. McCarthy 
: ibby, 
Dear Mr. McCarthy: Libby 


As you know from VF S¢tries of full 

egarding a 
letters mvertisements which you Os 
orgs of printed reproduc 
paramount importance. 


ing the 
el watching * 
we have been clos - not only in 


ertisement Be 
peeedine put in all the newspap 


i e ha 
ign. Now that this schedul 

a. 4 are very happy patie fas 

nat the Houston Chronic 
in a mar 
rather exacting 
ur 
believe t 
are to be congr 
nt work that yo 
er for us to 


u_ have 
i This excelle 


it easi Poe 

| ree a wider use of 4/C r 
s, Il am 
with best wishe —_— 
| 
‘ 
George Pearson 

o an FRAN. ywOOr 

new YORE a 7 oe ses 


Thank you, Mr: Pearson . 


We recognize our obligation to both readers and 
advertisers for nothing short of excellence in color 
printing and reproduction. This is one of the many 
reasons why The Chronicle continues to be the 
NUMBER ONE paper in the South’s NUMBER 
ONE market 


pSON COMPANY 


McNeill & Libby | 


al conversations and | 
peen of 


reproduction of 
the Houston 
s carrying the 


nner which sati 
requirements. 
mechanical sv 


Vice president 


——— | 


AN AVENUE ' 


6, 1951 


ICHIG 


page 


carried, the | 


e 
perintendent 


done for us may | 
and 


make a greater | 


| | Leaves Falling? Trees Getting Bare? 


y truly, | | 
J. WALTER THOMP 
oreo rm | 


SON COMPANY 


GEORGE PEARSON 
Vice President 
J. WALTER THOMPSON CO. 


The Houston Chronicle 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 
National Advertising Manager 


FIRST IN- HOUSTON IN CIRCULATION AND ADVERTISING FOR 38 CONSECUTIVE YEARS | 


5,000 WATTS - 610 KC - NBC 


THE BRANHAM COMPANY 
National Representatives 


out by the broadcasters, “is coop- 
eratively to maintain a level of 
television programming which 
gives full consideration to the edu- 
cational, informational, cultural, 
economic, moral and entertainment 
needs of the American public, to 
the end that more and more peo- 
ple will be better served.” 


® Faced with a growing threat of 
legislative action, the telecasters 
adopted what may well be the 
most stringent code ever self-im- 
posed by any professional group. 
It not only details the responsibil- 
ity of the TV broadcaster in ad- 
vancing education and culture, but 
also carefully defines “acceptable” 


program material, the broadcast- | 


ers’ responsibility toward children 
and the community, the proper 
treatment of news and the presen- 
tation of advertising. 

Among the code provisions af- 
fecting advertising are the fol- 
lowing: 

1. “Advertising messages should 
be presented with courtesy and 
geod taste; disturbing or annoy- 
ing material should be avoided: 
every effort should be made to 
keep the advertising message in 
harmony with the content and 
general tone of the program in 
which it appears.” 

2. Commercial announcements 
should be confined to the pro- 
gram, thus avoiding “cow catcher” 
and “hitch hike” announcements. 


8 3. “Advertising copy should con- 
tain no claims intended to dispar- 
age competitors, competing prod- 
ucts, or other industries, profes- 
sions or institutions.” 

4. New advertising devices 
should be critically evaluated in 
order to maintain the spirit and 
purpose of the code (the NARTB 
television board has the power to 
enact new provisions and amend 
he code when it deems such action 
necessary). 

5. Telecasters must exercise care 
and discrimination regarding the 
content and placement of adver- 
tising material near or adjacent 
to programs for children. “No con- 

| siderations of expediency should 
be permitted to infringe upon the 
vital responsibility towards chil- 
dren and adolescents. . .” 


® 6. Video advertisers “should be 
| encouraged” to devote portions of 
their commercial time to the sup- 
port of worthy causes. 

Under the code, hard liquor ad- 
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vertising is not acceptable; beer 
and wine advertising is acceptable 
only when presented in the best 
of taste and when it conforms to 
law; exaggerated claims of train- 
ing institutions are not acceptable; 
ads for fortune telling and other 
occult practices are not acceptable; 
racing news and tip sheet ads are 
unacceptable, and medical adver- 
tising must not dramatize distress 
by spoken word, sound or visual 
effects. 

In addition, medical advertising 
is not acceptable if claims are 
made for a cure, or if such words 


as “safe,” “without risk,” or 
“harmless” are used _ indiscrimi- 
nately. 


@ The item which probably will 
most affect local programming 
and advertising is the “guide to 
determination of good telecast ad- 
vertising practices’—in other 
words, how much commercial time 
will be allowed (at present, these 
figures are “suggested”’) per show. 

The following table shows the 
length of program and amount of 
advertising time allotted: 

Other Programs 


Length of All News Class “A” Other 
Program Shows Time Hours 
5 min 1 min 1 min 1:15 min 
10 1:45 2:00 2:10 
15 2:15 2:30 3:00 
25 2:50 4:00 
30 3:00 4:15 
45 4:30 5:45 
60 6:00 7:00 


In addition, the code says that, 
“normally, not more than three 
one-minute announcements should 
be scheduled within a 15-minute 
period and not more than six such 
announcements should be sched- 
uled in a 30-minute period in 
local announcement programs.” 
These requirements are waived, 
however, for shopping programs. 
“in which the advertising is an in- 
formative and integral part of 
the program content.’ Leeway al- 
so is allowed for experimentation 
in use of programming and adver- 
tising techniques 


® Hidden plugs should, “except for 
normal guest identifications, be 
prohibited.” Moreover, the code 
Says that “stationary backdrops or 
properties in television presenta- 
tions showing the sponsor’s name 
or product, the name of his prod- 
uct, his trademark or slogan may 
be used only incidentally. They 
should not obtrude on program in- 
terest or entertainment. ‘On cam- 


' era’ shots of such materials should 


be fleeting, not too frequent, and 


Notin Greater Miami! 


New shoots are busting 
out all over!...we look 
better than ever this fall. 


We had a good Summer. 
More tourists, business 
and building than in 

any other Summer in 
our history. 


We had a good Summer 
at WIOD, too. Local 
accounts were ‘way up. 
(And, those local boys 
are your best barometer. 
Their cash registers total 
the results every day!) 
Yep, our’'grass” is getting 
greener every day! To 
find out how we do 
it...Call our Rep, The 
Bolling Company. 


JAMES M. LeGATE, Generci Monoger 
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mindful of the need of maintaining 
a proper program balance.” 

One of the most interesting as- 
pects of the code is the provision 
for enforcement. Any TV station— 
regardless of NARTB membership 
J —is eligible to subscribe to the 
code and to receive and display 
the seal of approval. The television 


‘7 
, 


“The presentation of techniques 
of crime in such detail as to invite 
imitation shall be avoided. 

“The use of horror for its own 
sake will be eliminated; the use 
of visual or oral effects which 
would shock or alarm the viewer, 
and the detailed presentation of 
brutality or physical 


ing a two-week meeting of the 
NARTB program standards com- 
mittee, put the committee kept the 
provisions secret at the time. 
Following the Chicago meet- 
ing, Harold E. Fellows, president 
of the NARTB, said only that the 
code “was written for the Ameri- 


code by the NARTB television 
board of directors. The board is 
scheduled to take up the matter 
in Washington on Dec. 3. 


‘Spotlight’ Boosts Rate 

Grocers’ Spotlight, published by 
the Shamie Publishing Co., Detroit, 
has issued a new rate card, show- 


— 


: eling salesman and _ farmer's 
d daughter jokes,” etc. } 
Among the 


—.. 
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i 

4 

i 
i 
i 

: 

a 


agony by 
board obviously hopes that the seal 
will become a coveted emblem for 
subscribing stations, which can be 
expected to flash it on all station 
breaks 


sight or by sound are not permis- 
sible. . 


@ The draft was completed in 
Washington early this month, dur- 


can people and not for the people 
who own and operate television 
stations. . .It cannot fail in its pur- 
pose...to give better TV to more 
and more American viewers.” 
Next step is consideration of the 


ing a rate increase of from $490 to 
$550 per page ad in the Michigan 
edition, effective Jan. 1. Rates for 
the northern Ohio and Buffalo- 
Rochester-Erie editions have not 
been increased. 


Junior Adclub Disbands 

The Junior Advertising Club of 
Portland, Ore., has been officially 
disbanded. Members will be con- 
sidered provisional members of 
the Oregon Advertising Club, hav- 
ing all club privileges except that 
of voting. 


Sets French Tea Drive 

Thomas J. Lipton Inc. is plan- 
ning a nationwide tea campaign 
in France for 1952. The Paris of- 
fice of Dorland Advertising is the 
agency. 


8 By the same token, loss of the 


emblem (by a two-thirds vote of| 
the NARTB television board of 
directors, following submission of | 
evidence by both the television 
code review board and the sub- | 
scriber in question) eventually is! 
expected to be a serious matter. | 

Subscriber stations currently on 
the air have up to 52 weeks to ter-| 
minate any contracts calling for | 
presentations which do not con-| 
form to the code | 

While the television board of di- | 
rectors has fina] authority in en- 
forcing the code, the television | 
code review board actually will 
be the watchdog. It will be com-| 
posed of six members (five of} 
them NARTB members) selected! 
by the television board, and will 
review programming; receive and 
investigate complaints; define and 
interpret the code; handle govern- 
ment relations (via publicity and 
information on activities); monitor 
programs, where indicated, and 
make recommendations to the tele- 
vision board concerning violations 
or breaches of the code and pro- 
posed amendments 


® Throughout the code, specific) 
“should” or “not recommended” 
practices replace the generalities 
often found in ethical codes. For 
example, the code includes a list! 
of words which are unacceptable, | 
including “bat or broad (applied to 
a woman)...Bronx cheer (the 
sound). . fire, cries of...slut (ap-! 
plied to a woman); S. O.B... .trav- 


restrictions placed | 
on mystery shows are the follow-| 
ing: | 
“Criminality shall be presented | 
as undesirable and unsympathetic. 
The condoning of crime and the 
treatment of the commission of 
crime in a frivolous, cynical or 
callous manner is unacceptable. 


ANCE 


APPL 


Before closing your budget 
investigate this new idea 
in appliance merchandising. 
Pocket-size — digest style. 
Write, wire or phone for 
complete details. 


APPLIANCE DIGEST 
450 W. Fort St. 
Detroit 26, Michigan 
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You sell a wn of 
I’2 million people with 
2 billion dollars to spend | 


when you buy 


The World-Herald 


. 
READ IN 3 OUT OF 5 HOMES 
IN HEERASKA AND WESTERN IOWA 


Omaha World-Herald 


O'MARA & ORMSBEE, National Representatives 
New York, Chicago, Detroit, Los Angeles, San Francisco 


249,627 DAILY — 254,966 SUNDAY ..... PUBLISHER'S STATEMENT FOR MARCH 31, 
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The fact that “U.S. News & World Report” 

devotes itself entirely to “news you can use” 

pretty well defines its class market. The 

only persons who can really use the news are people 

| of responsibility ... men and women of means 

ql (average income over $13,000), of decision (four out 

of five in business and industry), who read this 
news at home (80% home readership). 


CLASS News Magazine 


t t 


— © 
—> 


“U.S. News & World Report” is not a 

' review, nor a condensation of what has 
happened, but original news of consequence 
to the business, life, and income of 
important people. Perfect climate for sales 


messages to the decision makers in every | 
a level of American industry—manufacturing, 
construction, transportation and 
communications, public utilities, finance, 


meng om oa 


wholesale and retail trade, industrial 
services, government and the 
| professions. 


LI S N CWS | Mtinisfeld in 197 
‘magazine | «World Report | fis inits field in 1951 


IN PERCENTAGE ADVERTISING GROWTH 
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G Bla NAMES 


~ BIGGER 
SOUR BUSINESS 


There's nothing like 
24-sheet posters to 
magnify your brand ... 


And there's no lithographer ots to 


yale like Continental es than |ife-Size Picture 
| to glamorize your posters . .. M 0 t 0 r 0 ] a 


— | 
Soo} And we make 24-sheer posters 
HEAVY DUTY MOTOR in a BIG way! 


Continental _ Ne 


LITHOGRAPH CORPORATION 


PILSENER CLEVELAND, OHIO 
We ETROIT @ SEATTLE @ PIT 
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AA Reviews Progress in Outdoor Advertising 


Advertising Age [ 


_ THE NATIONAL NEW 


PER OF MARKETING 


October 29, 1951 

Volume 22 - Number 44 

15 Cents a Copy « $3 a Year 
CHICAGO 11 * Published Weekly at 
200 E. Illinois St. * DE. 7-1336 

NEW YORK 17 


11 E. Forty-Seventh St. * MU 8-0073 


National Volume 
of Outdoor Hits 
New Peak in ‘51 


$88'2 Million Total 
Shows Increase of 
5.7% Over Year Ago 


New York, Oct. 23—National 
outdoor advertising volume in 1951 
is figured at $88,500,000—an in- 
crease of 5.7% over 1950, and 
another record year for the in- 
dustry. 

In estimating the industry's na- 
tional volume, Kerwin H. Fulton, 
president of Outdoor Advertising 
Inc., figures that, since OAI was 
formed in 1931, volume has in- 
creased more than 41 times, and 
OAI’s national sales organization 
is driving to accomplish a five- 
fold increase. 

The year also saw significant 
progress in reducing the seasonal 
variations in outdoor volume. The 
first quarter, traditional bugaboo 
of poster advertising, has been 
built up very considerably in the 
postwar period, and first quarter 
volume for 1951 shows a 304% in- 
crease over the first quarter of 
1935—which is taken as a good 
post-depression year. 


e The leveling out of seasonal 
variations is part of OAI’s suc- 
cessful drive to break the general 
conception that winter months 
were low volume months. OAI 
representatives have consistently 
pointed out that there is little var- 
iation between cold weather and 
warm weather months in intra- 
city automobile circulation. 

They stress that daily needs and 
habits require persons to move out- 
doors in January as in June, that 
automobile passenger mileage has 
increased by 270 billion miles be- 
tween 1940 and 1950, and that 
progressively better roads are be- 
ing created to serve the automo- 
bile. 

Actually, the first quarter now 
shows a_ considerable buildup 
among advertisers whose products 
enjoy a winter spurt, and adver- 
tisers are increasingly sold on the 
formula of 12-month use of the 
medium. 


se Year-‘round use, of course, is 
considerably assisted by the com- 
petitive situation. Since the war, 
many outdoor plants have been 
“tight” so far as poster availabil- 
ity is concerned, and advertisers 
have realized the wisdom of year- 
‘round use to have a call at avail- 
abilities 

Actually, probably no other me- 
dium sells as non-competitively as 
does outdoor. OAI representatives 
argue for balanced advertising, ef- 
fective combinations of outdoor 
with one or more indoor media— 
which to OAI means radio, TV, 
newspapers and magazines. OAI 
sales people argue that in the two 
areas where advertising reaches 
people, indoors and out, outdoor 
advertising dominates the out- 
door area. 

To sell effectively, they insist, 


NATIONAL SALES VOLUME 
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CLIMBING STEADILY—As of Oct. 1, national outdoor advertising volume was up 
5.7% over the same date of the previous year, according to Outdoor Advertising Inc., 


rep 


for the industry. 1951 will be the industry's biggest 


year, this chart shows. 


coverage of both areas is required 
—and there is evidence that OAI’s 
arguments, backed by promotion 
and advertising, are paying off. 


s For instance, take the food clas- 
sification: 

In all the postwar years, this 
classification has shown sizable in- 
creases. In fact, in the ten years 
between 1940 and 1950, the vol- 
ume of food advertising in outdoor 
increased 347%! 

It is frequently pointed out that 
this period coincided with a four- 
fold rise in supermarket sales vol- 
ume. 

The outdoor medium, it is felt, 
has the ability to build package 
recognition and name remem- 
brance, to picture the product in 
actual color, and—most important- 
ly—to intercept the customer on 
his way to the retail outlet to buy. 

These are the qualities—some 
of them—which enabled the me- 


dium to rack up the 347% increase 
in ten years’ time. 

Among the important food ac- 
counts now using the outdoor me- 
dium are H. J. Heinz Co., General 


Foods Corp., Best Foods, Armour | 


& Co., Swift & Co., Kraft Cheese 
Co., Libby, McNeill & Libby, Sun- 
shine Biscuit Co. and National Bis- 
cuit Co. 


e While the food classification 
shows spectacular increases, other 
classifications—standard users, 
such as automotive, gasoline and 
oil, tires, automotive accessories 
and beverages—have been showing 
gains. 

Also, a large number of diversi- 
fied accounts have been brought 
into the medium recently. These 
include such varied products as 
automobile seat covers, oil filters, 
vacuum cleaners, television sets 
and various home insulation pro- 
ducts. 


®) SOMETHING A LADY APPRECIATES! 


DIFFERENT TREATMENT—These current outdoor posters indicate that, depending on 


the filling station or the sex, diff 


Texeco and Mobilgas 


is ded the small fry by 
deolers. 


Hypothetical Case Shows Number of 
Posters, Cost to Cover a Market 


How 24-Sheet Campaign 
Is Bought Shown with 
Sample Statistics 


New York, Oct. 24—How do you 
go about buying outdoor? What do 
| you buy, and what does it cost? 

Let's take the case of the Hypo- 
thetical Coffee Co., which hopes 
to launch a campaign for Hypo 
House coffee in its primary mar- 
ket area, Philadelphia and seven 
| surrounding cities. 


tion of a market, or for the intro- 
duction of a new product. 


e It is no longer possible, outdoor 
men argue, for the consumer to 
give his attention to all advertis- 
ers; it is essential to get a sales 
message across to him quickly and 
completely. And as the advertising 
manager of Hypothetical gets 
deeper into the subject, he finds 
the argument elaborated: While a 
poster demands care and time 
spent in preparation of illustration 


Table A 
} Number, Distribution and Cost of 100-Showing in the 
Philadelphia Area, Based on 12-Month Usage 
City Popu- Non-Illumi- Dlumi- Cost per 
lation nated* nated* Month* 
Philadelphia 

Market 2,326,430 ‘a4 54 $3,780.00 
Camden Market 226,326 18 12 900.00 
Trenton Dist. 176,887 10 10 720.00 
Wilmington Dist. 196,120 14 12 725.00 
Chester Market . 95,262 # 6 377.40 
Allentown 104,300 9 9 575.00 
Bethlehem 77,204 6 6 385.00 
Easton . 52,095 6 6 385.00 
Se 3,252,624 125 115 $7,847.40 

*Figures are for 1952 


The company recognizes the 
keen competition in the field, it 
doesn't want to spread too fast, 
and it has found that it doesn’t 
fare too well in getting point of 
| Sale advertising into supermarkets 
| and other stores. 

It settles on a new campaign, 
in which outdoor will play an im- 

| portant part. 
‘s Outdoor is included because it 
will permit the use of color, and 
will picture the package. The in- 
tention in this case is that the 
advertiser will use an outstanding 
poster design embodying his new 
label. He will use this poster de- 
sign at the start of the campaign 
and will repeat it at intervals 
throughout the year. He feels that 
this will give him a high degree 
of package recognition. 

In outdoor he will get a medium 
which can work fast in establish- 
ing brand name and package 
identification, and in this area, 
moreover, will make him look as 
big as his larger competitors. 

The outdoor campaign will give 
him prestige and the attribute of 
quality—and it will make him take 
advantage of his own problem 


e Almost immediately, the adver- 
tising manager of Hypothetical 
discovers one thing—that the talk 
of “100 or 50 showings” has 
nothing to do with the actual num- 
ber of posters. In outdoor adver- 
tising patois, a full coverage show- 
ing is the number of panels 
set by the local plant operator to 
cover an entire market in a 30-day 
display period. 

This is the “No. 100” showing, 
and from this, naturally, derives 
the 50-showing or the 150. The 159- 
showing is usually used for satura- , 


and copy, it is possible that thé 
careful outdoor advertiser wi 
find his advertisement read in itg 
entirety, and by posting a market 
thoroughly, an advertiser will — 
that his sales message is bein 
constantly re-read, day and night, 
during the 30-day posting period. 

Chances are that most of the 
sales talk the advertising manager 
hears, and most of the information 
he gets, will come from Outdoor 
Advertising Inc., the industry's 
sales organization. 


e OAI, maintained by a large ma- 
jority of the plant owners of the 
country, will assist the advertiser 
and agency fully in the planning 
of national or regional outdoor 
campaigns, with estimates and re- 
ports on availabilities, and crea- 
tion of art and copy ideas where 
requested. 

Among the things that OAI will 
certainly tell the ad manager of 
Hypothetical is that the poster 
talks to the customer just before 
she reaches the retail outlet (re- 
member, the company was having 
difficulty in placing point of sale 
material) and its effect on sales- 
men and dealers—who may miss 
seeing or hearing the manufactur- 
er’s efforts in other media, but can 
hardly fail to see the posters as 
they travel about the area 

Further, the outdoor copy can 
be extended to other media—the 
poster design can be used in r.o.p 
newspaper color, in TV commer- 
cials, and in promotion material 


@ OAI men wil] warn that, be- 
cause outdoor posters contain so 
few elements, they seem decep- 
tively simple to prepare. Actually, 
campaign casualties often result 
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from careless or hasty preparation 
“ and design of posters 

Not only must outdoor copy be 
“easy to take” by its nature, but 
it must contain an inherent fresh- 
ness which will sustain its appeal 
through the miany repetitions of a 
30-day showing. Dull, clu‘tered 
posters can’t make the grade un- 
der these circumstances. 

The advertiser is also warned 
about the necessity for strong cam- 
paign continuity in his posters 
This is another way of capitalizing 
on outdoor’s high rate of repetition, 
and successful outdoor advertisers 
strive for a kind of “family re- 
semblance” in their posters. 


a With ajl these admonitions in 
mind, how long will it take him 
between the start of production on 
his campaign and the posting of 
his outdoor advertising? Well, as- 
suming his sales problem is thor- 
oughly researched, and the final 
poster design agreed upon, then 
outdoor men hold out for about 
four months. 

The four months breaks down 
this way: it will be wise to let the 
outdoor artist have six weeks for 
the original painting of the poster 
design. The lithographing print- 
ing process usually takes another 
six weeks. Finally, the work 
should be scheduled that the 
finished posters are shipped by the 
lithographer to the local outdoor 
@dvertising plants by the first of 
the month preceding the month of 
@isplay. This procedure will allow 
for days in transit and for any 
Variations in posting dates in the 
Various plants. 


: 


so 


With the questions of timing out 
f the way, the new outdoor ad- 
ertiser will get a few tips to re- 
 tarend in posters: 
' (1) Remember that people read 
rom left to right, and be sure the 
oster takes advantage of that fact; 
42) keep the poster simple, getting 
@mphasis by great color masses or 
biz illustrations—many topnotch 
poster artists “break” only part of 
face into the poster area in order 
;. get the effect of great size; (3) 
the copy has to be terse—five or 
Seven words seem to be about the 
ight combination for most outdoor 
advertisers 
The same principle applies for 
fettering. Fancy, novelty or script 


BULLETIN—In the event the advertiser wanted to buy bulletins, he would have to 
choose the locations. One such sample is this one, at N. E. 23rd & Market Sts. in 


Philadelphia. Its size is 20'x48" over-all, it 
city t and busi 


covers the main western approach to the 


center, and its effective (i.e., one-way) circulation 


on the two streets is 37,134 daily. 


lettering should be avoided, with 
sans serif lettering—perhaps a lit- 
tle on the heavy side—making for 
optimum readability. 


e At any rate, the ad manager of 
Hypothetical bought the idea, and 
outdoor accounted for more than 
half of his budget. 

Here’s how he apportioned the 
expenditure, detailed in full in 
Table A. The figures are for a 
100-showing on a 12-month basis. 
The only significant figure omitted 
is circulation: Traffic Audit Bu- 
reau studies, made in Cedar Rap- 
ids, la., and reenforcing early re- 
ports, show that 93.1% of the 
population more than ten years of 
age is exposed to a 100-showing 
21.5 times during a 30-day period. 

What the expenditure actually 
means in terms of city coverage is 
shown by the map of Philadelphia 
appearing with this report. 

For the Philadelphia area job, 
requiring only 240 posters a month, 
the silk screen—flat color—pro- 
cess would be more economical | 
than the lithographic process. On | 
an estimate that each poster would | 
require about 35 printings, the 
cost of production per _ poster | 
would run around $3.85, and the 
total would be $924 a month. 

| 
e Now, if Hypothetical Coffee Co. 
were to decide to use painted bul- 
letins and high spot locations in 


showing, the problem would be 


something like this: first, the ques- | 


tion of availability, since high spots 
are customarily located at points 
of heavy traffic, and clearing them 
and pricing them are matters of 
long-range planning and negotia- 
tion. Secondly, a campaign is sel- 
dom confined to high spots and 
painted walls, etc. These are usu- 
ally used in combination with 24- 
sheet posters, and not alterna- 
tively. The bulletins are usually 
used to hypo the showing. 

The difficulty with these posi- 
tions is also fairly true of the out- 
door industry, which has operated 
during the postwar period at a 
high degree of capacity, so that 
advertisers are unlikely to be able 
to leap immediately into the me- 
dium, but must calculate a period 
of negotiation for availability. 

For in most areas, outdoor plants 
have reached a saturation point. 
There is a physical limitation in 
outdoor; 24-sheet poster locations 
cannot be added immediately, as 
additional pages can be to a maga- 
zine 

Further, there is a trend in the 
industry away from groupings of 
poster panels to single panels. This 
is considered a better break for the 
advertiser, but it not con- 
tribute to the availability of the 
medium. 


does 


@ As a rule, the ad manager of 


Advertising Age, October 29, 1951 


Table B 
Number of Posters, Distribution and Cost for 100-Poster 
Showing in Selected Markets, Based on 12-Month 
Usage 
Non- Cost 
Popu- Tlumi- IMlumi- per 
City lation nated* nated* Month 
New York 
(Manhattan & 
ee 3,453,800 76 76 $5,880.00 
Brooklyn 2,872,300 60 60 4,380.00 
Staten Island 192,300 12 12 864.00 
Long Island 

ar 1,000,000 50 50 3,500.00 
Long Island North Shore 

District 364,667 15 15 1,200.00 
Pe 3,715,000 80 80 6,000.00 

L Flint, Mich.., 

Market 177,498 12 & 600.00 
San Francisco .. 827,400 32 36 2,910.00 
Columbus, O., 

Dist. eer 381,535 20 20 1,120.00 
Providence Dist. . . 432,740 32 16 1,360.00 
Charleston, W. Va., Metro. 

Market 143,494 12 10 550.00 
Fort Worth ...... 293,775 14 14 875.23 
Columbia, 8S. C. 

are 123,555 x x 480.00 

ae 13,978,064 423 405 $29,719.23 
*Figures are for 1952 


display is an outdoor advertise- 
ment painted directly on the fac- 
ing of a special display panel or 
on the wall of a building. They are 
usually located to do special jobs— 
to dominate areas of highest cir- 
culation, to accent a current poster 
showing, or to perform a particular 
institutional job (banks are big 
users of painted displays). 

Painted displays on specially 
erected panels are called “painted 
bulletins,” are invariably larger 
than poster panels, are usually il- 
luminated at night, and may have 
special embellishments—like 
clocks, thermometers, or three-di- 
mensional Painted walls 
are self-explanatory. 

The ad manager finds out that! 


cutouts. 


bulletin copy may be changed | 
every four months, while painted 
wall copy is subject to change 


every six months 


e As we shall see, the advertiser | 
. ' 
is contemplating the expenditure 


Philadelphia instead of the poster Hypothetical is told, the painted! of about $3,780 in the Philadelphia 


METROPOLITAN 
PHILADELPHIA 
SUYING AREA 


; fie 
Noo 6 6 { 
y Vide 

ras ha 


SHOWING—To illustrate just what the Hypothetical Coffee Co 
is buying in Philadelphia, OA! has maps like this one of Philo- 


delphio, which here 


of al ted 


depicts the locoti posters 


(stars) and regular posters (dots). This is a No. 100 showing. 


} 


area each month on a 100-showing 
If he decided to use painted dis- 

plays instead, here’s about what 

he could buy for the same amount | 


of money: 


| luminated, 


1. Seven preferred locations, il-| 
on major arteries of 
traffic, each containing at least 
500 sq. ft. (12%x50’). The cost of! 
these: about $2,700 a month. | 

2. Five neighborhood painted} 
displays, about 200 sq. ft. each 
Cost: about $750 a month. 

3. Six painted walls, cost about 
$300 a month. 

The contract would run for one 
year on these painted displays 


Hypo Goes National 

Now, since this is a purely fic- 
titious case, let’s suppose that! 
Hypothetical Coffee Co. decides to 
go national—to deliver outdoor 
support in nine widely scattered 
markets—New York, Chicago, 
Flint, San Francisco, Columbus, O., 
Providence, Charleston, Ft. Worth 
and Columbia, S. C. 

Assuming for the instant that 
all the availabilities could be 
found, the population, distribution 
of posters and cost would then ap- 
proximate those in Table B. Fig- 
ures again are for a 100-showing 
on a 12-month basis. 

It will be noted that the cost 
of the campaign is related exactly 
to the population of the market— 
that the cost progression between 
the regional and the national cam- 
paign is almost exact. : 


e Production costs change some- 
what. In the national drive, it 
would be feasible to consider either 


silk screen or lithographic process 
posters. 

If produced by silk screen, with 
each poster requiring about 35 
printings, the cost of production 
per poster per ronth for 828 post- 
ers would be $2.70, or a total of 
$2,235.60. 

If, on the other hand, lithogra- 
phy were to be used (it costs some- 
what more, but permits color 
blends and more realistic treat- 
ment), figuring on 52 printings per 
poster, the cost for 828 posters 
would be $4.25 per poster, or a 
total of $3,519. 


Mail Advertising Service 
Group Elects Feldenheimer 

S. Mayer Feldenheimer, pres- 
ident of C. E. Howe & Co., Phila- 
delphia, has been elected presi- 
dent of the Mail Advertising Serv- 
ice Assn. Other officers include 
John Yeck of Yeck & Yeck, Day- 
ton, v. p., and Walter Youngstrom 
of Acme _ Advertising Service, 
Omaha, treasurer. 

Jeannette Robinson of Detroit 
was reappointed executive secre- 
tary of the association. Directors 
include Dial H. Elkins of Batt, 
Bates & Co., Washington; Ed Pit- 
tinger, Direct Mail Service, Chica- 
go, and Mr. Yeck. The 1952 con- 
vention has been scheduled for 
Washington, D. C 


Adopts New TV News Format 


KECA-TV, Los Angeles, ABC 
network station, in cooperation 
with United Press and 20th Cen- 
tury-Fox Movietone, has launched 
an extensive and up-to-the-min- 
ute TV news program, broadcast 
three times daily. Each telecast 
will be a re-edited news show con- 
taining fresh film clips of impor- 
tant events as they arrive by air 
from the central news rooms of 
UP and 20th Century-Fox Movie- 
tone in New York 


Wertheim Opens Agency 

E. Taylor Wertheim, partner in 
Wertheim-Breig, year-old New 
York agency, which is being dis- 
solved effective Nov. 1, has formed 
his own agency with offices at 
299 Madison Ave., New York. He 
will retain all national accounts, 
the Boston, New York and Cleve- 
land accounts and half of the Phil- 
adelphia accounts. Jean H. Breig 
has opened an agency in Philadel- 
phia (AA, Oct. 15). 


Karl T. Finn Appointed 

Kar! T. Finn, advertising direc- 
tor of the Cincinnati Times-Star, 
has been appointed chairman of 
the nominations committee for the 
annual meeting of the Newspaper 
Advertising Executives Assn., 
which will be held Jan. 21-23 at 
the Edgewater Beach Hotel in Chi- 
cago 
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i ey and reflectorized signs. The size, loca- 
Night And Day Visibility tion and copy was identical for all three same 
Produced By Brilliant types studied. COMPANY 
Reflecting Sign Material __ While signs reflectorized with “Scotch- ADDRESS 
4 . lite’ Sheeting had a rental cost slightly 
Str. Pau, Minn.—Comparative circu- higher than painted, non-illuminated city ZONE 
‘ lation costs for three types of roadside boards, they delivered the total night 
signs show those reflectorized with and day highway audience, which the — 
““Scotchlite” Sheeting deliver the great- painted signs did not afford. Rentals a 
a est number of readers per dollar, officials for the illuminated signs were consider- . } 
: of the Minnesota Mining & Manufac- ably higher, but since they delivered no SILVER | YELLOW GOLD RED 
turing Company stated here today. greater audience, the cost per thousand aan , 
This conclusion was based on an anal- viewers was much greater than for sim- GREEN | BLUE | MIXED COLORS 


Outdoor Advertisers Get 


More Readers At Lower Cost 
With “Scotchlite’’ Sheeting 


ysis of board rentals and audience de- 
livered by illuminated, non-illuminated 


ilar boards surfaced with ‘‘Scotchlite” 
Reflective Sheeting. 


i | 
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Get this generous FREE sample of “SCOTCHLITE” Sheeting 


Write today for this free, useful sample of “SCOTCHLITE” Reflective Sheeting — 
enough for your house numbers or mailbox identification. See for yourself how 
this amazing reflective material offers 24-hour advertising impact to truck panels 
and outdoor signs! 


Address “SCOTCHLITE” Reflective Products Division, Dept. AC, Minnesota Mining 
& Mfg. Co., St. Paul 6, Minn. 


Geeewe eee ewe ew eee ew ee ee ee 


TRUCK REFLECTORIZING means fewer 
nighttime accidents and better public rela 
tions. Your name goes everywhere, is seen 
| by everyone on the road. 


“SALESMEN’S CARS get in the act, too. Ne 

matter how intricate your emblem or trade 
'mark, it can be reproduced perfectly t® 
| Feflect all night long in its true colors! 


Get “Center-of-the-stage” attention with 
colorful “Scotchlite” Reflective Sheeting 


SRP GIR Wea ekg Oe a eee og SOP 


. : "SCOTCHLITE” 

TYPE Non-illuminated Uluminated Reflective St 
Cost Per Month $10 $20 $13 

Visibility 12 hours 18 hours 24 hours 

(6AM.—6 P.M) (6 AM.—Midnight) (6 AM.—6 AM) 
oes ca as ey 
Exposed Circulation 

s Per Month 137,500 196,500 213,500 

Cost Per M 7¢ 10g 6 


ee eed a 


: Put your advertising message across with 


smashing impact DAY AND NIGHT! Signs 
made with ‘‘Scotchlite’’ Reflective Sheeting 
take over the center of the stage when night 
falls. Trees, buildings, ordinary signs fade into 
the darkness to form a backdrop for the flash- 
ing performance put on every night, all night 
by these sparkling new signs. 

It’s a 24-hour-a-day show no other sign 


material can match, and it’s INEXPENSIVE! 
No costly illumination or maintenance . . . car 
headlights light up these signs into a mass of 
glowing color. Motorists begin watching your 
advertising as far as half a mile away! 

Want more details about ““THE SIGN OF 
SUCCESS?” See your local sign plant or write 
today to Dept. AA71, Minnesota Mining & 
Mfg. Co., St. Paul 6, Minn. 


“THE SIGN OF SUCCESS” gives you the largest number of lookers over 


the longest period of time at the lowest cost per looker. 


THE SUCCESSFUL MEDIUM used by successful ad- 
vertisers all over the country, in all kinds of busi- 
nesses. 


Made in U.S.A. by MINNESOTA MINING & MFG. CO., 


COMPARE COSTS, compare results and you'll see why signs made with 


“Scotchlite” Sheeting are truly “SIGNS OF SUCCESS.” 


St. Paul 6, Minn., also makers of “Seotch” Brand Pressure- 
sensitive Tapes, “Scotch"’ Sound Recording Ta Underseal” 

Rubberized c oating. “Safety-Walk” Non-slip ‘dortacing. ‘3M” 
Abrasives, 3) Adhesives 


General Export: Minn. Mining & Mfg. Co., International Division, 270 Park Avenue, New York 17,.N. 


In Canada: Minnesota Mining & Mfg. of Canada, Ltd... London, Canada 


DRIVE IN 
Curb Service 


Bete i or bea an en 


| STORE FRONTS AND SIGNS work day and 
' night for you, reminding customers of who 
you are, where you're located and what 
you have to sell. 


USEFUL PREMIUMS with an unusual ad- 
vertising plus! That's reflecting emblems 
of “Scotchlite”’ Sheeting for use on the cars 
and bicycles of your customers. 
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“Scotchlite” Sheeting Samples 
Offered to Ad Age Readers 


by Minnesota Mining & Mfg. 


Swatches ample for use in 
reflectorizing house numbers, 
mailbox or name sign 


Sr. Paut, MINN. (Special) The Min 
nesota Mining & Mfg. Co., makers of 
“Scotchlite’ Reflective Sheeting, are 
offering generous free samples of the 
reflective sign material as a part of 
their current promotional campaign. 
A convenient ordering coupon appears 
on the preceding page 


The “3M” Company has been carry- 
ing a four-color, full page schedule in 


WHERE SAFETY COUNTS, the extra warn- 
ing power of “Scotchlite’ Sheeting is on 
the job guiding and protecting motorists, 
warning of dangerous conditions, over- 


passes, barricades, winding roads. 


NOT A SINGLE REAR-END ACCIDENT at 
night since this fleet of transports was re- 
flectorized by Willett Transports, Inc. Pro- 


Advertising Age and other publica- 
tions throughout 1951 in behalf of 
“Scotchlite’'Sheeting.Sample swatches 
are being offered now to introduce 
advertising people to the product's 
ability to “shine at night,’ and thus 
deliver the complete night and day 
highway audience for truck panels and 
outdoor signs 

The free samples are available in a 
wide variety of colors and 3M is offer- 
ing enough sheeting to reflectorize 
house numbers, mailbox, or name sign. 
The makers of ‘‘Scotchlite’’ Sheeting 
also manufacture the well known 
“Scotch” Brand Cellophane Tape. 


tect your cargoes and drivers, build public 


good-will with ‘“‘Scotchlite”’ 


om 


“THESE SPARKLING NEW SIGNS make a 
says Jack 
Reading, president of Reading Outdoor 
“Scotchlite” 


hit with clients every time,” 


Advertising Co., Centralia, Ill 


Sheeting! 


the day... 


tisers. 


Reflective Sheeting means extra business 


for clients and sign plants alike! 


RAILROAD CROSSING SIGNS are visible 
for thousands of feet, give motorists extra like 
warning even in foul weather. Many rail- 
roads are now reflectorizing passenger cars, 
boxcars, Diesels, wayside signs. 


our distributors, dealers and customers.” 


ordinary signs quit for the night! 
makes them “SIGNS OF SUCCESS’’—the 
successful medium used by successful adver- 


Glorious full-color signs are easily made with 
“Scotchlite”’ Flat-top Sheeting and transparent 


NEW SMOOTH-SURFACED re- 
flective sheeting looks and feels 


baked enamel. Easy to 
clean and maintain; ideal for 
reflectorizing truck fleets, place- 
of-purchase signs, wall signs. 


“THESE SIGNS REPRESENT an excellent 


investment in 24- hour impressions on the 


UNUSUAL DISPLAYS, seasonal boards are 
easily created with “Scotchlite” Reflective 
Sheeting. Any design, no matter how intri- 
cate, can be reproduced in an inexpensive 
sign that works all night long without 
wiring, batteries, owltches or mechanisms. 


motoring public,” says M. F. Barry, adver- 
tising manager of California Oil Co. “We 
have had numerous good comments from 


Works hard day and night to make 
your advertising a success! 


All over the country, signs of sparkling ‘‘Scotch- 
lite” Reflective Sheeting work tirelessly through 
then stay right on the job after 


colors. These new colors look opaque by day. 
At night they reflect headlight beams in full 
color . put on a brilliant show for every 
motorist on the road. 

Your local sign plant can tell you all about 
this new reflectorizing method, or we'll be glad 
to give you the story direct. Just write Dept. 
AA71, Minnesota Mining & Mfg. Co., St. 
Paul 6, Minn. Today! 


That’s what 


5 wat oF 


scorcHliT! 


SIGN of REFLECT! ; 
SUCCESS 5 UHEETING : 


USED IN ALL 48 STATES on traffic signs, advertis- 
ing displays, trucks and buses, railroad cars and 
diesels, grade crossing signs. 


Made in U.S.A. by MINNESOTA MINING & MFG. CO 


TRADEMARKS, PICTURES, 


emblems of all kinds can be St. Paul 6, Minn., also makers of “Scotch” Brand Pressure 


sensitive Tapes, ““Scotch’’ Sound Recording Tape, “Underseal’ 
ae er Rubberized Coating, “Safety-Walk" Non-slip Surfacing, 3M’ 
Give vour outdoor advertising Mie asives a 3M" Adhesives. General Export: Minn. Mining & 

2»: mapeo eet re — fs Co., International Division, 270 Park Avenue, New York 
new life, new vitality, new 24- In Canada: Minnesota Mining & Mfg. of Canada 


Y. 
hour-a-day effectiveness! Ltd. Loudon, Canads 


reproduced in their true colors. 
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UP IN NOVEMBER—Latest in the Union Oil “ 
scheduled for use next month. 


Message Short, 
Union Oil Finds 
Outdoor Works 


Two Premium Products 
Featured in Campaign 
to 40% of Market 


Los ANGELES, Oct. 23—Because 
it has a “short and sweet” cam- 
paign objective, Union Oil Co. has 
been using outdoor boards for the 
past 18 months to successfully pro- 
mote sales of its two premium 
products, Royal Triton motor oil 
and 7600 gasoline, as an associated 
purchase 

At the outset, some magazine 
space was used, but since the first 
of 1951, outdoor has been used 
exclusively because it is felt to be 
the best medium to accomplish the 
campaign objective. The basic ob- 
jective is to associate the two 
products in the minds of motor- 
ists when they think of “quality” 
in motor oil and gasoline. 

With this objective, the theme 
“The Finest,” was developed as 
a descriptive phrase for both prod- 
ucts. Feeling that this is an idea 
that doesn’t benefit from lengthy 
explanation, but can be sold by 
constant repetition, copy is in all 
cases confined to “The Finest.” 
Also shown on all boards is a side- 
by-side picture of the two products 

~ @ to illustrate the desired associa- 
ty tion 


, se The only change between boards 


is the background illustration 

These are “quality situations,” i. e., 
* a polo scene, a yachting scene, etc 
» The repetitive effect is obtained 
. through 150% showings in all ma- 
: jor West Coast cities, and 100% 

showings in all other areas. 

The campaign is admittedly di- 
rected to a special segment of the 
motoring public—perhaps about 
40% of the total. This strategy is 
dictated by the fact that both Roy- 

| al Triton and 7600 cost more than 
competitive premium grades, and 
considerably more than regular 
brands 


tising program going continuously 
for its complete line, including 
space in national magazines for 
Royal Triton, making it difficult 
to assay results of “The Finest” 
campaign 

However, the sales chart shows 
these facts: sales of Union’s Triton 
oil and 76 gasoline have been 
steadily increasing, but the sales 
of Roval Triton and 7600 gasoline 
have increased relatively at a 
much greater rate since the first 
of the year. The biggest increase 
of all has been racked up by Royal 
Triton. 

The Los Angeles office of Foote, 
Cone & Belding is the Union Oil 
agency. 


* gs Union has an extensive adver- 
] 


Topics Boosts Paul Olsen 
sul c. Olsen, management 
t ems editor of Drug Topics, 
has been promoted to director of 
marketing research for Topics 
Publishing Co., New York. 


* campaign is this poster, 


new TV film units—both minute 
and 20-second chain break TV spot 
commercials with sound—for its 
30-month old ad program which 
has been running on 70 stations 
Also, a fall newspaper campaign in 
television cities and fringe areas 
and insertions in trade magazines 
are planned. Foster & Davies, 
Cleveland, is the agency 


Nelson Joins Basford 

Kenneth E. Nelson, formerly 
promotion manager of Power, a 
McGraw-Hill publication, has 
joined the staff of G. M. Basford 
Co., New York agency, as an ac- 
count manager 


Alliance Revamps TV Ads 
Alliance Mfg. Co., 


nas and boosters, 


Two to Grant & Wadsworth 


ON BOARDWALK—This 25x75' spectacular for Schmidt's beer and ale on the board- 


walk in Atlantic City wos designed and erected by R. C. Maxwell Co. 


Mutual, 


Orange-Crush Co., 


Sportsman's Book Club and Orange Crush Buys Show 
Alliance, O.,| Kilian Tackle Co. have appointed 
manufacturer of television anten-|Grant & Wadsworth, New York,| sponsor “The 


has prepared 28|to handle advertising. starting Nov. 


Chicago, will 


CST. The 30-minute program will 
be heard twice weekly for Orange 
Green Hornet” over | Crush beverage. Fitzmorris & Mil- 
7 at 5 p.m.,' ler, Chicago, is the agency 


TWENTY-FOUR SHEET POSTERS 


Over 100 Years of Producing | 


Fine Color Lithography 


ee ee ee 


CREAM — 


DH sparks your hair with 


brighter, richer color 


COUNTER DISPLAYS 


Bt Strobridge 


LITHOGRAPHING CO. 


CINCINNATI 12, OHIO 
BRANCH OFFICES: NEW YORK * DETROIT » CHICAGO + CLEVELAND 
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Outdoor Ad Art 
Exhibit Points Up 
Basic Principles 


Cuicaco, Oct. 26—In 1929, a 
group of advertising men launched 
a contest and exhibition which has 
enjoyed a unique place in the 
field of outdoor advertising—the 
National Competition and Exhibit 
of Outdoor Advertising Art 

Exhibits and competitions have 
been staged annually since that 
time, with the exception of the 
vears 1942 to 1944 inclusive. The 
number of entries has increased 
steadily from some 70 sketches in 
1929, to this year, when 817 de- 
signs were entered in the competi- 
tion 

The national competitions, now 
held under the auspices of the Art 
Directors Club of Chicago, have 
done much to increase the under- 
standing of outdoor advertising 
displays and the techniques which 
get the message across to the 
consume! 


e Walter Howe, director of design | 


for R. R. Donnelley & Sons Co. and 
president of the Art Directors 
Chub of Chicago, describes the pro- 


blem succinctly in the “1950 Poster | 


Apnua!,” published by Outdoor | 


Advertising Inc 


He says that “the problems of | 


the poster, being unique and dif- 
favent from all other forms of 
gfaphic presentation, call for a 
special kind of knowledge and a 
special kind of design and illus- 
tration. To create a_ successful 
péster—-one that will attract and 
please the eye and also deliver a 
complete message in five seconds 
of less—is a challenge that can 
oBly be met by those who thor- 
oBghly understand the technique 
of poster advertising. 

"A good idea without the bene- 
fit of equally good design and il- 
lWstration,” he contends, “will 
hardly produce a_ prize-winning 
pester. On the other hand, neither 


Will good art and design com-| 


pletely save a poor idea. Only 
when the copywriter, art director 
afd artist, each having a compre- 


hensive understanding of the, 
poster medium, integrate their | 


skills does the poster realize its 
full effectiveness 


se “A broader knowledge of the 
medium of poster advertising by 
all those who play a part in its 
creation and production is the 
surest and swiftest road toward 
improving the effectiveness of out- 
door posters. Such is the aim of 
the Art Directors Club of Chicago 
in sponsoring the annual National 
Competition and Exhibit of Out- 
door Advertising Art.” 

Luthur Johnson, art director of 
Young & Rubicam and chairman 
of the exhibit committee, explains 
what the jury sought to achieve 
in his introduction to OAI’s “1950 
Poster Annual.” 

Says Mr. Johnson: “|The jury] 
had quite a job on [its] hands in 
whittling down 817 entries to 100 
designs that represent the best 
that’s being done in poster adver- 
tising today 


gs “The poster, as every art direc- 
tor knows, is a difficult medium at 
best and must necessarily be 
handled with the utmost simpli- 
city. Too often, though, someone 
tries to make a poster do more 
than it should. Too many ideas, too 
much copy, too many elements, 
too much art work and too little 
headwork usually result in a 
poster that starts life as a cripple. 
‘It has to go out and stand up 
against brutal competition ... with 
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Outdoor Advertising Art Award Winners 


Travel 


refreshed 


"HOWDY PARDNER’ LEADS THE SOFT ONES—Coca-Cola didn’t win all three top 

spots in the contest this year, but it did come up with the winner, through D’Arcy 

Advertising Co. Haddon Sundblom is the artist; art director, Wilbur Smart; litho 

grapher, Forbes Litho. Mfg. Co. Nehi Corp. won the second award. The agency is 

Batten, Barton, Durstine & Osborn; artist, Victor Livoti; art director, V. R. Capellupo 

lithoyrapher, Gugler Litho. Co. Nehi Corp. also won the third award. George Rapp 
is the artist on this one; other credits as above 


(3 Bullock's Downtown / 


YELLOW PAGES 


TELL WHERE TO BUY 


Van de Kamps 


FRVtr« Be. 


TOP TRIO AMONG THE LOCAL ADVERTISERS—"‘It’s from Bullock's Downtown’ won 
the first award in the local classification. Dana Jones was the agency; artist, Pat- 
Scho Studio; art director, Owen Clinton; lithographer, Compton & Sons. Ohio Bell 
Telephone Co. took second place with its “yellow pages” poster. Floyd F. Chaney 
of Hal Malmquist & Co. is the artist; art director, E. W. Bondy; lithographer, Mc- 
Candlish Litho. Corp.; handled by Central Outdoor Advertising Co. Von de Kamp’s 
Bakeries tickled the judges’ palates with its donut poster. Arnold Armitage is the 
artist; art director, Leonard B. Homshow, and Foster & Kleiser Co. handled the 
hand-painted poster 


Quiet asa 


GRAND AWARD WINNERS—Ford Motor Co. walked off with the grand award in 
the 19th annual National Competition and Exhibit of Outdoor Advertising Art 
The quiet-as-a-Ford poster wos placed through J. Walter Thompson Co.; artist, J. W. 
Wilkinson; art director, Wallace W. Elton; lithographer, U. S. Printing and Litho 
Co. The second grand medal award went to P. Ballantine & Sons, through J 
Walter Thompson Co.; artists, J. W. Wilkinson and Carl Paulson; art director, 
Charles Barnes; lithographer, U. S. Printing & Litho. Co. The third top award was 
won by General Foods, through Young & Rubicam; artist, Jack Welch; art director, 
Jack Anthony; lithographer, Spurgeon Tucker Inc. 


“Take it easy... 


| use it too!" 


LIQUID POWER AND LUBRICANT GROUP— Atlantic Refining Co.'s church scene won 
the blue ribbon in the gasoline and oil clossification. N. W. Ayer & Son is the 
agency; artist, Lambert Studios; art director, Cal Anderson; lithographer, McCandlish 
Litho. Corp. American Oil Co. took second place with the fingertip starting approach. 
Agency, Joseph Katz Co.; artist, Harold Anderson; art directors, Harry Kullen and 
Morris Needle; lithographer, Litho-Poster Corp. of America. Texas Co.'s speed 
cop poster, through Cunningham & Walsh, took third place. Artist, George Rapp; 
art director, Leslie Beaton; lithographer, Spurgeon Tucker Inc 
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These famous names and many others have learned to take full advantage of the outdoor medium—by 
directing, with bull’s-eye accuracy, an important part of their advertising effort to 24,000,000 car-owning families of 


America. 


They’re still at it . . . because it pays off handsomely at the nation’s cash registers . . . in hamlet, metrop- 


olis and everywhere in between. 


With National Advertising Company signs and bulletins you 
can deliver your brand name and message with commanding, repetitive*, 
day-and-night impact** on the top 60°> of America’s buying power for as 


little as 5 cents per thousand exposures. © in come Matenc! progoems the ofver 

tiser’s name and message are delivered 

National Advertising Company . . . alone among plant operators as often as once every 12 minutes along 
hundreds of miles of open rural roads. 


** National's TE are embellished with 
(registered trade- 


A ; _ mark of the 3M Company’s reflective sheet- 
Plan now to put this unique, powerful advertising force to work ing), which makes a spectacular, recogni- 
tion-building impression on that % of the 
highway audience which travels after dark. 


NATIONAL ADVERTISING COMPANY 


. offers complete, measured, nationwide outdoor advertising service along 


the open stretches of the U. S. Highway system. 


for your brand and your dealers in 1952. 


22 division offices staffed to serve dealer-cooperative or general coverage programs 
of national or regional scope with uniform sales and operational dependability 
HEADQUARTERS: WAUKESHA, WISCONSIN 
A subsidiary of Minnesota Mining and Manufacturing Company 
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an unfair handicap,” Mr. Johnson 
declared. 

“The jury, like the people on the 
highways and city streets to whom 
poster advertising is directed,” he 
continued, “had no way of know- 
ing what problems and limitations, 


what ‘musts’ and ‘must nots’ 
entered into the making of the 
posters they saw before them 


They could only judge each poster 
for what it was...not for what 
it could have been, or what it had 
to be 


e “Posters,” he concludes, “are 
made to be seen and must be seen 
to be appreciated, so look at the 
posters. They Will speak for them- 
selves—and for the conscientious 
job done by our jury in their se- 
lection.” 


Each year the jury of advertis- | 


and sales executives, artists, 


men and 


ing 
agency 


vides the entries into various class- | 


ifications. Awards are presented 
to the winners in each classifica- 
tion and certificates to the second 
and third posters (or bulletins) in 
each class 

From the prize winners, three 
grand award winners are selected 
and receive gold, silver and bronze 
medals 

The 100 winning posters are 
then reproduced in the “Poster 
Annual,” which has also become 
@ valuable textbook on 24-sheet 
d@sign, layout and execution 

The posters which won top 
awards in the various classifica- 
tions in the 19th annual competi- 
thon are illustrated and described 
iB this section of ADVERTISING AGE 


Taxiposter Service 
Available on 6,000 
Cabs in 103 Cities 

PLovuisviLte, Oct. 24—The Taxi- 
pester, developed here by William 
EK Whaley in 1933, has become an 
important segment of the outdoor 
a@vertising field. 

The Whaley company now op- 
efates Taxiposter advertising on 
194 taxicab fleets in 103 markets 
throughout the country, with a to- 
tal of over 6,000 cabs 

While some of the country’s 
lafgest markets are not repre- 
semted in the Whaley setup, the 
coMpany operates in cities as large 
a® Buffalo, Cincinnati, Cleveland, 


Denver, Houston, Memphis, Mil- 
waukee, Oakland, St. Louis, Se- 
attle, Miami, Richmond, Akron, 


and numerous others of compara- 
ble size, as well as in some smaller 
cities 


@ The Whaley organization han- 
dles the entire job of preparing 
and placing Taxiposter advertising, 
including producing the original 
artwork, when required. Taxi- 
posters are installed on cabs un- 
der long-term contracts, and an 


art directors di- | 


advertiser may buy any combina- 
tion of cities on the Whaley list, | 
providing space is available 

Contracts are all exclusive—no | 
competing accounts are permitted | 
to appear during the life of any | 
contract, and showings are ar-| 
ranged in one-week cycles, usually 
for a year. During that period two 
advertisers may alternate on an 
every-other-week basis, or four 
may alternate on an every-fourth- 
week cycle. 

Whaley handles printing and 
production of the cards, as well as 
shipping, verification and billing 


Bendix Shifts Sales Dept. 

Scintilla Magneto division of 
Bendix Aviation Corp., Detroit, 
has organized separate sales de- 
partments for aviation and indus 
trial products. . 


Sayles Joins Tarcher 


Andrew Sayles, formerly with 
Kenyon & Eckhardt, New York, 


has joined the copy department of 
J. D. Tarcher & Co., New York. 


TEMPTIN’, TANTALIZIN’ TIDBITS—Heinz, General Foods and Kellogg took the 
first three places, in that order, in the food classification. The baked bean casserole 
poster was created for H. J. Heinz Co., through Maxon Inc. Artist, Howard Scott 
art directors, Arthur C. Limbrock and Howard C. Stebbins; lithographer, Continental 
Litho. Corp. Birds Eye's moppets copped second place for General Foods, through 
Young & Rubicam. Artist, Jack Welch; art director, Jack Anthony; lithographer, 
Spurgeon Tucker. Kellogg Co.'s daisy-fresh corn flakes took third spot. Agency, 
Kenyon & Eckhardt; artists, Charles E. Heinzerling and Richard Sargent; art director, 
Gerald Link; lithographer, Spurgeon Tucker Inc 


TOPS IN BEER, WINE AND LIQUOR GROUP-—P. Ballantine & Sons not only won 
the second grand award, but also walked away with the first award in the beer, 
wine and liquor classification. Agency, J. Walter Thompson Co.; artists, Hayden 
Hayden and Carl Paulson; art director, Charles E. Barnes; lithographer, McCandlish 
Litho. Corp. Petri Wine Co. took second place with a poster developed by Young & 


Rubicam; artist, Albert Staehle; art director, Donald F. Sternloff; lithographer, 

Gugler Litho. Co. Pabst Sales Co. wound up with the third award. Agency, Warwick 

& Legler; artist, Michael Dolas; ort director, Arthur Deerson; lithogropher, U. S. 
Printing & Litho. Co 
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Meadow Gold 


ICE CREAM, GUM TOP CONFECTIONS LIST—Swift & Co.'s poster featuring fresh 
strawberries in “real strawberry ice cream’ wound up in top spot in the confections 
classification. Agency, Needham, Louis & Brorby, artists, John Howard and Horace 
Hime; art director, Ernest Allen; lithographer, Gugler Litho. Co. Artist Otis Shepard's 
Juicy Fruit creation won second ploce for Wm. Wrigley Jr. Co. Agency, Charles W. 
Wrigley Co.; art director, Otis Shepard; lithographer, Gugler Litho. Co. Beatrice 
Foods Co. took the third award in the group, with its photo-reverse poster on 
Meadow Gold sherbet. Agency, Foote, Cone & Belding; artist, Kling studios; art 
director, Jack Holmes; lithographer, Gugler Litho. Co. 


LASTEX - NYLON 
SWIM SUITS - SUNCLOTHES 


-richest 
of all meats! 


fortified with LIVER <> 


FORTIFIED wiTH LIVER a 


JANTZEN TOPS THE MISCELLANEOUS GROUP—Jantzen Knitting Mills took both 
first and second awards in the miscellaneous classification in the 19th annual No- 
tional Competition and Exhibit of Outdoor Advertising Art. The agency is Botsford, 
Constantine & Gardner; artist on the first award winner is Haddon Sundblom:; artist 
for the second place award is Al Parker, art director for both posters is Elizabeth 
Eyerly; Edwards & Deutsch Litho. Co. is the lithographer on both. Armour & Co. 
took the third award with its Dash dog food poster. Agency is Foote, Cone & Beld- 
ing; artist, Charles Miller; art director, John B. Breunig; lithographer, Gugler Litho. 
Co. 
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Donnelly Adv. 


REACHING PEOPLE OUTDOORS IN KEY EASTERN MARKETS 
BOSTON - BALTIMORE - NORFOLK - SCRANTON 


WORCESTER + PORTLAND + NASHUA + BURLINGTON 
NEW LONDON*+ NEWPORT NEWS + PORTSMOUTH 
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Traffic Audit 
Bureau Plans 
State Audits 


New York, Oct. 24—State-wide 
audits of outdoor 


tion, and a new program for audit- 
ing and certifying the amount of 
effective circulation to which 
painted displays are exposed, are 
major new developments in a 
broader and more intensive pro- 
gram undertaken by the Traffic 
Audit Bureau 

State-wide audits have been en- 
dorsed by both the Assn. of Na- 
tional Advertisers and the Amer- 
ican Assn. of Advertising Agencies. 
Both organizations have adopted 
resolutions recommending that ad- 
vertisers and agencies make known 
to operators of unaudited poster 
panels their interest in and need 
for TAB or similarly audited cir- 
culation data for all markets in 
which they buy, or are likely to 
buy, poster showings. 


| 
e “Since TAB's auditing program 


was taken out of the ‘deep freeze’ 
early in 1949,” V. H. Peiz, manag- 
img director of TAB, told ApvEr- 
TESING AGE, 
Ras been made toward 
aBdited circulation figures 


securing 


of the population covered by poster 
advertising in the U.S. and Can- 
ada 


“The first objective was to bring | 


the larger markets into the audit- 
img program,” he pointed out, 
“Gince advertisers and agencies 
Were desirous of having audited 
figures for larger markets as soon 
ag possible. 

“By the beginning of 1951 this 
objective was well on 
t@ward accomplishment. To date, 
applications for audit have been 


réceived from plant operators in| 


the U.S. covering a total popula- 


tion of 54,700,000. In addition, ap-| 


plications have been received from 


Canadian plant operators covering | 


a total population of 3,132,000 


@ *Thus, 
ures,” Mr. 


audited circulation fig- 
Pelz said, “will soon be 
available for 54% of roughly 100,- 
600,000 population served by 
American plant operators, and for 
about 45% of 7,018,000 population 
served by Canadian plant opera- 
tors 

“By population of the market, 
city or district,”” Mr. Pelz said, “the 
number of American markets cov- 
ered by application for audits is 
as follows: 100,000 and over, 109;! 
50,000 to 100,000, 82; 25,000 to 50,- 
000, 36; 10,000 to 25,000, 56; 5,000 
to 10,000, 54; under 5,000, 400 

“Now that the first phase of our 
program has been pretty thor- 
oughly completed, the second ob- 
jective has been set. This,” he ex- 
plained, “is to extend the auditing 
program to as many smail towns 
as soon as possible, in order to 
achieve industry-wide availability 
of circulation figures for poster 
plants in smaller as well as in 
larger markets 


e “As a means of putting steam 
behind the spread of the auditing 
program,” he continued, “the Out- 
door Advertising Assn. of America 
has undertaken an intensive cam- 
paign to persuade the various state 
outdoor advertising associations to 
undertake state-wide auditing pro- 
grams to include all smaller town 
plants as well as plants in larger 
cities 

“The national association has 
offered the services of one of its 
field representatives to any state 
assocfation which undertakes such 
a state-wide program, to assist all 
plant operators in planning their 
traffic counts and in following 


advertising in| 
towns of less than 50,000 popula- | 


“considerable progress | 


for} 
pester showings for a large part, 


the way} 


through McCann-Erickson, 


YOUTH AND AGE LEAD THE FIELD—Prize winning posters in the automotive ac- 
cessory classification are these three for Atlas, Kelly and Pure. Atlas Supply Co., 
took first place. Artist, 
Herbert Noxon and Donald Calhoun; lithographer, Continental Litho. Corp. Second 
place went to Kelly-Springfield Tire Co. 


Robert Skemp; ort directors, 


through Compton Advertising; artist, 


Howard Scott; art director, Merle Reed; lithographer, McCandlish Litho. Corp. Pure 
Oil Co.'s baby and safety pin won third spot. Agency, Leo Burnett Co.; artist, Joyce 


Beals; art director, 


Ballantyne; art director, Howard Andersen; 
Co. 


A. A. Dailey. Theme Hosiery Co 


lithographer, Edwards & Deutsch Litho 


Kansas City CHIEF 


to Chicago 


Leaves 1O?™. 


HEADDRESS, LEGS AND POINTING FINGER—Tops in the pointed display classifico 
| tion, as selected by the judges, were these displays. Atchison, Topeka & Santa Fe 
| Railway System took the first award. Leo Burnett Co. is the agency; artist, Victor 


received the second award 


| for its board with the shapely legs. The artist is Robert Preston; art director, Leonard 
| Hamshow. It was handled by Foster & Kleiser Co. Plymouth division of Chrysler 
Corp. wound up with the third award in the painted bulletin group. N. W. Ayer 


& Son is the agency; artist, John Milligan; art director, 


Don Kubly 


| through on the preparatory work 
incident to having plants audited 

“As a result of this activity,” 
Mr. Pelz said, “ten states have 
passed resolutions in favor o 
state-wide audits. These are Ala- 
bama, Arkansas, Georgia, Indiana 
Kentucky, Louisiana, Michigan, 
Ohio, West Virginia, and Wiscon- 
sin 


— 


e “Applications have already been 
received,” he said, “from a sub- 
stantial proportion of plant opera- 
tors in Arkansas, Georgia, Indiana, 
Kentucky, Michigan and West Vir- 
ginia 

“In addition to those states, 
which have really gotten under 
way on the state-wide auditing 
program,” Mr. Pelz said, “the state 
associations of Maine, Massachu- 
setts, Missouri, New York, Oregon 
and Pennsylvania have started to 
carry the campaign for state-wide 
audits to all of their members 

“Another phase of TAB's activ- 
ity in the last few months,” Mr 
Pelz said in conclusion, “has been 


authorization by the directors of 
a program for auditing the effec- 
tive circulation of painted display 
units. Details of this program are 
now being worked out, and will 
be ready shortly for 
to all plant operators 
vertisers and agencies 


and to ad- 


NBC Boosts Two in Capital 


Eugene E. Juster, director of 
integrated services and director 
of public service for NBC's Wash- 
ington radio and TV stations, has 
been promoted to station manager 
of NBC-owned WRC-AM and FM 
and WNBW-TY, Washington 
Charles M. Delozier, sales mana- 
ger of WNBW, has been promoted 
to assistant general manager under 
Mr. Juster 


Michigan Wineries to Doner 
Michigan Wineries Inc. Paw 
Paw, Mich., has appointed W. B 
Doner & Co., Detroit, to handle 
its advertising. Newspapers, tele- 
vision and radio will be used to 
publicize the Rosalie, Ambassador 
Club and Black Label brands 


| 


presentation | 
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SEE YOUR 


TLL BE 


LOCAL CHEVROLET DEALER 


QUIET AS A FORD 


ILL BE QUIET AS AFORD 


AUTO AWARD WINNERS—First award in the automobile classification was won by 
Chevrolet division of General Motors Corp., placed through Campbell-Ewald Co; 


artist, Meinzinger Illustrations Inc.; 


art director, 


Richard Jemison; lithographer, 


Gugler Litho. Co. Ford, which took the grand award, also turned up in second 


place in the auto classification. 


J. Walter Thompson Co. 


is the agency; artist, 


George Wilkinson; art director, George Booth; lithographer, U. S. Printing & Litho. 
Co. Pontiac's 25th year poster took third place in the group. Agency, MacManus, 


John & Adams; artist, 


Bradshaw Crandell; 


ort director, James MacGuire; litho- 


gropher, Gugler Litho. Co. 


Fake your problems 
to Church tis week 


“most leave them hen : 


PUBLIC SERVICE OUTDOOR AD WINNERS—The United Church Council's poster on 
taking problems to church took the top award in the public service advertising 


classification. J. Walter Thompson Co. is the agency; artist, Albrecht Durer 
John Cook and Edward Fischer 


1528 A.D.); art directors, 


(1471- 


lithographer, Spurgeon 


Tucker Inc. Outdoor Advertising Assn. of America, through Mass Marketing Institute 


Inc., 


received second place award for the death-rides-at-night poster. Charles Gerber 


is the artist and the art director, while Mid-States Litho. Co. handled lithography 


New Enamel Adds to 
Life of Outdoor Signs 


LinpeN, N. J., Oct. 25—A new, 
porcelain-like enamel designed to 
provide long-lasting resistance to 
the weather and to abrasion has 
been developed by United Lacquer 
Mfg. Corp. 

Called Porcelan-amel, the prod- 


uct was developed for Colonial 
Neon Co., North Bergen, N. J., 


and is doubling the life expectancy 
of the first outdoor signs on which 
it has been used, according to the 


} manufacturer 


The enamel is expected to prove 
particularly valuable for use in 
outdoor installations where the 
atmosphere contains a high con- 
centration of corrosive materials, 
such as sulphur, United says 


Wieland Joins ‘Artist’ 

Norman Wieland, formerly in 
business for himself, has joined 
American Artist, New York, as an 
advertising representative. 


Prestone Buys TV Show 

National Carbon division, Union 
Carbide & Carbon Corp., New 
York, has assumed sponsorship of 
“Take Another Look.” This 30- 
minute program, telecast Sundays 
at 12:30 p.m., EST. covers, via 
films, highlights of the preceding 
day’s football games. Time on 
CBS-TV was bought through Wil- 
liam Esty Co., New York, for Pres- 
tone anti-freeze 


TV Zoo Film Available 
Phillips-Ramsey Co., San Diego 
agency, has made prints of * 
hind the Scenes at the Zoo,” 
week series of 15-minute televi- 
sion films, available for local spon- 
sorship Initial showings have 
been made over KFMB-TV, San 
Diego, with the First National 
Trust and Savings Bank as spon- 


sor 


Don Snap Rejoins Rippey 


Don T. Snapp, after his second 
tour of duty with the U. S. Navy. 
has rejoined Arthur G. Rippey & 
Co., Denver, as an account execu- 
tive. 
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A single medium dominates the outdoor 
advertising field in Canada’s rich town and city 
markets. Your message can't be lost in a clamour 
of highly competitive media when it goes on 
Canadian 24-Sheet Posters. To be conspicuous in 
Canada, buy Posters. 


Canada .. . Posters dominate in Canada . . . Posters 
dominate in Canada . . . Posters dominate in C d 
. . . Posters dominate in Canada . . . Posters dominate 


y 


i; 2 meee 


i eee 
. .. Posters dominate in Canada . . . Posters domi- 
nate in Canada . . . Posters dominate in Canada . . . 
Posters dominate in Canada . . . Posters dominate in 
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AMERICAN ADVERTISERS 


American advertisers and their Agencies will be 
interested to know that Canadian poster plant 
operators and solicitors maintain a central 
information and service office. This office does 
not accept or clear contracts, but does maintain 
@ coast-to-coast inspection service of all plants 
and is equipped to provide all advertisers and 
agencies with extensive data on the Poster 
medium in Canada. For the complete story on 
markets, coverage, rates and contract procedure, 
please address your enquiry to 


POSTER ADVERTISING 
ASSOCIATION OF CANADA 


80 RICHMOND ST. W., TORONTO, CANADA 
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TWO TOP, TWO BOTTOM—This chart shows the rise and fall of ratings on out- 


door posters, taken for the two top-rating beer outdoor advertisers, 


two lowest-rating advertisers 


and the 


The chart is adjusted for 100-showings, and covers 


from early 1949 to mid-195) 


Watch Fundamentals and Get Higher 
Poster Readership, Brennan Urges 


New York, Oct. 25—Outdoor ad- 
vertisers fail to realize that their 
use of the medium could be con- 
siderably improved, and that good 
wBage costs no more than medio- 
@e performance 

That's the opinion of J. E. Bren- 
nan, president of Poster Appraisal 
Service, Reseda, Cal., and he but- 
tBesses his opinion with statistics 
récorded over five years in 123 
o@tdoor copy surveys. These sur- 
véys were taken in New Haven, 
Miami, Cincinnati, Dallas and Los 
Angeles, and evaluated 2,564 dif- 
f@rent 24-sheet poster designs, and 
récorded more than 2,000,000 con- 
S@mer reactions. 

Mr. Brennan calls attention to 
the table of highest and average 
pester remembrance (see col. 4) 
a§ evidence that some advertisers 

the medium far better than 
Ohers, and that “average” per- 
fagmance in the medium can be 
pfedicted. PAS now feels that 606% 
pénetration of the market is a 
reasonable level of expectancy for 
m@st outdoor campaigns, and that 
exceptionally strong copy can 
drive up to 70% or 80% 


® Although advertisers buy a huge 
potential, they only partially ex- 
ploit the medium, PAS argues, and 
says that advertisers and agen- 
cies tend to spend too much time 
in “riding” outdoor locations, too 
little time in getting copy that 
clicks. 

As evidence that a single classi- 
fication can contain marked var- 
iations in poster copy performance, 
Mr. Brennan cites the record of 
15 beer advertisers in Dallas, 
whose poster ratings are summar- 
ized in the table in the next col- 
umn. The chart above shows the 
performance, over a three-year pe- 
riod, of the two best-advertised (in 
outdoor) beers in Dallas, and the 


two whose poster recognition was 
lowest 

The evidence suggests that 
scale—outdoor 


on 


a national adver- 


BEER POSTERS 
IN DALLAS 


Designs Average Remembrance 

Advertiser Checked Men Women 

A 16 63.4% 53.9% 
8 33 63.3 53.2 
c 10 56.7 50.8 
0 16 54.4 50.0 
e 7 52.6 43.3 
F 25 52.5 48.3 
G 26 50.7 44.2 
4 12 50.1 449 
I 6 49.7 418 
J 14 49.2 40.6 
K x 43.0 %6.0 
L 14 412 %.8 
” 9 40.7 34.0 
N 19 37.5 31.5 
0 13 35.6 34.2 

tisers are losing around $20,000,- 

000 in selling opportunities an- 


nually in outdoor. Mr. Brennan 
further that almost any ad- 
vertiser can step up the selling ef- 


Says 


ficiency of his advertising by 5% 
or 10%, and some could double 
their results 


® Here's how outdoor copy can be 
improved, in four capsule steps 

1. Spend more time developing 
superlative copy, and less time and 
money in selecting the particular 
poster panels on which the copy 
go (“weak copy will never 
make a strong impression, no mat- 
ter how good the panels on which 
it is displayed”) 

2. Advertisers should employ ex- 
pert creative people and lithog- 
raphers—the high-ranking displays 
turned out by qualified creative 
men have consistently high scores, 
while much of the copy shows it 
was produced by men still not yet 
familiar with the medium 

3. Stick to copy practices which 
have proved results (a gasoline 
advertiser, rolling along at 60% 
remembrance, passed up his tried 
method once, and promptly drop- 
ped 25% on his score) 

4. Question the idea of “absence 
of product interest’ for explain- 


is to 


low 


ing poster scores—statistics 
prove it just ain't so, with Atlas 
batteries racking up a readership 
of 54.5% among women and Ritz 
cracker’s Arthur Godfrey poster 


PROOF —When advertisers convince themselves that product category governs reader 
ship and remembrance of posters, Poster Appraisal Service likes to cite this poster 


by National Biscuit Co. for Ritz crackers 


McCann-Erickson 


It got 54% readership 


by men in April of this year, 10% more than the 44% average of the classification 
with men. 


showing 54% among men 

In this connection, PAS is active 
in copy analysis, and has reported 
on such varied themes as the ap- 
parent effectiveness of posters 
using men against those using wo- 
men, colored backgrounds vs 
white, posters with one person vs 
those with two or more, lettered 
posters without pictorial illustra- 
tions—and the PAS Copy Clue Re- 
port will shortly deal wih the 
subject of sex appeal in poster ad- 
vertising. 

PAS bears down hard on funda- 
mentals, insists that improven 
in outdoor advertising can 
from such basic reminders as 
bearing in mind the size of the 
poster in relation to the distance 
at which it will be viewed; (2) the 
speed at which viewers will be 
traveling; (3) minimum degree of 
daylight illumination to be ex- 
pected; (4) possibility of shadows 
falling on poster; (5) the general 
nature of the backgrounds agains‘ 
which poster panels are seen; (6) 
the limited power of human vision; 
and (7) the amazing power of sim- 
plicity 


ent 
come 


(1) 


® Aside from these basic facts, 
largely mechanical, PAS 
points out that a poster must not 
necessarily be witty to do a selling 
job. The appraisal company feels 
that strong poster copy is within 
the reach of everyone, and offers 
this solution: 

1. Take one sound selling idea. 
2. Present it in a manner which 
is warm and human, and so crys- 


also 


tal-clear it can be grasped in a 
flash 
Coca-Cola Co. Mr: Brennan 


says, is the outstanding example 
of this approach. The copy is sim- 
ple—“Drink Coca-Cola—-it’s de- 
licious and refreshing” the 
Coca-Cola posters are of continu- 
ing interest and as effective as 
evel 


yet 


@ In the simple terms of dollar 
and cents, PAS feels that if an ad- 
vertiser has invested $100,000 in 
outdoor display space, and his cop) 
is only 60% efficient, he gets only 
$60,000 from his $100,000 invest- 
ment. If he can step up his copy 
10%. he will be getting $10,000 
worth of additional selling effec- 
tiveness at no additional cost. And 
that’s why, of course, PAS feels 
that any wise advertiser will spend 
some money checking the relative 
effectiveness of his posters and 
those of his competitors, and in 
studying the effectiveness of high 
scoring posters, so that he may 
apply it to future copy 


Outdoor Activity 
in Michigan Hits 
High Water Mark 


Detroit, Oct. 25—Throughout 
the entire Michigan industrial 
area, outdoor advertising activity 
is at an alltime high 

Real estate activities, creative 
departments and sales and 
vice divisions of outdoor 
plant operators are handling a 
peak work load. 

Along with the boom in commer- 
cial and industrial construction 
and the expansion of suburban 
markets, there is an unusually high 
turnover in panels—removal 1 
replacement of units at new loca- 
tions—and a construction of new 
locations is a continuous activity. 

According to Clarence D. Blessed, 
president of Walker & Co., outdoor 
advertising circulation in- 
creased appreciably each year for 
the past five years 


ser- 


poste! 


an 


Nas 


@ The result, he out, is 
that values on a cost-per-thousand 
basis are more attractive than at 
any time in the past ten Mr 
Blessed cites the recent ADVERTIS- 
ING AGE study on ad rates (AA, 
Aug. 20) in support of his conten- 
tion. He added that Walker & Co 
currently is engaged in a complete 


points 


years 


Advertising Age, October 29, 1951 


Highest and Average Poster Remembrance Scores 
Poster Appraisal Surveys 
in New Haven - Cincinnati - Dallas - Los Angeles 


(All Scores are on a 


Designs Highest 
Cheched Score 
AMUSEMENTS 
Motion Pictures 2 50.2% 
AUTOMOTIVE 
ars 26i 77.0 
Trucks 41 69.5 
Gasoline 168 76.5 
1] 133 71.0 
Batteries 8 60.7 
Tires 50 76.7 
Service 51 76.7 
Anti-freeze 18 48.5 
Institutional 20 67.5 
BANKS 
State and Nat’! Banks 31 68.5 
BLDG. MATERIALS 
Paint 4 45.2 
CEMETERIES 
em. and Mortuaries 3 53.5 
DRUG PRODUCTS 
Medications 7 55.5 
Paper Products 26 69.2 
Toslet Soap 5 66.2 
FOOD PRODUCTS 
Bakery Products 
Bread 91 70.5 
Cake & Pie 19 56.8 
Crackers 73 60.0 
Baking Mixes ll 47.7 
Shortenings 4 24.5 
Beverages 
Coffee 20 65.2 
Tea 1 35.7 
Soft Drinks 53 76.5 
Beer & Ale 584 79.0 
Wine 53 82.2 
Whisky 28 66.2 
Canned foods 
Fruit 32.0 
Jurce-Vegetable 38.0 
Juice- Fruit 50.7 
Soup & Stew 64.2 
eat 1 50.7 
Milk 53.5 
Vegetables 44.0 
Vegetables-Beans 67.4 
Chile & Tamales 60.5 
Cereals-Cold 53.0 
Cereals-Hot 18.7 


Condiments 


Nn 
Nee NVR OW KVBMwsUnraAnn~s 


Catsup 58.0 
Mayonnaise etc 49.5 
Pickles 34.7 
Salt 1 71.7 
Sugar 33.7 
Confections 
Candy 65.7 
Gum 59.8 
Nuts 
Dairy Products oe 
Cheese 5 70.2 
Ice Cream 41 59.7 
Milk & Cream 9 55.2 
Oleomargarine 35 55.0 
Dog Food 5 60.2 
Frozen Foods 29 59.0 
Fruit 
Fresh fruit 13 55.5 
Gried fruit 2 28.0 
Macaroni etc 1 36.2 
eat 
Fresh and cured 7 59.7 
Miscellaneous 6 68.2 
HOUSEHOLD EQUIPMENT 
Radio-Television sets 10 42.7 
Ranves 4 61.0 
Refrigerators 12 45.5 
Vacuum cleaners 1 26.5 
Washing machines 3 58.6 
PUBLICATIONS 
Newspapers 7 44.7 
PUBLIC UTILITIES 
Gas & Electric Serv 9 58.2 
RETAIL STORES 
Department Stores 4 45.7 
TOBACCO PRODUCTS 
Cigars 1 51.2 
Cigarets 2 82.7 
Pipe Tobacco 1 52.2 
TRANSPORTATION 
Railroads + 69.0 
WEARING APPAREL 
Swimsuits 9 73.7 
Men's Clothing 6 53.7 


audit of circulation and space posi- 
tion values which, when com- 
pleted, will provide accurate, up- 
to-date measurements 

The medium is being used by 
advertisers to saturation. Demand 
for continues brisk and all 
availabilities will be solidly 
booked. To date, 92% of all the 
poster advertising space scheduled 
by advertisers this vear has been 
renewed for 1952 


space 


@ Within the past six months, a 
number of new programs have 
been inaugurated in Michigan mar- 
kets, among them a number of im- 
portant grocery product accounts. 
Food advertising, Mr 
has for one-fourth of 
the ad volume in the area 
and to show an increase 


Blessed says, 
accounted 
outdoor 
pron 
juring 1952 

As trends, he sees increased use 
of outdoor as a companion me- 
incorporation of outdoor in 
a non-duplicating 
increasingly selective 
outdoor in certain 
trend toward 
i greater number of sectional pro- 
grams, and increased activity by 
automotive accounts. 


dium; 
aq programs as 
selling force 
application of 


marketing areas; a 


+100-showing basis) 


MEN WOMEN 
Average Highest Average 
Remembrance Score Remembrance 

45.9% 58.5% 49.4%, 
57.3 72.3 44.6 
57.3 52.5 38.4 
52.5 65.7 43.1 
49.0 66.0 38.6 
47.0 61.5 37.4 
50.7 67.2 39.8 
53.9 67.5 42.9 
39.3 37.5 26.5 
57.9 73.2 51.6 
484 64.0 441 
29.1 45.2 31.4 
50.5 55.0 53.0 
42.7 59.0 43.9 
60.9 71.5 68.1 
61.3 74.3 67.1 
$7 79. 

48 61 

44 69. 

3a 52 

21 29. 
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7 
9 
3 
0 
0 
6 
5 
8 
3 
7 
7 
45. 59. 46.9 
38 56 46.2 
a 36 36.7 
73. 60.0 
25. 32 31.5 
62 73 66.7 
53. 58 51.2 
43 54 54.0 
43 77.0 47.0 
40 70.7 49.9 
36 44.2 37.6 
36 60.2 43.2 
53. 59.7 55.0 
42 69.5 50.6 
37 61.7 40.7 
27 38.5 36.3 
36 43.2 43.2 
48.6 75.5 55.7 
45.4 70.7 50.3 
35.4 38.3 32.7 
38.7 62.2 44.1 
39.1 48.0 40.4 
26.5 25.7 25.7 
48.9 79.0 64.5 
37.0 43.0 33.1 
37.1 62.0 416 
37.0 510 44.9 
$1.2 33.7 33.7 
79.8 80.0 ; 
52.2 — = 
65.5 62.8 53.1 
65.1 67.0 38 
35.1 43.7 38> 


Reichert Chosen President, 

Name of Agency Changed 
Arthur Reichert, executive V.p., 
has been elected president of Bee- 
son-Faller-Reichert, Toledo agen- 
cy. At 


the same 
time, the firm 
name, which has 
remained un- 
changed for five 
years since the 
death of Ray- 
mond J. Faller, 
former partner 
and v.p., has been 


changed to 
son-Reichert. 

Other appoint- 
ments are: John 
Oo. Munn, presi- 
dent, to vice-chairman of the 
board; Harold Tenney, copy chief, 


Bee- 
‘“ 


Arthur Reichert 


to v.p. The following were re- 
elected: Starling Beeson, chair- 
man of the board; A. E. Gross, 
v.p.; W. D. Thackeray, v.p.; H. 


Reed Sturgeon, secretary-treasurer, 
and Arnold Wager, assistant treas- 
urer and office manager 


Bencone Names R&R 

Bencone Uniforms. New York, 
nurses’ uniform manufacturer, has 
appointed Roberts & Reimers, New 
York, as its agency 
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SHORT COPY ... in a showcase 


| 


+ FRIGIDAIRE a. 


-_* oy 


SEE YOUR FRIGIDAIRE DEALER 


Outdoor Advertising 1s the showcase of the market place. That's why 


we use it to tell our message and display our product dramatically, ettec- 


Yt ice 


V. H. Perers 
i D Manag 
’ GENERAL MOTORS CORPORATION 


tively and economically. 


PRICHDOAIRE 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 

sorvinn ene Sith WALKER & COMPANY * UNITED ADVERTISING CORPORATION * WHITMIER & FERRIS ©O., INC 

9 ROCHESTER POSTER ADV. CO., INC. * RICHMOND POSTER ADV.CO. * E£.A. ECKERT ADVERTISING CO 

of the nation’s PORTER POSTER SERVICE * SLAYTON & COMPANY * THE HARRY H. PACKER CO. © BORK POSTER SERVICE 

SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C.E. STEVENSCO 

consumers . CONSOLVO ADVERTISING CORP * LEHIGH ADVERTISING CO * MARYLAND ADVERTISING CO 
AMERICAN ADV. CO STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22 
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lamm’= Beer for You 


St. Paul, be 


TELLS DISTRIBUTORS—Theo. Hamm Brewing Co 
lieves in merchandising its advertising to distributors. The un- 


yeor, as well as b&w reproductions of the five others scheduled 
The other side of the folder discussed all phases of the com 


usual folder shown here, which went to the brewer's distributors pany’s 1951 ad campaign. The agency is Campbell-Mithun. The 

bore full-color reproductions of two of the 24-sheets used this posters were produced by U_ S. Printing & Lithograph Co 

Herbst Opens Own PR Firm for the Associated Bulb Growers ‘Good House’ Ups Navin 
argaret Herbst, formerly in of Holland, has opened her own Robert F. Navin has been pro- 


chafge of public relations and pro- public relations office at 101 Park 
motion in the U. S. and Canada Ave., New York 17. 


Housekeeping, effective Nov 


| 


moted to Detroit manager of Good 


ontHe DEEP SOUTH... 
WHERE BUSINESS IS BOOMING! 


LAMAR ADVERTISING CO. 


Gives superior OUTDOOR ADVERTISING service and Plus Value 


JUST LOOK! 


BATON ROUGE, the Capitol of Louisiana, offers the Plus Value of transient 


circulation due to location here of State agencies and Louisiana 
State University. In the past ten years, population up 257 °%/,—now 
125,000; building permits up 1778%. 


| JACKSON, MISSISSIPPI, another Capitol City, is the hub of the state's 


industrial and public activities. Population now up to 143,000. 


PENSACOLA and PANAMA CITY mean FLORIDA! Enormous 
tourist trade. The Naval Air Station at Pensacola and Eglin Field and 


Tyndall Field, near Panama City, are among the nation's largest. 


LAMAR ADVERTISING CO. 


Invites you to the Sunny South 
— The year-round outdoor 
advertising market — 


| motive 


Rin)” 
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TOOK A MEDAL—The Nash “humon situation’ 
brance value and ability to attract attention. This one, which won the grand 


Advertising Age, October 29, 1951 


Now smile... 


like you owned a 


posters have been high in re nem 


d 


in the automobile division in the 1947 National Outdoor Advertising Art compe sition, 
was an especially effective poster. 


Nash Posters Up 
Every Month for 
Past Six Years 


$15,000,000 Put into 
Outdoor by Auto Maker 
Since End of War 


Detroit, Oct. 24—Next month, 
Nash Motors will celebrate the 
completion of six years of con- 
sistent use of outdoor advertising 


without a single interruption 
According to J. B. Huntress, ad- 
vertising iger, Nash Motors 
has had a national showing on the 
boards every month during this 
period, and has become one of the 
best known advertisers in the me- 
dium 
“Since 


1945, Nash has invested 


wide viewer acceptance ‘h the 
U.S. and abroad, and has devel- 
oped a great deal of comment, 


Mr. Huntress said. 


@ The “pride of possession” theme 
developed against a backdrop of 
human interest situations which 
Nash has featured was based on a 
broad common denominator to at- 
tract persons from every walk of 
life, he said. Simplicity and brevity 
dominate the posters, which are 
designed to build prestige for Nash 
and products. Surveys have 
shown that this approach has paid 
high dividends in remembrance 
value among poster viewers 

In conjunction with Geyer, New- 
ell & Ganger, Nash agency, Howard 


its 


Scott, one of the nation’s lead- 
ing human interest poster artists, 
develops poster ideas during the 
agency's poster “jam _ session.” 
Scott paints in water color as a 


base, then uses tempera overlay to 
get depth and quality. His Nash 
posters are good examples of the 


MAIL PULLER—H. C. Doss 


left), v.p. in charge of Nash Motors sales, looks over a 


few of the thousands of letters complimenting the company on its human interest 
outdoor posters. With him are J. B. Huntress, Nash advertising manager, and B. B. 


Geyer, president of Geyer, Newell & Ganger 


Nash agency. Nosh has been o 


consistent outdoor advertiser for the past six years 


approximately $15,000,000 for 
space and mechanical costs in out- 


door advertising,” Mr. Huntress 
told ADVERTISING AGE. “Our own 
careful analysis of our poster 
showings in a number of major 


markets as compared to our cov- 
erage and costs with other media 
has made outdoor advertising one 
of our important selling tools.” 

As a result, the Nash advertising 
manager explained, the outdoor 
program represents a large seg- 
ment of the total Nash advertising 
budget. 


@ Confidence in outdoor advertis- 
ing as a potent sales tool starts at 
the top at Nash, where H. C. Doss, 
vice-president in charge of sales, 
is known as a strong proponent of 
the use of this medium in auto- 
merchandising. Mr. Doss 
points to six years of uninterrupted 
use of outdoor posters as indicative 


| of the belief of Nash Motors and its 
| dealers in the power of this me- 
| dium to sell automobiles. 


Nash already has planned for a 
ful! 12-month poster schedule on 
a national basis for next year, and 
currently is employing more than 
6.000 boards throughout the coun- 
try carry its monthly poster 
message 

The automobile company’s hu- 
man interest approach in its post- 
war outdoor advertising has won 


to 


strength and detail so typical of 
Howard Scott His top- 
flight posters have earned many 
honors both for himself and Nash 
Motors 


designs 


@ According to Mr. Huntress the 
appeal of Scott’s posters lies pri- 
marily in the fact that they mirror 
many national characteristics with 
which the viewer can associate 
himself, including habits, desires, 
humor and facial types and ex- 
pressions of American people. The 
brief and pithy word message com- 
pletes the poster's effectiveness. 
Nash Motors’ human interest 
posters have earned wide acclaim 
from the viewing public. Thou- 
sands of letters are received each 
year complimenting the company 
on its unique and effective pres- 
entations, indicating a lasting and 
favorable impression left on view- 
ers. And the motor maker's designs 
have won numerous awards fot 
effective outdoor advertising art. 


Glass Firms Consolidate 
Thatcher Glass Mfg. Co., Elmira. 
N. Y., manufacturer of glass food 
containers and beverage bottles. 
and McKee Glass Co., Jeanette. 
Pa., manufacturer of ovenware, 
coffee makers and chemical and 
industrial glassware, have consoli- 
dated. McKee Glass Co. will retain 
its corporate identity and be oper- 
ated as a division of Thatcher. 
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Morton Uses Two 
Outdoor Themes 
in All Seasons 


Cuicaco, Oct. 25—For 14 years, 
Morton Salt Co. has violated the 
unwritten rule calling for promo- 
tion of one theme at a time—with 
consistently good sales results. 

The 103-year-old company did 
not a ’e at its twin themes si-| 
multaneously, however. One pre- 
dated *»e other by about 23 years. | 

In i '2, Morton Salt Co. mar- 
keted its first table salt featuring 
the company name. Two years la- 
ter it evolved one of America’s | 
best-known slogans, “When it! 
rains, it pours.” Unlike many ad-!| 
vertisers who feel that constant 
change is essential, Morton offi- 
cials believe that there is as het 
customer appeal in those five) 
words today as there was 37 years | 
ago. | 


@ As a result, about one-third of 
Morton's 18,000 annual postings 
from coast to coast feature the slo- } 
gan and the little girl walking va 
the rain, with a large umbrella} 
over her head and an open pack- | 
age of Morton Salt under her arm. | 

About 1935, however, Morton 
began to explore the merchandis- 
ing possibilities of the related item 
sales approach. Tests and repeated 
usage of this device have been so 
successful that the related item 
idea now occupies a position al- 
most equal in importance to the 
slogan and trademark. 

Each quarter, Morton promotes | 
its salt in relation to other foods, | 
notably fruits and vegetables. It 
is a regular, sustained program, 
tying in with high-profit produce. 
Current posters, scheduled to go 
up Nov. 1, feature a simple illus- | 
tration of apples, apple juice and | 
the Morton package, with a bold | 
face line reading: “Enjoy them 


with Morton's.” | 


s Simplicity is the keynote of the | 
poster, as it is for the entire Mor- | 
ton advertising program. Some of 
the thinking behind this approach | 
was spelled out by Joseph J. Keene, | 
account executive at Needham, 
Louis & Brorby, Morton's agency 
It explains, in part, why Morton 
is a consistent user of outdoor. 

Said Mr. Keene: “Experience 
has shown conclusively that salt) 
should be advertised with a simple, | 
easy to read, easy to understand 
message. After all, the housewife 
has used the basic product since 
the day she began preparing food. | 
It is only the basic advantages of | 
our salt that we need to stress. 

“The slogan was written long 
before we entered the picture, and 
our job on this phase of the pro- 
gram is to provide an interesting, 
eye-catching setting for the little 
girl, her big umbrella and her open 
package of Morton salt 


e “In the related ad item cam- 
paign, the package, which carries 
much of the selling message, nat- 
urally remains the same, and 
though the headline changes as 
desired, we try to establish a con- 
tinuity throughout the year with 
the same line applied to various 
related items 

“Thus,” Mr. Keene concludes, 
“the advertising job is to tell a 
si nple story, using a small amount 
of copy and placing great em- 
phasis on art. Color not only is 
important in bringing out the 
headline message, but must be ex- 
pertly used to supply unusual 
realism to the related fruits and 
vegetabies.” 


e One of the principal advantages 
to Morton of this related item pro- 
motion is its merchandisability. 


When it rains 
it pours 


/ 
4 


iS 


SPRING TOUCH, FAMILIAR SLOGAN—For years, Morton Salt Co. has used the 
slogan, “When it rains, it pours.” Consistent use of the slogan on outdoor posters 
is typified by this spring theme 24-sheet, which wos used in March and April this year. 


-) 
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Enjoy them iam with MORTON'S 
ae ...more people do! 
When it rains it pours = 
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TYING IN WITH THE FALL APPLE SEASON~—Typical of Morton Solt Co.'s four 
related item promotions conducted each yeor is this foll poster, scheduled to 
appear Nov. 1, boosting the use of salt with apples and apple juice. 


conscious of the advertising sup- 
port for their sales efforts when 
they see the posters almost every- 
where they go. 

If there were any lingering 
doubts about the value of outdoor 
to Morton, they were effectively 
dispelled by Marion Harper Sr.’s 
Posteratings which gave the 
“When it rains, it pours” panels 
the highest score for men and 


The agency makes every effort to 
locate the poster panels as close as 
possible to food stores. The ad- 
vantages are obvious: 

1. Customers “receive” the mes- 
sage close to the point of sale. 

2. Food retailers are made aware 
of the Morton advertising pro- 
gram when the posters are in con- 
stant sight. 

3. Company salesmen are more 


women combined among food,|conjunction with Children’s Book 
beer, auto and gas and oil classi- | Week, Nov. 26-Dec. 1. 
fication posters during the year 
ended March 31, 1951. 


W. GLENN HICKS 


ED L. HICKS 


£0.) 
ae 


NEON, ELECTRIC SPECTACULARS 
OUTDOOR ADVERTISING 
KNOXVILLE, TENNESSEE 


Children’s Books Promoted 


Saalfield Publishing Co., Akron, 
publisher of children’s books, is 
sponsoring spot announcements on 
2,238 radio and TV stations citing 
the value of children’s books in 


A NEW LITHOGRAPHY SERVICE 
FOR LOCAL and REGIONAL USERS 
OF 24-SHEET OUTDOOR POSTERS 


CEA 
Za 


Ideal for Breweries, Meat Packers, Dairies, 
Bakeries, Soft Drink Bottlers, Oil Refiners 
and Distributors and many other Advertisers 


Now users of 100 or more posters can buy 
lithographed paper profitably and economically 


Wolff Custombilt Lithography was designed especially to 
serve the needs of the small poster advertiser. It enables you 
to buy beautifully lithographed posters for limited showings, 
yet stay within your production cost budget. These posters are 


individually designed, show the advertiser's name, product, 
package, trade-mark and individual copy, all reproduced 


in natural colors. 


WOLFF PRINTING 


Southwestern Division, Western 


1310 S. SPRING AVE. 


Write or wire 
for full particulars 
today! 


COMPANY 


Printing and Lithographing Co. 
SAINT LOUIS 10, MO. 


Sr 
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SIGN ON SIGN--By painting an outdoor bulletin on a bulletin 
this unusual effect was achieved for Miller High Life. Under black 


Pointing the May to Pleasure ~> 


DREWRYS 


BEER « ALE 


Pointing the Way to Pleasure 


DREWRYS 


BEER ~ ALE 


ARMOUR STAR 


Franks : eiiier C 


light the forest scene shown below, with the deer focused in a 
spotlight, is particularly effective 


AWARD WINNERS—These bulletins (at 

left) for Drewrys and Armour won first 

and second prize, respectively, for the best 

black light painted bulletins in the 19th 

annual exhibition of outdoor advertising 
ort 
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DAY-GLO CAR CARDS—Both of these car cards use Day-Glo fire orange color in the 
display lines that are shaded with a non-fluorescent black. The Pontiac card also 


uses a saturn yellow Day-Glo to emphasize the 


1951" and the chrome trim on 


the car itself. These cards were used on the outside of Cleveland transit vehicles. 


No Longer a Novelty, But... 


Have you seen this sign? 


Prominently located on Chicago’s Lake Shore, this Marshall 
Field & Company bulletin is seen by thousands of Chi- 
cagoans daily. Its distinctive design, hand carved replica 
of the famous Field Clock, and its raised wood letters 
make this sign a standout! Spanjer is proud of the part 
it played in making this outstanding sign come to life from 
the scaled plans submitted by General Outdoor Advertis- 
ing Company. Spanjer craftsmen know how to build SELL 
right into every sign Spanjer turns out. Find out for 
yourself the many ways Spanjer Brothers can serve you 
through your regular outdoor advertising company. Write 


today! 


SPANJER BROTHERS 


NEWARK 4, NEW JERSEY 


\ CHICAGO 10, ILLINOIS 


Black Light and Day-Glo Signs Are 
Achieving Some Unusual Effects 


Changing Copy and 
Other Innovations Add 

to Their Effectiveness 
Curicaco, Oct. 24—Outdoor ad- 


vertisers no longer are depending 
on the novelty of black light alone 


to attract attention, but are turn- 
ing to black light signs that pre- 
sent changing copy or other un- 


usual effects 

And many other advertisers are 
incorporating Day-Glo posters in 
their black light programs in order 
to get ‘round-the clock effective- 
ness in their outdoor disp!ays 

Since it was first put to effec- 
tive commercial use early in 1949, 
black light has grown very rapidly 
However, because of the novelty 
of the paints that “glow in the 
dark,” little effort was nade in 
the early stages of its development 
to do more than paint a bulletin 
so that it would glow 

Some of the uniqueness ot black 
light has worn off by now, and in 
the past year the most effective 
black light bulletins have been 
those in which the switch from in- 
candescent to black light every 
few seconds also brought a switch 
in either the copy or ‘he illustra- 
tion. 


s Although black light and Day- 
Glo paints still are used primarily 
on painted bulletins, one of the 
most interesting recent develop- 
ments in the outdoor field has 
been the use of Day-Glo paints on 
black lighted 24-sheet posters. 
(Day-Glo is the trade name of 
fluorescent paints developed by 
Switzer Bros., Cleveland.) 

Day-Glo paints, unlike black 
light paints, not only fluoresce at 
night under the ultra-violet rays 
of black light, but are as much as 
four times brighter than ordinary 
colors under incandescent lighi, 
or regular daylight. Their principal 
drawback is that they tend to fade 
after about 30 days. 

Day-Glo paints are applied to 
24-sheet posters by the silk screen 
process. If the pigments used in 
preparing the paints could be 
used to make a Day-Glo ink that 
could be applied in the same man- 


ner as regular inks in lithograpa- 
ing 24-sheet posters, it would sim- 
plify their use. 

But, despite extensive experi- 
mentation, the process of convert- 
ing the pigments so that they 
would be usable in ink breaks 
down the pigment into such small 
particles that the fluorescence is 
lost. 


@ Shell Oil Co. became the first 
coast-to-coast user of Day-Glo 
treated 24-sheets when it con- 


tracted for some 6,200 posters with 
fluorescent copy on a non-fluores- 
cent background. Other national 
advertisers now using Day-Glo in- 
clude Philco, Schenley, Admiral, 
Chevrolet, General Tire, Nash- 
Kelvinator, Calvert, Pabst, and 


Delta and TWA airlines 

The combined use of Day-Glo 
and black light fixtures to achieve 
fluorescence both day and night 
has not been extensive. One of 
the problems in this combined pro- 
gram is that most 24-sheet show- 
ings are for a period of 30 days, 
after which a particular sign is 
put up on another poster. Unless 
the advertiser who follows a Day- 
Glo-plus-black light user onto that 
poster also wants black light, the 
ultra-violet fixtures on that board 
will be idle during that particular 
showing 


e A spokesman for General Out- 
door Advertising Co. told AA 
frankly that GOA was not actively 
promoting the use of Day-Glo and 
black light, in combination, nor 
even just Day-Glo alone, on 24- 
sheets. He said that all GOA was 
attempting to do was to sell uni- 
form coverage and space to ad- 
vertisers, not “gimmicks.” 

Most 24-sheet posters are lo- 
cated in groups, he said, which 
puts each poster in the position of 
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having to vie with others for the! 
readers’ attention. 

“We like to see the individual 
advertisers compete on the basis 
of who comes up with the clever- 
est copy ideas, rather than on the 
basis of something like Day-Glo 
or black light,” he added. 


@ One of the most unusual fea- 
tures of Day-Glo, according to 
Switzer Bros., is that at dawn 
and dusk, when the visibility of 
ordinary colors is lowest, daylight 
fluorescent colors are relatively 
brighter, because the ratio of ul- 
tra-violet to visible light is highest 
at that time. 

On the technical side, Lawter 
Chemical Co., Chicago, says that 
the stability of fluorescent paints 
has been improved “25% across 
the board.” The company claims 
that it has 15 black light colors that 
are good for a minimum of four 
months without fading; nine of 
these colors are good for at least 
six months, and there are five 
that could be used for as long as 
a year (if the board is cleaned at 
proper intervals). The average 
price of Lawter’s black light paints 
is $33 per gallon. 

Lawter also manufactures and 
sells Day-Glo paints (in five 
colors) under a patent licensing 
agreement with Switzer Bros. 


@ In New York, T. J. Ronan Co., 
which specializes in the manufac- | 
ture of outdoor advertising bulletin 
colors, has been selling outdoor 


colors, and especially colors for| i 


black light painted displays, on} 
what John A. Ronan, president of | 
the company and grandson of the| 
founder, calls “a factual durability 
basis.” 

In brief, the company encourages 
and even persuades customers and 
prospects to make tests of the dur- 


ability of specified colors at the | r 


company’s expense. | 

These tests are of two kinds. A 
customer is requested to paint 
three or four sample panels, all 
of the same color but of different 
manufacturers’ products. They are 
told to put their own secret code 
numbers on the back of each panel, 
so that the customer only will 
know the identity of each. 


@ The panels are then taken by 
Ronan and tested in its modern 
Weather-ometer, a patented 
weather testing machine. The pan- 
els are exposed to varied simulated 
weather conditions for about two 
weeks. They are then returned to 
the sender with a report on the 
results. The tests cost the customer 
or prospect nothing. 

This testing method was in- 
stalled by the company about four 
years ago, Mr. Ronan told AA. 
Since then between 700 and 1,000 
individual customer tests have 
been made, he said. Most of those 
who have used the tests have been 
advertising agencies or their clients 
who use outdoor advertising. 

The other testing method of- 
fered to customers by Ronan is an 
actual outdoor exposure test. Cus- 
tomers send painted panels to the 
Sub-Tropical Testing Laboratories 
at Miami, Fla. Reports go directly 
to customers monthly from the 
laboratory and Ronan pays the bill. 
This test, less frequently used, re- 
quires about three to six months, 
depending on facts desired. The 
cost to Ronan is about $15 a month 
per panel. 


es As a result of these tests, plus 
the use of the basic color chart 
of the Outdoor Advertising Assn., 
agency people and other users of 
painted outdoor bulletins can be 
assured of the durability of the 
colors they specify for their out- 
door panels, Mr. Ronan says. 

The company makes tests for 
about four customers monthly, Mr. 
Ronan said. Special problems are 
always coming up and advertisers 
today want to be sure as possible 


of what they are buying before 
they place an order. 

Ronan specializes in black light 
paints through its subsidiary, the 
Flame-Glo Co., which was estab- 
lished in 1935 as a pilot and de- 
velopment unit of the parent com- 
pany to develop and perfect lumi- 
nous, phosphorescent and fluores- 
cent colors, particularly for the 
advertising and display field. 


one of the largest suppliers of ex- 
terior luminous colors to the gov- 
ernment. Its brand name is Liquid 
Lightning luminous outdoor bul- 
letin colors. 

“These colors are made by ex- 
perts,” Mr. Ronan says, “who know 
the importance of precision grind- 
ing of outdoor advertising bulletin 
colors that are distinct from day- 
light fluorescent and which are 


light colors are now demonstrably 
durable and satisfactory under 
most conditions. But, he points out, 
repainting is recommended three 
times a year. 

There have been improvements 
made in black light fixtures dur- 
ing the past year. One company, 
Western Fluorescent Lighting Co., 
Chicago, has developed a new co- 
balt reflector which it claims will 


53 


tion and the purplish glow usually 
associated with black light. 

At least two outdoor companies 
—Cream City Outdoor in Mil- 
waukee and Standish-Barnes in 
Providence—have converted all of 
their black light installations to 
these new Western fixtures 

There also have been improve- 
ments in the tubes used in black 
light fixtures, with new models 


not made from fugitive dye colors.” give 25-40% more color activation said to emit as much as 50% more 
@ In World War II, Flame-Glo was Mr. Ronan insists that black and also cut down on color distor- light than earlier models 
we wk ¥ es 
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These U-S outdoor 

posters were among those 
selected for special 

' recognition by the juries 
of national competitions, 
as indicated. And like 

all U-S produced posters 
they display with utmost 
fidelity the qualities of 
the original art. More 
importantly they are 


winning the EYE-O-MATIC 
recognition of millions of 
discriminating buyers. 


THE UNITED STATES PRINTING 
AND LITHOGRAPH 


EXECUTIVE OFFICES: 
Seles Offices in Principal Cities 


SIX MODERN PLANTS: Baltimore, Md. » ‘ Clectenati, Obie + Erle, Pa + Minesia, .¥. + Redwood City, Callt. 


ATIC Recocnition * 


outdoor posters EVERY WHERE! 
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~—7 aT YOUR FORD DEALE 


COMPANY 


12, OHIO 


| 
| 


eee OS ee LS a ee a ee a Ee, kn ee 

1. vg 

y 3 eS -_— oo 

7 ’ Et, P 

; } se 

bi eae 

1% Bey 

}. a 

a ed 

> dave 

q .: ay 

ae et 

} a 

! a> 

{ ee 

| : — aS 

d a itae Fe i 

: “ ~ ¢ : sa SS. Se 

] Be eS Foe Gi 
| * 7 - CHRISTRAS SEAL! te 

YC" wa ee 

ee. a's NOW! —_— me, 

y *TEST- DRIVE : . AWARD — | e 3 

| RST GRAND | oe 

a aBDAL AWARD a. a | = 

§ Ith Nations ting Art | by “ss a 

] of Outdoor | ee | bas 

7 Bs Sunt for finer favor! (i 

| (| | $ ne r riner Tiavor : . -. 

| coe 

| 7 gw. Be 

: For ROR ~~ ® 

a E pe MD) RQ ex 

! — NT =< Rs f :. ~ ey 

j | BAL : SN 

4 _ at St \ pe 

‘ Pe ae EER a a 

1 a \E 8 Si Ay 

| ~ : f aa RE Uhegephn cating, = ; as 

—-~ ~a aed x Competing saa 

Ne 65 lS 4 : . nay 

~ \4 fin fate 

| eee est 5 , a 

: Cet se oS 

amp -ton ‘ pve, — 

Aw Competitio® - é 4 xe of hos 

§ : Lithogropht ganee uN “el r) 1a Y Ywhe ne 

a soe v8 mc & fe | ot 

& je A DBZ ea 

/ am, ; . ‘ ' ; = 

Netiong _% AS x = 

| | ES 

ag 

ey 

—< SCS a * 

St Charles, 18. ' aos 

a * i. OR ales as me = 

i re a | ae Ce ek a Seer ae 


y 


E 
* 
q 
‘ 
7 
i> 


~ FLY UNITED-first on the coast 
~ and coast-to-coast — 


FASTEST-FINEST 
MOST FREQUENT 


ADDED INTEREST—Use of elaborate cut-outs has helped get 
high ottention for painted displays of United Air Lines along the 
West Coast. The plywood cut-outs vary in size but average about 


17°. Their surfaces are completely flat, with paint used cleverly 
to provide the three-dimensional effect. N. W. Ayer & Son | 
is the agency. 


Twin Coach Launches Drive 


| 
2 : | 
Superfreighter, a motorized modi- | 


Philly Has 883,000 TV Sets 


Twin Coach Co., Kent, O., man- | fication of Fruehauf trailer, in’ There were 883,000 television re- | 
ufacturer. of motor coaches, wil! truck publications in November. ceivers in use in Philadelphia as 
launch a campaign for the Man- Palm & Patterson, Cleveland, is | of Oct. 1, 


according to the Tele- | 


hattan Express model of the Fageol the agency. vision Assn. of Philadelphia 


ee e 


Send this “no charge” order blank for 
LAWTER’S new booklet... "A Creative Man- 


val on Blacklight and Fluorescence”—written 
exclusively for advertising men. 
‘ + 
It sells only IDEAS on how to use LAWTER’S 
LUVA-LITE and DAY-GLO fluorescent paints, 
to design and create glowing painted bulle- 
tins, 24-sheet posters, exhibits, displays, etc. 
* 


Based on the successful use of LAWTER’S 
FLUORESCENT PAINTS by leading outdoor 
plants and advertisers from coast to coast, 
this manual is just what you need to become 


an expert on the subject. 


Send my copy of 
“LAWTER’S MANUAL ON BLACKLIGHT and 
FLUORESCENCE” to: 


NAME 
TITLE 


COMPANY 


TYPE OF BUSINESS 


city ZONE STATE 


ca RRR | 


LAWTER CHEMICALS, INC. 


Chicago 45, Illinois 


3554 Touhy Avenue 
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SOLVES PROBLEM—How to be alike but distinctive is a problem that arises in any 
hotel chain which advertises as o unit but does not want to sacrifice the individuality 
of each hotel. Western Hotels Inc., Seattle, an organization of 21 hotels in 14 west- 
ern cities, has solved the problem on painted highway builetins by developing an 
identifying figure for each hotel and providing similarity in the figures. The figure 
grows out of the chain's keystone trademark, which was given a head and arms 
and takes on the personality of each hotel’s most merchandisable attribute. The 

dividual hotels intain only ao limited number of painted bulletins of their own, 
but consistent design provides repetitive value for the entire family. Botsford, Con- 

stantine & Gardner, Seattle, is the agency. 


Jantzen 


LASTEX “NYLON 
Swim SUITS - 


RELAXING—One of the colorful 24-sheets for Jantzen Knitting Mills, longtime user 
of outdoor advertising. The poster was produced by Edwards & Deutsch Lithographing 
Co., Chicago. 


Tee se) THE GxPERTS OwF 


ice 
sic 2 “ 


g the Only Set with the famous Dynamic Toner! 


ADDED ACTION—This Hallicrafters television display, erected on north Michigan 

Ave., Chicago, by General Outdoor Advertising Co. from an idea created by Out- 

door Advertising Inc., uses Adivator action to get extra attention. It operates 18 

hours daily. The lady's arm moves to turn on the TV set and simultaneously the set's 
screen shows a picture of Dave Garroway. 
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Schlitz, Miller, Admiral and Others 


Schedule Roadside 


Cuicaco, Oct. 26—The most in- 
teresting development in the road- 
side sign industry during the past 
year has been the increased use of 
this growing medium by national 
advertisers. 

Traditionally, roadside signs 
have been used by farmers to sell | 
their produce, or by hotels and 
motels that were within a short| 
distance of the signs. Later, auto-| 
mobile companies joined the fold, 
but even here the primary purpose 
was not to sell new cars, but to 
persuade the motorist to take his 
car for service to the local dealer | 
whose name appeared on the sign. 

Today, these localized signs are 
still very much in evidence. But 
they have been joined by some big 


DUAL- TEMP 
REFRIGERATOR 
i - 


IT GLOWS—Caught in an oncoming car's 

headlights, this is how a roadside sign 

with Scotchlite reflective sheeting oppears 
at night. 


names in the advertising world, 
who are contracting for roadsidé 
sign plants across the country. 


@ Two of the nation’s largest 
brewers—Schlitz and Miller—join- 
ed the ranks of roadside sign ad-/| 
veriisers in the last year. Each | 
now has between 1,500 and 1,800) 
signs spread throughout 45 states 
(Connecticut, Massachusetts, and | 
Rhode Island do not permit road- | 
side signs with beer copy). 

The breweries lease the signs 
from National Advertising Service, 
Waukesha, Wis., which erects and 
maintains the signs for advertisers. 
National currently is making ar- 


rangements with another of the 
nation’s largest brewers for a 


roadside plant. 

Still another brewery has more 
than 300 signs on some 3,000 miles 
of highway in one midwestern 
state, or one sign every ten miles. 
This, according to National, is an 
optimum showing, and if extended 
throughout the country would re- 
sult in a national advertiser using 
3,700 signs. That number would be 
sufficient to cover “all the open 
rural stretches on every major 
highway in the U.S.,” National 
says. 


es Admiral Corp. is another na- 
tional advertiser that has started 
to use roadside signs within the 
past year, and now has approxi- 


Sign Ad Programs 


it is located. 

Automobile manufacturers are 
still among the heaviest users of 
roadside advertising, with Chev- 
rolet and Pontiac alone accounting 
for more than 10,000 signs each 

A new development being pro- 
moted by National consists of pre- 
paring a standard panel with a 
“Recommended by Duncan Hines” 
message (under agreement with 
the Duncan Hines organization) 
and then selling these to places rec- 
ommended by that organization, 
using the loca] dealer's name on 
the dealer panel. Because the “rec- 
ommended” signs are standard, the 
cost of making up the sign is ma- 
terially reduced, National says. 

A similar arrangement has been 
made with motel operators’ asso- 
ciations and individual motel op- 
erators who are members. 


ALL SHAPES AND SIZES—Here ore severol examples of the different sizes and 
shapes of roadside signs that ore currently being used by both local and nationo! 
advertisers. 


National Advertising’s roadside 
signs use Scotchlite reflective 
sheeting (the company is a subsid- 
iary of Minnesota Mining & Mfg 
Co.) to give them nighttime visi- 
bility. They range in size from 
4x6’, on which rentals range from 
$7.50 to $9.50 a month, to the 
large 8x16’ signs which command 
rentals up to $25 monthly 


The smaller signs usually are 


reflectorized on 


the 


larger ones 


are 


both sides, while 


single-face 
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signs. All are leased on a three- 
year basis, and approximately 10% 
must be relocated each year for 
various reasons 


e Advertisers finance the signs 
in different ways. One large user 
pays the full rental directly to the 
sign company and then bills its 
local distributors for a proportion- 
ate share of the cost; another foots 
the entire cost itself; still another 
pays only a portion of the total 
rental cost and leaves it up to the 
sign company to collect the re- 
mainder from local dealers. 

National Advertising conducts 
market studies for prospective ad- 
vertisers based on what it con- 
siders dependable audience esti- 
mates 


Do you like green teeth and blue fried eggs . . .? 


IF you don't know — thet Color Application in 


BLACK LIGHT 


is not as limited as some are led to believe 
and good weothering whites thet remoin WHITE 
enlighten yourself by asking those with right 


flesh tones 
under Black Light 


moteriols and the know-how 


JAY WEAVER STUDIOS - 


15 W. 29th Street, New York 


such os light bright 


mately 1,500 of them featuring its 


television sets and refrigerators 


An unusual use of roadside signs | 


was made recently 
Glass Works, when 
for a showing that National 
scribes as 
vitational campaign.” Approxi- 
mately 100 signs are being used in 
the campaign, and they are located 
within a 200 mile radius of the 
new $7,000,000 Corning Glass 
Center, a museum devoted to the 
history of glass and glassmaking. 
Copy on the signs invites motorists 
to visit the new center. 


by Corning 


de- 


e As a result of this campaign, 
another large glass manufacturer 
is considering a similar showing, 
urging people to visit the muni- 
cipal museum in the city in which 


it contracted | 


“an institutional and in-| 


ing distances! 


The five incomparable DAY-GLO daylight fluorescent colors are 


the most dramatic and dynamic force in modern outdoor advertising. 


their tracks, make them look and talk and buy! 


Anywhere, at any time of day, DAY-GLO colors stop customers in 


DAY-GLO, the brightest colors in the world, multiply outdoor cir- 
culation. In every location—the DAY-GLO boards stand out —are 
visible up to four times as far as the brightest of non-fluorescent 
posters. And, in a world-in-a-hurry, they're terrific at normal read- 


DAY-GLO brilliance automatically draws peak-traffic attention 
to your sales messages, makes them blaze from dawn to dusk, makes 
them gain in brightness on dull days. Find out how to add new 
interest and impact to your advertising with DAY-GLO, the most 
significant development in the history of color! 


Call your favorite silk screen printer today 


or fill out and return the coupon below. 


SWITZER BROTHERS, INC. 
4732 ST. CLAIR AVENUE 
CLEVELAND 3, OHIO 


| 


- LAWTER CHEMICALS, INC. 


ss 3554 TOUHY AVENUE 
a CHICAGO 45, ILLINOIS 


i 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with color card. 


NAME. 


COMPANY NAME 


ADDRESS. 


crry 


JONE 


stTAtrh 
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Outdoor Association 
= Covers All the Bases 


OAAA Activities Range 
from Ground Anchorage 
Problems to PR, Sales 


Cuicaco, Oct. 24—The Outdoor 
Advertising Assn. of America be- 
lieves it can best serve the indus- 
try by doing four jobs 

1. Build public understanding of 


outdoor advertising and the im- 
portance of advertising to the 
American economic system 


2. Create 


advertisers 


an awareness among 
agencies and local us- 
ers of the outdoor medium of the 
forward steps which the industry 
as a whole has taken since the end 
of the war 

3. Support the defense effort in 
every way possible and continue 
the year-round public service cam- 
paigns 


4. Gather, interpret and dissemi- | 
nate to its members new ideas and 
methods with regard to local con- | 
tact and sales and plant operations 
as an aid to improved business 
operations. 


s There is a youthful, aggressive 
spirit at OAAA headquarters. 
Staff members, probably busier 
now than they have ever been, be- 
lieve that a team operation can 
best help make outdoor advertising 
realize its widespread potentiali- 
ties—and the team is clicking. 
There is a definite feeling that 
the medium has come of age. There | 
is a willingness, perhaps, to cast! 
an occasional brief, backward! 
glance at the medium’s rough and 
tumble early days, but coupled 
with this is an insistence that the 


| surface of outdoor advertising has 


barely 
outdoor has a sales 
hard to beat. 


POSTER ADVERTISING 


FREQUENCY AND COVERAGE—Two of the pages included in the Outdoor Ad- 
vertising Assn.’s new basic presentation on outdoor feature repetition and explain 
coverage of the medium in a typical community. Members of OAAA may use the 
pages with their own moterial in presentations specially tailored for local prospects. 
been scratched, and that 
story that’s 


increasingly aggressive, if activi- 
ties at OAAA are any indication 
The association has its collective 


Outdoor advertising will become | hand in a wide variety of under- 


* Centrally located for economical distribution 


Posters 


Point-of-Purchase 


Calendars 


Booklets 


Folders 


Car Cards 


General Offices & Plant 
mum 2320-2344 WABASH AVENUE + CHICAGO 16, ILL. 


Gales Offices in Principal Cities 


takings, all of which point, in- 
evitably, in the direction of im- 
provement of the medium 

e@ Some of the outstanding cur- 
rent OAAA activities include: A 
new public relations film, wind 
tunnel tests, public service cam- 
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paigns, statistical aids, preliminary 
work for traffic audits, business 
development counseling services, 
standardization conferences and 
an important study of soil mechan- 
ics. 

These are only a few of the 
many association projects, but 
they suggest the broad-gauge ap- 
proach which OAAA officials, staff 
and members are taking toward 
the medium, 

As Karl L. Ghaster Jr., general 
manager of the association, phrases 
it, “Our business is like a three- 
legged stool, (1) product, or serv- 
ice rendered by the member, (2) 
national and local sales and con- 
tact, and (3) public relations or 
public acceptance. 


es “Local sales and contact,” he 
says, “play an important role in 
the progress of the industry. Ex- 
perience has shown that the plant 
operator who does a good local 
sales and contact job will render a 
better service. And better service 
leads to improved public relations 

“Another advantage of local 
sales and contact,” Mr. Ghaster 
says, “is that the plant operator 
himself becomes more conscious 
of the role of outdoor advertising 
in the economy and is better able 
to relay his story to others.” 

In assisting the members, the 
educational approach is used, and 


eutsch Lithographing Co. gases 


vision poster 
sell an idea 


TT 


oft lotta 


Created by Howord Scott, a top man in the field 
in association with the RCA Victor brand name 
piece of merchandise. 


FAVORITE—Radic Corp. of America considers this perhaps its best 24-sheet tele 
it is designed to 
rather thon a specific 


. 
- _ 2 


£ 


Rs 


SUMMERTIME—Portables get the outdoor treatment during the warm weather months 


when radios are in demand for picnics and beach parties 


RCA poster materials 


are provided free to dealers and distributors; rental fees are chargeable to co-op, 
reportedly on a 50-50 basis. 


«. 


THREESOME-—This poster also is of institutional nature, but it doesn’t leave quite so 
much to the imagination. Outdoor advertising has been an approved medium for 


; 


i 
. 


satiier 45 


co-op ad funds at RCA Victor for at least 15 years 


\ 

\ 

}@ | 
* 


a 


° 


HARD SELL—This red and green poster uses a very few words to tell all the es 
sentials of the story and is about as close to hard sell os an advertiser can get 
in the outdoor medium. 
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sure stops friction! 


Purelube 


the SURE motor oil 


FEATURED PUP—Pure Oil Co. built a continuing outdoor campaign around 24- 
sheets featuring the same pup in o variety of situations. Two of the posters, pro- 
duced by Edwards & Deutsch Lithographing Co., are shown here. 


it has, in effect, become the fifth 
objective of the association. 

The other four, to which OAAA 
and its predecessor trade associa- 
tions have long addressed them- 
selves, are: 


“1. To provide for the American 
business community an efficient 
and economical instrument of dis- 
tributing, merchandising and ad- 
vertising. 

“2. To insure, through standard- 


ization of practice, facilities and 
structures, a readily available and 
flexible scientific advertising me- 
dium. 

“3. To conduct the business with 
due consideration of the public 
interest and welfare 

“4. To advance the common in- 
terests of those engaged in the 
business of advertising.” 

In every phase of the associa- 
tion's activities, OAAA has made 
significant progress during the 
past year. 


@ Possibly the single most impor- 
tant achievement was the produc- 
tion of a new sound slide film in 
color titled, “Your Outdoor Neigh- 
bor.” Idea for the public relations 
film, the first of a projected series, 
came from the association's public 


policy committee, and Sarra Inc 
handled the production 
OAAA officials are so pleased 


with the film that few visitors to 
the Chicago headquarters ever 
manage to leave without seeing it 

nor are they disappointed by the 
screening. The production is out- 
standing. The script is deftly writ- 
ten and effective. And the color 
photography is brilliantly handled 


@ The film obviously is doing a 
tremendous job for the outdoor in- 
dustry where OAAA member com- 
panies are showing it. The number 
of showings, incidentally, has in- 
creased steadily since the film 
was released. A complete kit has 


SATISFACTORY—One of o series of holiday Candy Cupboard promotions is this 
Lovell and Covel 24-sheet valentine promotion, produced by Forbes Lithograph Co 
Boston 


been devised to help members get 
maximum merchandising effect 
from the film. 

Throughout the entire film, the 
narration is calm, friendly, casual 
There is a complete absence of 
bombast and hard sell. Outdoor 
advertising is presented as a good 
neighbor, a familiar friend, who 
has a job to do and does it well 

For example, the script opens 
“Welcome to our town. We're kind 
of proud of it and we'd like to 
show you around. Come, we'll 
drive down Main St., so you can 
see all the stores you can 
really ‘get the feel’ of the place 
We'll point out the post office 
building...and the public library 
down the street 


50 


e “But, to really know our town 


Taxiposter showings can be made in 10 days from 
receipt of copy in any city where space is available 


with the crowds 


Hire a fleet of taxis to take your story here ... down 
the middle of Main Street . . . Side Street . . . Boulevard 
. .. face to face with pedestrians and motorists... A 
DYNAMIC, eye-level ad ... repeating your message 
at close range to the crowds. Wm. E. Whaley Co., 136 
South 4th Ave., Louisville 2, Ky. 


} 


must meet 
what a 


you 
that's 


people 
community 1s 


Because 


PLANT OWNER'S ASSOCIATED, INC. 
OPERATING 
POSTER PLANTS 
AT 
Poughkeepsie, N. Y. and 
Hudson, N. Y. 

A. A. ELLIOT 
PRESIDENT 


Bos 295 
Hudson, NY 


VICTOR C. BLAIR 
GENERAL MANAGER 
Box 744 
Poughkeepsie, NY 
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NEW USER—This is one of a series of new outdoor posters to go up this winter 


for Williams Oil-O-Matic division of Eureka Williams Corp., Springfield, I 
points out that, 
the effect 


Hempstead & Hanford, 
usual for 24-sheets are used, 


the agency, 


Casler, 
although more words than 


of fewer words is made possible by 


separating them into three phrases. The company is a new user of the medium. 


community is people. ..folks, like 
Joe Smith who works in the plant 

and Bill Kelly, who sells auto- 
mobiles.” 


A few moments later, the nar- 
rator comments: “Even our stores 
have a warm; friendly feeling 
the candy shop...the drug store 
down on Elm St...the little ham- 
burger place where many high 
schoo] romance began. In a way, 
these places are neighbors, too 


“And so is our newspaper a 
good neighbor, in pretty much the 
same way. So is our radio and tele- 
vision. . .and the poster panel down 
on the corner. Because the adver- 
tising messages it carries send peo- 
ple into Hank’s filling station 
igto the gift shop...and the shoe 
Ze. into practically every store 
i@ town. That's what advertising 
does. It helps people buy.” 
minutes later, the 


@At 


com- 


mentatur returns to outdoor with 


VARIETY—Theme of Sun-Maid’s fall campaign 
is the many uses for raisins. One basic poster layout is being used on 2,500 
but appetizing illustrations of pies, 


fole 
Ponels in 285 cities 


the words, “What does this ad- 
vertising mean to us here in town? 
It keeps the women of the com- 
munity up to date on the newest 


in products and _ services. . .tells 
them what they need to know 
when they go out to buy. 


“To some of us here, this adver- 
tising means a job—perhaps sell- 
ing space to local merchants... 
putting up the panels. . .or working 
in the advertising office. It means 
jobs for a lot of other workers too 

but it means even more than 
that 

“Take Joe Smith again. Joe, and 
quite a few of the other fellows 


around here work at the plant, 
making refrigerators. They 
wouldn't be very busy if those 


refrigerators just piled up in the 
warehouse. That’s why the com- 
pany places its advertising in thou- 
sands of far-away cities and towns 

where people can see it. . .where 
they can find out about the re- 


in which outdoor plays a major 


muffins and cookies are 


@lternated to suggest multiple uses of the product to the housewife. Maxon Inc. 
is the agency for Sun-Maid. National distribution is handled by H. J. Heinz Co. 


Always 


the best 


and 
Alnays in the “100 best”!* 


4S better witt 


ee 


24-sheet posters from 
10 to 1000 


SOLID OR HALF-TONE 


Habere Hecholon 


MILWAUKEE 


*ANNUAL AWARD ART DIRECTORS CLUB OF CHICAGO 


frigerators that Joe makes.” 


@ In similar fashion, the film 
shows the various people in town 
—the laundry operator who built 
his business through advertising, 
for example. It tells what the out- 
door industry is doing to encourage 
highway safety, what it is doing in 
the way of public service cam- 
paigns—cancer, the Community 
Chest, the Red Cross, savings 
bonds, etc. Gen. George Marshall, 
C. E. Wilson, former president of 
General Electric and defense mo- 
bilization director, Treasury Sec- 
retary John Snyder and movie star 
Irene Dunne all appear in the film. 

The association's business devel- 
opment department also has been 
busy during the past year. Typical 
of its activities is a long series of 
“campaign experience” (i.e., case 
history) reports on the use of the 
medium, which were initiated in 
April last year. 

In addition, it provides members 
with a copy idea service, suggested 
poster sketches and a loose-leaf 
presentation, which can be tailored 
to meet the needs of members and 
individual prospects. 


@ One of the most important as- 
sociation activities—and one which 
has kept OAAA field men in the 
field almost continuously—has 
been the assistance given plant 
operators in preparing their 
plants for audit by the Traffic 
Audit Bureau. This aid involves 
the following steps: 


1. Ride the entire plant and 
evaluate all panels. 
2. Mark important traffic ar- 


teries on a map of the city 

3. Spot the panel locations on 
the map. 

4. Determine the counting sta- 
tions as related to panel locations. 

5. Make out Traffic Audit Bu- 
reau forms for the members. 

6. Pinpoint, describe and dia- 
gram the spot where the count 
will be made. 

7. Assist members in filling out 
detailed forms for each counting 
station. 


@ In short, OAAA will do every- 
thing necessary up to the final 
count in the field (the plant oper- 
ator, of course, makes the count, 
reports to TAB and arranges for 
the TAB auditor to make the au- 
dit). 

The auditing process is gaining 
momentum. At the present time 
the first stage is almost completed 

most markets of 50,000 popula- 
tion and more have been audited. 
OAAA is now doing pre-audit 
work in smaller markets, has com- 


| pleted state-wide audits of Indi- 


| ana, Michigan, Georgia, 


West Vir- 
ginia and Kentucky, and currently 
is working in Arkansas, Wisconsin, 
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| wouldnt be withoul my 


CENTRAL 


P< 2SSHARVWARE | 


THE LIGHT TOUCH—These two posters 
Sam P. Judd Advertising Co., 


for Central Hardware Co., prepared by 


St. Louis, demonstrote the way in which the company 


has been using the light touch in outdoor for 10 consecutive years 


Ohio, Louisiana and Alabama. 
@ The association also has been 
engaged in a complete program on 
the restandardization of painted 
displays, for the purpose of mak- 
ing it easier to buy and use paint 
as a national medium 

The program has included work 
on the standardization of bulletin 
colors and a study of all factors 
which are involved in setting up 
standard bulletin dimensions 
psychological, engineering, materi- 
als dimensions, etc 

A chart of improved standard 
bulletin colors has been established 
and is now in use. A procedure for 


evaluating circulation also has 


been completed, but has not 


been announced 


yet 


e With the coming of the Korean 
war, the association rededicated it- 
self to the national defense effort 
All activities relating to the mobili- 
zation effort are under the super- 
vision of a committee, which oper- 
ates through defense directors, in 
each of 12 OAAA regions, and 
State directors in every state 

In organizing its defense work, 
the committee declared: “What 
the public thinks of government 
policies and community interests 
is of prime importance to our na- 
tion. A well informed and calmly 
determined people—united thrqugh 


HOWARD JOON 


ume te re DM 
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PLEASES All—Howord D. Johnson Co., 
operator, used posters like this, 
theme, on highways leading to Howard 


£9 


aT il P 
& 


said to be the world’s largest restaurant 
featuring the 


“landmark for hungry Americans” 
Johnson restaurants during the five sum- 


mer months. N. W. Ayer & Son is the agency for Johnson, which operates restaurants 
from Maine to Florida and in some parts of the Midwest. 


6-SHEET 
POSTER PANELS 
Available in Chicago 


6 FT. HIGH x 12 FT. LONG 


A Happy Medium Size— 


“WE COVER CHICAGO LIKE 
A TENT” 


Choice spots, carefully se- 
lected locations for maxi- 
mum readership — 
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| 
| 
| 
| 
| 
| 
I 
| 
| 
| 
| 
| 
I 
| 
| 
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Attention—Outdoor Advertising Space Buyers! 


GENUINE 


OPPERS | 


CHICAGO 


Six-sheet panels, properly placed, are seen and read just 
as effectively by pedestrians, street car riders and motor- 
ists as are 24-sheet posters —and they cost much less. 
We secure the locations—erect the panels—furnish the 
6-sheet posters — and do the bill-posting. 


ADVERTISING CO. 


Perfect control ! 


Phone: ARmitage 6-5646 
1360 W. North Ave., Chicago 22, Ill. 
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understanding—is essential to rais- 
ing an army, increasing production 
and supporting the defense effort 
of our country.” 

The industry, which supported 
the war efforts of 1898, 1918 and 
1941, again swung into action fol- 
lowing the outbreak of the Korean 
war and has been doing a job con- 
tinuously ever since 


@ The enthusiasm of the OAAA 
headquarters staff has resulted in 
the origination and expansion of 
a wide variety of activities during 
the past year. Typical are the fol- 
lowing: 

1. The association's statistical 
record service has issued up-to- 
date Census Bureau data for about 
7,500 cities and towns in 34 states 

all of the figures which the bu- 
reau has released to date. Data on 
another 7,500 towns in 14 states 
will be released by the bureau this 
month and will be processed and 
distributed by the OAAA by the 
end of the year. 

2. The association, in cooperation 
with the University of Michigan, 
is conducting a series of wind tun- 
nel tests which eventually will 
result in improved structural de- 
signs for poster panels and bulle- 
tins 


e 3. The Outdoor Advertising 
Foundation at the University of 
Notre Dame (established under an 
OAAA grant) is becoming in- 
creasingly important as a source of 
teaching materials for use in other 
colleges. The Notre Dame college 
of commerce, incidentally, now 
offers (independently of the foun- 
dation) an accredited course in 
outdoor advertising 

4. The OAAA business develop- 
ment department has Leen unusu- 
ally active during the past vear in 
its work with other trade associa- 
tions. Basically, the department 
has been showing members of gas, 
coal and other associations how 
outdoor advertising works. Unusu- 
al local outdoor posters are called 
to the attention of trade publica- 
tion editors in the appropriate 
fields 


e 5. Governmental! liaison activity 
has become increasingly important 
during the past vear. In the light 
of mobilization restrictions, OAAA 
has attempted to properly inter- 
pret industry problems to the 
government and to seek equality 
of consideration with other media 
and with other industries. Con- 
versely, the OAAA advised 
members of governmental rulings 
and of the government's interpre- 
tations of its rulings 

Association officials feel that if 
they can keep the government ad- 
vised of the industry's contribution 
to the defense effort and to the 
numerous public service cam- 
paigns originated by various de- 
partments in Washington, gov- 
ernment officials will realize the 
importance of outdoor advertising 
both to the defense effort and to 
the civilian economy 

One facet of the liaison work is 
a new volume written specifically 
for top government men. Monthly 
supplements are supplied to the 


has 


basic volume and provide infor- 
mation on defense and_ public 
service campaign activities by as- 


sociation members during the pre- 
ceding 30 days 


e 6. Association field men also 
have been engaged in working 
with the state associations making 
plant surveys, diagnosing prob- 
lems, recommending solutions and 
helping local plant operators to 
work them out. 

7. The association engineering 
staff has been especially busy dur- 
ing the past year with its person- 
alized consultation work with 
members. Basic engineering prin- 
ciples and methods for achieving 
economies in construction and 
maintenance are interpreted by 
the engineering department and 


< 
a new star 
is born 


: OUALITY o— 


POURING IT OUT—This combinotion Adivator and black light disploy was erected in 


Brooklyn by General Outdoor Advertising 


tion permits an 18-hour pouring action from the bottle, which is 18° 9” 
wide and extends 7° above the unit 


5° 10” 
label, the beverage in the bottle and gloss, 


on the nome Cott ond on the stars 


Co. for Cott Beveroge Co. Adivator ac 
long and 
Black light treatment is used on the 
ard on the pouring beverage, as well os 


relayed to the members 

8. OAAA also has been working 
closely with Northwestern Univer- 
sity in an important soil mechan- 
ics study. Results of anchorage and 
embedment tests will be available 
to utilities facing similar problems 


and to builders generally. The 
work was started at Purdue in 
1938, moved to Notre Dame after 


the war and then to Northwestern 
The final report and recommenda- 
tions on this project will be pub- 
lished later this vear 


General Motors Booklet Out 


General Motors Corp., Detroit, 
has issued a booklet, “Selling to 
GM.” designed to improve liaison 


between GM and present and pros- 
pective suppliers. Emphasizing that 


production is a team job, with 
prime and subcontractors partici- 
pating, the company hopes that 


the booklet will help suppliers find 
new outlets. The booklet contains 
a directory of the 39 GM manufac- 
turing divisions, with a detailed 
listing of the civilian and defense 
products made and an alphabetical 
listing of all these products 


Tom Young Joins WEEI 

Tom Young has been appointed 
to the sales staff of WEEI, Boston 
He will service the accounts pre- 
viously handled by Thomas Cal- 
houn, who is leaving to join the 
staff of N. W. Aver & Son, New 
York agency 


Gutman Joins Pacific 

Marian Gutman, Miss Spokane 
of 1951, has joined the staff of the 
Spokane office of Pacific National 
Advertising Agency as a _ radio 
copywriter 


59 


Hosiery Firm Starts Drive 

Weldrest Hosiery Ltd., Toronto, 
has started a fall newspaper cam- 
paign for “personal length” ho- 
siery. The opening 1,000-line copy 
points out that “only Weldrest has 
eight personal lengths—-that means 
comfort, longer wear, greater sat- 
isfaction.” Appearing in 29 Eng- 
ish and four French dailies, the 
announcement will be followed by 
550-line copy in November and 
December. William R. Orr Ltd., 
Toronto, is the agency 


Sanger Boosts F. Johnson 

Fred T. Johnson has been pro- 
moted to sales promotion and ad- 
vertising manager of Sanger Bros., 
Dallas department store. Mr. John- 
son has been with Sanger Bros. for 
14 years 
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Outdoor Debut 
for Flamingo 
Juice a Natural 


‘Spectacular King’ 
Takes Own Medicine 
for His Own Products 


New York, Oct. 24—Nobody 
should be surprised to learn that 
Douglas Leigh, king of advertising 
spectaculars, is soldon outdoor ad- 
vertising. So much so that when he 
the frozen orange 
field last vear, he chose ani- 
painted signs and 
blimps to spearhead his attack 

When Mr. Leigh and several of 


decided to enter 
juice 


mated cartoons 


his associates set up Leigh Foods 
to market Flamingo frozen orange 
juice, they agreed that their first, 
and maybe most important, task 
would be a job of pre-selling to 
get the name across to the public 

From there they theorized that 
nobody had a better medium for 
imprinting a brand name in the 
public mind than Douglas Leigh 
Inc., which has the cream of the 


midtown 
first mar- 


“high-spot™ locations in 
New York, the selected 


ket for the new product 


B Two months before a can of 
Orange juice went on the market 
In mid-1950, the ballyhoo started 
An animated flamingo cavorted in 
the Broadway and 46th St 
tacular to entertain passersby. Six 


spec- 


Over-size painted signs in the 
Gowntown area heralded the com- 
ing of a new orange juice on the 
Market 


If by chance people missed these 
Signs, the company figured they 
- = 


FREE BROADWAY SHOW-—This cartoon at the corner of Broadway and 46th St. 


practically always has a standing audience 


Douglas Leigh chose this location, 


one of his best, to help publicize Leigh Foods’ first product, which was introduced 


in June, 


would be sure to see one of the 
railway express posters circulating 
in the suburban sections. (Mr 
Leigh has the franchise for this 
medium in major markets through- 
out the country.) 

As the piece de resistance 
Leigh staged his biggest airborne 
advertising spectacle. A 265-foot 
dirigible flew over New York 
bearing an animated flamingo, 
flapping its 60° wings and carry- 
ing an orange in its beak. The bird 
stayed in view just long enough 


Mr 


1950, and now is distributed in some 23 states 


and in Venezuela 


to start people wondering, then 
came the pitch, in huge letters: 


“Flamingo frozen orange juice 
get to know Flamingo.’ 


e To create 
other frozen orange juice among 
distributors, who already had 
plenty to choose from, Leigh Foods 
staged blimp-to-ground telephone 
Distributors, retailers—and 
their children—received calls from 
airborne Leigh salesmen. If 
tributor requested it, the blimp was 


enthusiasm for an- 


calls 


a dis- 


Looking For New. Top-Flight 
Un-eluttered Bulletin 
And Spectacular Space In 


GREATER KANSAS C1 


Keep Finding It At 


STALLUP 


Ne 


laleuse i... 3126 MAIN ST. KANSAS CITY 2, MO. 


Telephone VA-2888 


it 


routed over his territory. This was 
late July wher distribution of the 
product actually was getting under 
way 

Flamingo proceeded to invade, 
in more or less the same fashion, 
Philadelphia, Atlanta, New Haven, 
on. Today the product, 
which is constantly expanding its 
territory; is handled by 62 
distributors serving 23 states. They 
are located, for the most part, in 
the East and South, but the west- 


and so 


ale 
saies 


ern eXpansion is on 
Meanwhile, Leigh Foods has 


added lemonade mix, grape juice 
and coffee to the line, with frozen 
waffles to come. And the 
company quite immodestly bills 
Flamingo as “the fastest growing 
{frozen food line.” 


soon 


@ As soon as Flamingo gets its dis- 
tribution going in a market, out- 
door advertising is supplemented 
by other media. Spot radio and 
television, newspapers and local 
magazines all are being used 

For the company’s first full year 
of operation—from June, 1950 to 
June, 1951—the advertising budget 
totaled between $500,000 and $600,- 
000. According to Milburn Mc- 
| Carty Jr. Leigh Foods v.p., ap- 
| proximately two-thirds of that fig- 
lure went into Broadway signs, 
blimps, express posters and point 
of sale material supplementing the 
outdoor media 
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Mr. McCarty his company 
is the “only one to get a real foot- 
hold in the frozen orange juice 
field in the last year and a half, 


Says 


with the possible exception of 
Sunkist"—an old, established 
name. Sales for August and Sep- 


were a third 
sold during 


tember, he 
of what the company 
its first year 


reports, 


@ To keep the Flamingo products 
moving, Leigh Foods expects to 
spend between $500,000 and $1,- 
000,006 in advertising during the 
current fiscal year. A high per- 
centage of this will continue to go 
into outdoor media, but radio and 
television are grabbing a larger 
share as the product becomes bet- 
ter established 

The Broadway animated car- 
toon has been leased to WCBS and 


WCBS-TV, where Flamingo is 
buying time. But the Flamingo 
name is still posted on oversize 


painted bulletins in New York, At- 
lanta, Baltimore, Detroit and New 


Orleans. Leigh advertises the fro- 
zen juice via express posters in 
most cities at least every other 
month 

No Flamingo-laden blimps are 
aloft at present, several having 
been called back to service with 


the Navy. But Leigh Foods plans 
a barnstorming tour of the West 
Coast in the spring when this new 
territory is to be invaded 


BSF&D’s Outdoor 
Ads Solve Variety 
of Market Problems 


Detroit, Oct 
ning is the 
Brooke, Smith, 
takes on a poster campaign 

Corby’s Reserve whisky is a 
good example. In 1941, James Bar- 
clay & Co. set up a campaign which 
included magazine and newspaper 
space. Outdoor advertising imme- 
diately became an important con- 
sideration 

No established outdoor network 
Was available and so the Corby 
campaign was marked by a high 
degree of flexibility. Where local 
market conditions called for out- 
door support, BSF&D selected lo- 
cations by means of extensive an- 
alysis and the creation of special 
boards to fulfill requirements 

Three of outdoor 
were utilized—painted boards with 
cutouts, neonized trademarks and 


24—Careful plan- 
watchword when 
French & Dorrance 


types boards 


All 
Corby 


featured 
parrot 


action spectaculars 
the now-familiar 
trademark 


@ For Goebel’s beer, BSF&D again 
keyed the outdoor program to lo- 
cal market conditions, with the 
emphasis on well-placed spectacu- 
lars rather than high-budget mass 
saturation use of panels 

{In Detroit, the agency won ap- 
proval trom the Common Council 
to erect huge Goebel weather re- 
port boards, 30° high, in five stra- 
tegic locations 

Outside Detroit, the agency 
worked out a consistently strong 
showing of 24-sheet posters in ma- 
jor cities, and set up miniature 
highway reflectors along well- 
traveled roads 

The sponsorship of 
major league baseball and football] 
broadcasts tied in well with sports 
spectaculars, like the 
trom Detroit's Briggs Stadium, in 
which a giant ball player cutout 
swings his bat over the Goebel 
and an announcement of 


company’s 


one across 


message 


pocclccr cnr ee 


Too Much to Say on 
One Display 
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Does the wort of 10 Products i 
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but 


... this tidy little 

counter unit tells the whole 
story at a glance and holds 6 tubes 
of TYREX besides. Because it 
gives consumers and retailers the 
complete picture on this new 
multiple-use emulsion, this 
display is playing a feature role in 
the current and highly successful 
TYREX drive for initial 
distribution. If you, too, have a 
long product story that works best 
when told in its entirety, better 
have your next display ... 


Sales Engineered by 


CONSOLIDATED 


Lithographing Corporation 


Main Office and Plont 1013 


‘Street, Brooklyn HN Y 


ales Offices in Philadelpa, Chicago, Lousville and Tampo 
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cOEBELDP 


eling along a shoreline road in 
the foreground. Ayer's artists 
looked through thousands of trans- 
parencies before locating the 
“right” scene and then had tc 
strip in the road and car 

Like the other posters in the 
series, the first one carried only 
the few words, “Keeps your car 
on the go,” and the Atlantic logo 

Soon after the poster made its 
appearance, letters began arriving 
from the Atlantic sales territory, 
which ranges from Miami through 
New England and west into parts 
of Ohio. About 2,400 posters were 
|.used in 700 markets. 


|}@ In reply to one of the letters 
complimenting the company on its 
|colorful posters, an executive 
| ended his note with the hope that 
| the writer would give Atlantic the 
| chance to keep her car “on the 


Back came the following letter 
your note. It 
strengthens my conviction that big 


PRIVATE STOCK 


PLANNING IS THE KEYNOTE—Two dramatized trademarks—the Corby parrot and 


the Goebe! rooster have been the focal points of planning in their respective outdoor 
campaigns. A high degree of flexibility in market and location selection, plus com- 
plete integration of outdoor with other medic, have marked the two campaigns, 
handled through Brooke, Smith, French & Dorrance, Detroit. The Corby Playhouse 


Square (Cleveland) spectacular has a doily 322,000 circulation, 260° of neon tubing 
in the 17x12° parrot, and a paint board that measures 62x44’ 


the next scheduled game. In the 
football season, incidentally, the 
baseball player becomes a back- 
field man tossing a pass. 

In 1949, “Brewster,” the Goebel 
rooster trademark, became the ani- 
mated focal point of an expanded 
outdoor poster campaign. 

Goebel also has used outdoor ef- 
fectively in its market invasion ot- 
tempts. In the spring of 1950, for 
example. it employed a heavy con- 
centration of paint boards and 
posters in the San Francisco and 


Oakland areas. The outdoor pro- 
gram included 4x6’ reflector bulle- 
tins spaced at ten-mile intervals 
along major highways. 

Again, this spring, when the 
brewery launched its Private Stock 
announcement drive in Detroit, 
Chicago, Cleveland, New Orleans, 
San Francisco and Oakland, strong 
concentrations of both paint and 
posters made important contribu- 
tions to sales, which have set new 
records each month over the cor- 
responding month last year. 


Atlantic Puts Scenery into Its Outdoor 
Posters; Finds Response Is Worth Effort 


PHILADELPAIA, Oct. 22—Even 
though its decision to use blowups 
of color photographs on outdoor 
posters posed innumerable prob- 
lems, Atlantic Refining Co. is con- 
vinced that the move was worth 
while. 

A year ago in September, the 
company and its agency, N. W 
Ayer & Son, decide: that Atlantic 
could best achieve ii desired im- 
pact from its otooor posters 
through use of r« ductions of 
actual color photographs. 

The technical problems in en- 


larging a 4x5” film to 24-sheet size | 
were perplexing. After some ex-| 
perimentation, a method was} 
evolved in which the art first is| 
enlarged to a 34x15” size. This is 
accomplished by making separate 
prints of each half of the picture 
and pasting them together in order 
to get the large-size finished art 
suitable for good reproduction. 


} 


| 
| 
eo: | 
@ The first poster in the series} 
showed a New England 
scene, with sky, water and the 
rock-bound coast and a car trav- 


coasial | 


‘BIG AS ALL OUTDOORS,’ ATLANTIC STYLE—Top award winner in the Atlantic Re- 
fining Co. series of scenic color photos is the winter scene above. It won first award 
in the gos and oil classification in the 19th national outdoor ad competition and 


another award from the Lithographers 
blossom scene, used in April this yeor, 


National Assn. The tidal basin cherry 
was seen and remembered by 55% of 


Philadelphia’s adult population, according to a study made in the city. Both posters 
are typical of the Atlantic scenic series. 


| 
|“Thank you for 


companies are not enemies of the 
people. And I feel I must s 


ay that 


you can't keep my car on the go 
for upon the death of my husband 
I gave that up. However, we had 
a little stock in Atlantic and I've 
been able to hold onto that, so you 
see you are helping to keep me 
yn the go and I'm very grateful.” 


@ The initial swell of complimen- 
tary letters had barely subsided 
when requests for reproductions 
began to make their appearance 
As a result of these later letters, 
he company has printed and dis- 
tributed thousands of blotters pic- 
turing scenes which originally ap- 
peared on the posters. 
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When the agency finally locates 
a suitable photograph, it frequent- 
ly runs into unusual trouble before 
being able to reproduce it in its 
most effective form. But the effort 
frequently has been rewarding 

For example, the selected scene 
for the forthcoming December 
poster was taken in Norwich, Vt., 
and contained recognizable faces 
of more than 50 children. The 
photo had been taken 16 months 
previously and no model releases 
for any of the children were avail- 
able 


s To obtain the releases seemed 


be most advantageous to you. 


231 So. LaSalle St., 


For Painted Bulletins in Chicago 


When you want to ‘paint up" Chicago, 
check with us on locations which will 


COTTON BULLETINS 
(Cotton Robbins) 
Chicago 


Phone: FRanklin 2-0575 
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a hopeless task, but Ayer wanted 
to avoid retouching the faces if 
possible. As a result, the agency 
asked the townspeople of Norwich 
to help locate the children and get 
the necessary releases. Within a 
short time the search became al- 
most a civic project and all of the 
parents willingly signed 

The series has won a number of 
awards for Atiantic, including the 
first award in the gas and oil class 
in the 19th outdoor ad competition 
Another poster was voted one of 
the year’s 100 best and still an- 
other winter scene received one of 
the four certificates of award in 
the poster classification at the 1951 
exhibition of the Lithographers 
National Assn 


@ Readership of the series has 
been unusually high. A poster copy 
research organization found in 
Philadelphia, for example, that 
the Atlantic posters were getting 
higher readership than competing 
posters using two to four times as 
many panels each month 

During the 12-month period cov- 


STRIKING DISPLAY—A ham display and a franks display demonstrate how liy 


cutouts, ranging in size from 14 
to 25’ in diameter. Each set con- 
sisted of these cutouts: (1) Ap- 
petite appeal, being a picture of 
the product in use. (2) The pack- 
age of the product. (3) The sell- 
ing message. 

More recently, the selling mes- 
sage has been placed on a remov- 
able section in the belief that as 
a cutout it tended to compete with 
the desired focal point—the appe- 
tite appeal cutout 


@ The 12 bulletins, erected by 
Pacific Outdoor, are rotated to 72 
locations in the course of a year. 
Each bulletin is on a 30-day rota- 
tion basis, with a change of fea-| 
tured products on individ ual) 
boards every two weeks. In some, 
cases, where products are similar, 
cutouts are separate units, making 
a complete change unnecessary; 
i.e., the bologna package replaces 
that of a salami package, with the 
appetite appeal and selling mes- 


| sage remaining the same 


Eight different types of items, 
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have been featured on the bulle- 
tins: Swift’s ice cream, bacon, 
sausage, franks, ham, table ready 
meats, Jewel oil, and Swiftning 
Two of these, franks and ham, 
have been given specific promo- 
tions which permit evaluation of 
the effectiveness of the bulletins 

Over-all, of course, all Swift 
products are promoted extensively 


on a national basis, and locally 
in newspapers. However, the two 
products named have been fea- 


tured in special promotions exclu- 
sive to the local bulletins. 


8 In 1950, for example, the bulle- 
tins were turned over to promotion 
of hams for Easter. This campaign 
was strongly merchandised to the 
trade. Company salesmen were 
given dealer kits which covered 
national advertising, but were de- 
voted mainly to the “11,875,000 
impressions of the Swift name, 
product, quality and package on 
the consciousness of over 4,000,000 
Southern Californians each 
month.” 


ered by the survey, there were 67 
showings by nine gas and oil mar- 
keters in the area and 47 of the 
showings used more panels than 
Atlantic. 

Median rating for the 67 show- 
ings was men, 49, women, 38, and 
both sexes combined, 43. The com- 
Parable median for five Atlantic 

ssters was men, 52, women, 38, 
ea both sexes, 44 

The head of the poster research 
@rganization offers the figures as 


L.A. Interchangeable Paint Panels 
Do a Selling Job for Swift Foods 


Los ANGELEs, Oct. 23—-Based on 
well established sales results, Swift 
& Co. will soon increase its use of 
12 spectacular painted bulletins in 


the only market in which this 
campaign is appearing | 

The bulletins are a 
combination of three 


distinctive 
removable 


@vidence that good copy can be this market to 15. The company sections, topped by 5’6” plastic 
_ important than the size of| has used the 12 bulletins continu- neon letters reading “Swift's.” 
e showing ously here since January, 1950— Originally the sections were all 
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MILWAUKEE 


IS ON THE MOVE— 


| outdoors 


To all its matural advantages as an outdoor playgrounds, wholesale market, and drive-in 
arket, 1 Tres} Milwaukee is adding shopping centers. 
Your outdoor advertising in Milwaukee de- 
will take I peor utd r nor i 
rs a million impressions a day for 
Already mpleted are one of t natior : 
nnies per thousand. No other medium 
finest sports arenas, downtow Magni t 
I ther market offers so much for so 
Mile f stor and itlying “Southgate” 
, little! 
shopping center. Underway ar r ( 
apacity stadium and a $1 O00, ( system Vital Statistics: 
of expressways. Other multi-million dollar Population (trading area) 1,500, 
tratfic-builders scheduled include a war Retail sales $1 
memorial building, museum, library Industrial production $s: : 
POSTER PANELS * BULLETINS * WALLS * SPECTACULARS * NEON °* BLACK LIGHT 


4550 W. WISCONSIN AVENUE « 
Represented Nationally By Outdoor Advertising, inc. 


MILWAUKEE, WISCONSIN 


PM Puts Large 
Slice of Budget 
Into 24-Sheets 


New York, Oct. 24—There’s so 
little that liquor advertisers can 
do in general (no kids, no gals, no 
radio, no TV), that when it comes 
to outdoor, distillers do their best 
to make forceful use of the medi- 
um 

National 
Corp., 
case 


Distillers Products 


in the promotion of its big- 
goods 


gest brand, PM, is a 


ly on availability. Contracts are 
signed on a yearly basis wherever 
possible. Poster changes are made 
monthly and are always tied up 
with the general copy theme, 
which is the same for all media. 

This year National did some ex- 
perimenting with Day-Glo posting 
in specia] markets but is not ready 
to make public any conclusions it 
may have reached 


e PM goes in for much use of 
striking color—at present a deep 
blue star-filled background—and 


feels it gets much more value out 
of its dollar than others, 
again because of the peculiar prob- 
lems of liquor advertising 
As if external restrictions 


color 


are 


Weis SPAIN NEUTRAL SPIRIT” 


PM POSTER—The copy theme, “For your pleasant moments ask for PM tonight,” runs 

in almost all of the liquor company’s advertising. The dark blue star-filled back- 

ground is equally recurrent in outdoor ads. This 24-sheeter will run in PM markets 
in November. 


case in point. Outdoor advertising 
of this sixth largest selling whisky 
began about ten vears ago as a sec- 
ondary medium to newspapers and 
magazines, where Kenyon & Eck- 
hardt, the PM agency, now spends 
some 75% of the annual appropria- 
tion. A quarter of a million dollars 
is expended annually in 32 outdoor 
markets, of which at present 25 
are major ones. 

Outdoor is especially useful to 
distillers in solving a_ problem 
peculiar to their industry: How to 
break into and remain in markets 
where liquor advertising Is unac- 
ceptable in newspapers. In cities 
such as Worcester, Minneapolis, 
Rochester, Utica, and Kansas City, 
Mo., where the local newspapers 
do not carry liquor advertising, 
outdoor posting plays a prominent 
role in promotion plans. 


e@ During the current = quarter, 
when an estimated 40% of liquor 
promotion is done, PM will post} 
about 400 24-sheets plus 25 paint 
locations across the country. No 
other size sheet is used. A few 
semi-spectaculars are used but the 
company is interested primarily in 
coverage, rather than uniqueness. 
The same copy runs for paint and 


posters 
A No. 50 showing is used mainly, 
with paint and poster use split 


evenly dollarwise. Decision as to 
which to employ is based primari- | 


not sufficient, National imposes Its 
own rules as to the where-and- 
when of its liquor ads. PM is never 
advertised in Sunday newspapers 
and a PM poster will never be 
seen within a block of a schoo] or 
a church. 

PM does try to place its posters 
near package stores and taverns 
for two reasons: The obvious one 
of arousing point of sale interest 
and the wise one of attempting to 
build dealer interest and good will 
No co-op posting is done. 

Aside from these two reasons, 
National likes outdoor because of 
its flexibility which allows the 
company to get into local areas 
quickly. 

In 1952 PM will post the same 
type ads in about the same mar- 
kets, although there is some talk 
about breaking the pattern to high 
spot some specially planned cam- 
paigns. 


‘Coal Heat’ Joins CCA 

Coal Heat, monthly for coal pro- 
ducers and retailers and manufac- 
turers of coal handling equipment, 
has become a member of Con- 
trolled Circulation Audit, New 
York. 


W. P. Booth Joins SSC&B 

W. P. Booth, with the Biow Co., 
New York agency, for the past six 
years, has joined Sullivan, Stauf- 
fer, Colwell & Bayles, New York, 
in an executive capacity. 


| 
| 
| 
| 
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TASTYKAKE _ 


I — 


“FORD V8 


“TEST-DRIVE IT AT YOUR FORD DEALERS NOW! 


BEST IN PHILADELPHIA—The latest Posterating survey in Philadelphia placed the 
Tastykoke poster first in the food field. It was noticed by 72% of the men, 80% 
of the women. The open-mouthed Ford teddy bear was the best sated automotive 
poster. It attracted 73% of the men, 56% of the women. A Blue Sonoco close-up 
pulled best in the gas and oil field, attracting 81% of the men and 69% of the 
women. Second and third place went to on clmost similor poster by the some com- 
pany. Eight of the top ten posters in this category were close-ups. Gretz beer took 
the first six spots out of the top ten in its cotegory. The poster shown, which was 
rated first, attracted 86% of the men, 78% of the women 


McKelvey Joins Gates come an account executive of 
G. C. McKelvey, formerly on the Gates-Bourgeois Advertising 
staff of Automobile Topics. has be- Agency, Cleveland 


Sensational, 


“PLOT rESAT i a 


Now, for the first time— 
Low Cost Blacklight 
Fluorescent Advertising 


@ 24 SHEET POSTERS 


Advertisers can now have 24 sheet blocklight posters ot o low cost 
per poster for the fluorescent moterial. Apply FLOR-ES-IT to the 
bock of lithogrophed, printed or silk screened posters. The 
entire display bursts into brilliont fluorescence under blacklight 
—even four color halftones! All-over or spot fluorsecence—which- 
ever you wort. 


COUNTER AND WINDOW DISPLAYS 

Lithographed window displays become spectocular blacklight dis- 
ploys when FLOR-ES-IT is applied . . . ond at o cost of only a few 
cents per disploy. Silk screened dispicys on heavy board become 
blacklight disploys when FLOR-ES-IT is applied to the surface. 


@ LOW COST DECORATIVE MURALS 


FLOR-ES-IT mokes oftractive blocklight murals available ot o 
price within the reach of everyone. Wallpopers of any design 
become blaocklight murals when cocted on the front or bock with 
FLOR-ES-IT. Photographs ond halftone illustrations cocted with 
FLOR-ES-IT, give outstanding thr | effects. 


Easy to 


FLOR-ES-IT moy be 
easily applied with 
ordinary paintrolier, 
sproy gun or point 
brush. Experimen- 
tation will tell you 
the best method of 
application for the 
particular job. 


* Patents Applied For 


SEND FOR ONE PINT 
SAMPLE BOTTLE— 
ONLY $2.25. Also 
complete information. 


| ported on Posteratings 


How It's Done Is 
Called Key to 
Poster Ratings 


New York, Oct. 23—Rating post- 
ers on the basis of which ones 
have the highest readership is not 
always good policy because “it's 
the great middle group that car- 
ries the load,” in the opinion of 
Marion Harper Sr., president of 
Marion Harper Associates 

Posteratings, one of the very 
few measurements for outdoor ad- 
vertising, is now in its fourth year 


| in Philadelphia, third in Indiana- 


polis. Harper measures in these two 
cities only to help researchers com- 
pile comparable data. He does not 
expect to enlarge the coverage 
Since ADVERTISING AGE last re- 
findings 
(AA, Oct. 9, 1950), media ratings 
in the four fields measured—food, 
automctive, gas and oil and beer— 
have shown a slight over-all de- 
cline, almost not worth noting. 
As before, Mr. Harper can point 
to no specific type of poster which 


will produce the best results. “Any 
one of several types, if extremely 
well done, will produce a good ob- 
servation,” he says. Whether an 
outdoor ad is cartoon, pretty girl, 
human interest, animal, close-up 
or product type, its effectiveness 
wiil depend on how well it’s ex- 
ecuted. The medium is primarily 
an art one, which belies any at- 
tempt at standardization, he points 
out. 

Close-ups, however, even when 
they are cropped, invariably do 
well, according to Harper findings. 

Luminous posters are compara- 
tively small in number and until 
such time as they appear in greater 
quantities, Harper Associates does 
not plan to measure readership 
there. Mr. Harper feels personally 
that, while they do not have any 
great advantage in the summer- 
time, in the dull winter months 
luminous paints can be put to ex- 
cellent use. 


Keegan Agency Moves 

Keegan Advertising Agency, 
Birmingham, Ala., has moved to 
310 Brown-Marx Bldg. 


65 
Buys Seating Division 


American Seating Co., Grand 
Rapids, has contracted to buy cer- 
tain assets of the S. Karpen Trans- 
portation Seating division of In- 
ternational Furniture Co., Chicago 
American Seating Co. will manu- 
facture the Karpen line in its 
Grand Rapids plant and will own 
all patents, styles and designs pro- 
duced in the Karpen line and con- * 
tinue to service all the accounts 
formerly handled by International 
Furniture Co. 


Diaper Firm Issues Book 

Dy-Dee Wash Inc., Chicago, dia- 
per service firm, has issued a 40- 
page booklet called “Welcome 
Baby,” containing informational 
articles and cartoons. The booklet 
is distributed to doctors, hospitals 
and prospective subscribers to the 
diaper service. 


Ray C. Jenkins Boosts Two 

Ray C. Jenkins Advertising, 
Minneapolis, has promoted Ed- 
ward R. Warren, account execu- 
tive, to v. p. in charge of radio and 
television and J. Robert Heide- 
rich, publicity director, to pro- 


{gram production assistant. 


than the exception. 


*One of the best 100 posters of the year (1950) 


THOMSON SYMON (CO. 
TERRE HAUTE, INDIANA 


SALES OFFICES IN NEW YORK, PHILADELPHIA, BUFFALO, 
CLEVELAND, ATLANTA, CHICAGO, ST. LOUIS AND LOS ANGELES 


YEAR AFTER YEAR.... 


SOME OF THE “BEST 100 POSTERS" 
ARE REPRODUCED FAITHFULLY 
BY “SHORT-RUN” SPECIALISTS! 


Fisher Bros. Co. of Cleveland, Ohio, entrusted the reproduction of their 
prize-winning design* to the Thomson Symon Co. because they needed 
a modest quantity of posters comparable to those of national adver- 
tisers with whom they competed for attention. 


No longer need local or special-market advertisers fear and avoid 
limited quantities. Our whole operation is devoted to the short-run 
field where, during 1950 743 different 24-sheet poster designs were 
reproduced in quantities ranging from 10 to 1500. 


Silk-screen, letterpress, 4-color process (photoplastic) and crayon 
blending are all utilized in their most practical places and, except for 
simple designs, combinations of these processes are the rule rather 
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Budweiser 


ANHEUSER - BUSCH. HC...... 87. LOUS 


STRONG SIMPLICITY—This spectacular at Wabash and Wacker ilar but individualized designs are used by the brewer in other 
n Chicago tells its Budweiser story simply but powerfully. Sim large cities. 


= Budweiser Use 
of Outdoor Now 
@ at Alltime High 


Sr. Louts, Oct. 24—Anheuser- 

Busch, long a prominent user of 

outdoor advertising, this year is 

using the most extensive outdoor 

4 program ever employed on behalf 
° of its famous Budweiser beer. 

tudweiser outdoor advertising 


CHRYSLER 
HrrePower 


MIGHTIEST ENGINE OF ALL--Chrysler sought impact when it decided to launch 
@ promotion for its new 180 h.p. V-8 engine and used the two posters shown above 
in the drive. The poster featuring an illustration of the engine followed a teaser. 
After the announcement had been made, the company shifted to the human 
interest approach shown in the “ticket for me’ panel. McCann-Erickson is the agency. 


00 $ dealer points were used for the 
Outd r Does Big initial 24-sheet showing, with an 


average se of 3,500 panels a 
Job for New V8 month ess aan 
Chrysler Engine 


ig has been increased in intensity and @ The teaser was followed by a 
a i BP overage each = for the pas DETROIT, Oct. 22—Chrysler Corp. dramatic poster which showed an 
- — agen Leen prove when sen this year used outdoor to help in- illustration of the engine and re- 
iq " ge Co ‘an to pean possible troduce its new 180 horsepower vealed that it was rated at 180 h.p 
oe future strateas it ain reason- V-8 engine, with spectacular re- A third poster in the series 
9 Fable ren en that the program TOR FLORIDIANS—Striking display at 13th and Biscayne Blvds., Miami, for Bud- | sults promised that “You'll see the 
a f ; . fa weiser. Similar displays are used in other large cities } Public acceptance for the new greatest engine advance in 27 
: a -_ ~<a ge — a ag A | engine built up so rapidly that or- years.” The fourth poster in the 
“4 lof a fe r py te A is cur- ders for Firepower V-8's ran well series reflected a shift to the hu- 
e BiB fe rn : ie ar t 6.500 ahead of production from the man interest approach and fea- 
it . aes oo =o ~ start,” according to John H. Car- tured a motorcycle policeman en- 


— ’ Fpanels in slightly over 1,600 cities 


- a on, director of advertising for the viously watching a Chrysler, with 

: and towns Generally speaking, Chrysler division the comment: “That's the ticket 
the brewery uses a No 50 show~- Objective of the introductory ad for me.’ 

ging in any market, but No. 100 campaign was to achieve maxi- Latest in the series is a panel 

showings in particular markets are mum impact. The outdoor phase of with the line, “It’s a hit in any 


t ncor n } . — ” 
ON UNCON the program was launched last parade—Chrysler Firepower,” and 


December with a teaser which an illustration of two teen-age 
read: “Watch this space for Fire- girls spinning platters. 
power—greatest news in automo- McCann-Erickson directs Chrys- 
tive history.” More than 1,600 ler’s national advertising 


t@ At present, Anheuser-Busch has, 
Sin addition to its basic 24-sheet 
campaign, 92 special bulletins in 
46 major cities. Of these, 22 units, 
including the specials in Times 
Square in New York and those in 
Atlantic City, Miami and Chicago, 
could be classified as spectaculars 
Another 23 feature either cut-out 
neon lights or scintillating bulb 
letters and are classified as semi- 
spectaculars 
Forty-six units are standard 
painted bulletins, both illuminated 


6,500,000 Miniature Posters Called for 
in Current Standard Outdoor-Lionel Deal 


New York, Oct. 24—The best Then Standard found that the 
way to make friends for outdoor Lionel Corp. had on file hundreds 
is to catch ‘em when they're of requests for advertising that 
young. could be used for the same pur- 

That's the thinking at Standard pose. To satisfy the demand, Li- 


~ hae 


’ ” AGED 


ne 


; — ge eign k Only Rose { Outdoor Advertising, which is now onel had planned to create a series 
3 ‘ke lig » ‘hed- 

£ “oy a | yodgiermags poser r kis i engaged, for the third consecutive | of make-believe outdoor posters. 

‘ ee, EE Thee 2 OR 2 TO OEE much, much year, in a program aimed at chil- 

‘ Consistently featured for the peso as es Dae I banks 

4 :. : rer @ So Standard and Lionel got to- 
j © rears has been ; »y- . longer 

past two years has been an over “a - The program brings together) gether and. in 1949. distributed 


size bottle of Budweiser with an Ss A 
Standard, the Lionel Corp., and 9 ~xyact-scale renr . . 
iced appearance, usually in con- F 2,400,000 exact-scale reproductions 


—_—— 
i. € » 

tion with relatively smaller + €e 7 ce oe | SBS eG ae > ten leading advertisers. It in-| of outdoor posters. These went out 
aeaaa itu ion c fal one La bar ee as volves 6,500,000 miniature poster| as premiums with the Lionel 
secondary tilus rations o a human panels (in sets of ten) which) Christmas catalog Advertisers 
interest character, and a short copy SHOWING THIS FALi—These are the new Budweiser poster panel displays sched- train-owning youngsters may us€ who liked the idea that first vear 
: . e = . A : a é s yee 

line uled for national use this month and next. to lend realism to their model rail-| were Ford, Baby Ruth, —vdetonne 
road layouts Wrigley, Heinz, Nash, and Kel- 
The miniatures are given free, logg’s 

( West Coast ) x gg’: 

West Coast on request, with the Lionel 1951 


When 1950 rolled around, the 


catalog, to those who send in cou-| qemand had increased to such an 
* : ° * pons taken from Lionel’s adver-' extent that it was decided to dis- 
as é In San Francisco many leading advertisers post West Coast. Each of | tising in consumer magazines, and | tribute 4,800,000 replicas of the 
these leaders spends at least half of its posting dollar with West Coast. jto the purchasers of Lionel’s set | outdoor boards. This time the ad- 
, | of plastic poster frames vertisers were Ford, Wrigley, Nash, 
; . : Plymouth, Baby Ruth, du Pont, 
American Trust Co. Lucky Lager Boor CCyaete | @ Featured in the miniatures this; Northern Tissue and Florida’s Sil- 
: Best Foods Mayonnaise Maxwell House Coffee * Paul Jones Whiskey year are Atlantic gasoline, Baby | ver Springs 
‘ om Ruth candy, du Pont anti-freeze, In connection with the 1950 pro- i 
‘ * Bird's Eye Frosted Foods * Mobilgas Petri Wine Florida’s Silver Springs, Frigidaire, | gram, Standard got busy and made 
‘ * Blatz Beer Morton Salt * Dr. Ross Dog Food General tires, Hallicrafters televi- arrangements to put the minia- 
sion, Heinz soups, Plymouth cars tures on display in department 
Borden Co. Nucoa Margarine *¥ Shell Oil Co. and Wrigley’s spearmint gum. stores across the country. The min- 
. +L: : . Cost of the program this year is iatures were also featured on a 
Fuller Paint * Old Forester-King Whiskies * Union Oil Co. $140,000, with the advertisers pay- | 44-station NBC network TV pro- 
. . ing $35,000 of the total.“The re- gram and were spotted on one- 
% Longendor Bread Oldsmobile * Wrigley _ i} maining $105,000 is borne by minute film commercials. The lat- 
—_ * Exclusive in San Francisco with West Coast. Lionel and Standard ter were seen in New England and 
_- Standard got into the home pro- were sponsored by Boston’s Jor- 
motion of outdoor in 1949 after dan Marsh department store. 
receiving scores of letters from 
boys and girls and from model and s By the time all this year’s min- 
hobby groups who requested small iature posters have been distribu- 
, reprints of full-color poster adver- ted, Standard will have sent out 
tising for use as “scenery” on their a grand total of 13,700,000 indi- 


es model railroads. vidual advertising designs. The 
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three-year effort has seen 16 dif- 
ferent advertisers taking part 


This year’s total of 6,500,000 
posters was divided into 650,000 
sets—-with ten posters in each set. 


Although ten advertisers are thus 
represented, at least 35 other com- 
panies made overtures to Standard 
to get in the program 

These other advertisers were re- 
jected for one of four reasons: 

1. Their applications arrived af- 
ter the closing date, which was 
May 1. 

2. They were ruled out because 
they sold beer, alcohol or cigarets 
(This rule was established because 
children are the primary audience 
for miniature posters.) 

3. Some advertisers wanted rep- 
resentation on an exclusive basis. 
(Standard doesn’t want to give an 
exclusive offer; as a matter of fact, 
this year it invited Ford, Nash and 
Plymouth to take part.) 

4. Advertisers who don’t use the 
real outdoor medium were re- 
jected. In this category were com- 
panies which wanted to create a 
special design for the miniature 
promotion 


@ Standard, which plans to con- 
tinue its hook-up with Lionel, is 
already looking forward to next 
year, when it hopes to have a sta- 
tistical breakdown of its minia- 
ture coverage. By then it will have, 
for example, the names and ad- 
dresses of 650 families in, 
Spokane, who ordered the 
posters. 

Something else planned for next 
year is the addition of a regional 
set of miniature posters in addi- 
tion to the national set. One re- 
gional advertiser in this year’s 
line-up is Atlantic gasoline. At- 
lantic feels it is worth while to 
have people in 30 states where its 
gas is not sold become familiar 
with its name—so that when they 
travel east they'll buy Atlantic 

Meanwhile, in connection with 
this year’s program, Lionel is us- 
ing large space ads in dozens of 
consumer publications to promote 
the Christmas catalog and the 
miniature poster panels. The ads 
carry coupons offering the catalog 
at 25¢ with the set of ten minia- 
tures offered as a premium 


Say, 
tiny 


se Among the publications on the 
Lionel schedule are American, 
Good Housekeeping, Look, Par- 
ents’ Magazine, This Week Maga- 
zine. Woman's Day, Ziff-Davis 
Comics, Avon Comics, religious 


publications, and model railroad 
books. 
Lionel estimates that about 1,- 


000,000 of its model railroad lay- 
outs are in operation in U. S. 
homes. These range from a 4x6’ 
arrangement with no landscaping 
to an elaborate 40’ model contain- 
ing landscaping and _ texturing 
The total number of model rail- 
road enthusiasts is not accurately 
known, but the National Model 
Railroading Assn. is now attempt- 
ing to get them listed. 

Not all model railroaders use 
Lionel equipment, but all are in- 
terested in using authentic minia- 
ture posters—and the Standard 
scheme seems to be right down 
their alley 


@ Standard Outdoor Advertising 
is a non-profit group which con- 
centrates on promoting an under- 
standing and appreciation of out- 
door advertising, especially in the 
advertising field, where it uses 
considerable business paper space 
and direct mail. 

Standard is now in the process 
of publishing booklets giving the 
ABCs of outdoor advertising, case 
histories of successful advertisers, 
explanations of market coverage 
and so on. Separate booklets are 
planned for each of 100 case his- 
tories. 

Still another project on the fire 
is a program aimed at increasing 
the use of outdoor during the win- 
ter. 
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SEE YOUR GENERAL TIRE DEALER 


MINIATURES—These small-scale outdoor posters, measuring about 3x5", pre given as 
premiums to model railroad enthusiasts. Ten advertisers represented here paid 
about $3,133 each to get coverage in 650,000 homes. 


Student ‘Journal’ Bows 


The Journal of the Student 
| American Medical Assn., 72-page 
official publication of the Student 
American Medical Assn., will ap- 
pear in January. Published nine 
months of the year during school 
sessions, the magazine will reach 
26,191 medical students and ap- 
proximately 7,000 interns. The 
contents will be about one-half 
editorial, one-half advertising. 
Russell F. Staudacher is executive 
‘editor, Walter H. Kemp is manag- 
ing editor, and Thomas R. Gardi- 
ner advertising director. The stu- 
dent association was organized last 


December under the auspices of 


the American Medical Assn., Chi- 


cago. 


Bath to Simonds, Payson 

Bath Iron Works, Bath, Me., one 
of the country’s oldest ship build- 
ers, has appointed Simonds, Payson 
Co., Portland, Me., as its agency, 
effective Jan. 1. Harry M. Frost 
Co., Boston, formerly handled the 
account. Plans call for use of in- 
Stitutional advertising in national 
magazines stressing the company’s 
tradition in craftsmanship and the 
role it has played in development 
of naval architecture. 


| American Hardware Boosts 2 

American Hardware Corp., 
Hartford, has promoted Ebbe C. 
Anderson, advertising manager of 
P. & F. Corbin division, to ad- 
vertising manager of P. & F. Cor- 
bin, Corbin cabinet lock and Cor- 
bin wood products divisions. An- 
drew J. Sataline, advertising man- 
ager of Corbin cabinet lock divi- 
sion, has been promoted to adver- 
tising manager of Russell & Er- 
win hose clamp division. 
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Bruce Ups Sales, Profits 

E. L. Bruce Co., Memphis, Tenn., 
manufacturer of hardwood floor- 
ing and household products, has 
reported net sales of $32,133,- 
305.16 for the year ended June 30, 
1951, as compared with $23,757,- 
177.40 the previous year. Net prof- 
its were $1,873,115.85, equivalent 
to $6.39 per share on common stock 
outstanding, as compared with $1,- 
428,137.40, or $4.81 a share last 
year 


Let SNIDERS’ LICK 
Your Worst Production 


BUGABOO 


TE™ 60: finest 


| 
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CREATIVE ART FACILITIES 


2636 St. Louis Street 


prices up to 750 quantities — 
quality process printing. 

Best opaque papers used — rain lapped, 
Tr a , 


On-time delivery — count on it! 
Representatives in many key cities. 


IN OUR TWENTIETH YEAR 
For complete information, call or write today 


(Some choice territories still open) 
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* EXPERT CRAFTSMEN 


New Orleans 19, La. 


BRISTOL 


if 


* 
WATERBURY 


(OFFice) 


* 
BRIDGEPORT 


(OFFice) 
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7?sMURPHY 


A COMPLETE OUTDOOR ADVERTISING SERVICE 
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Mo-Pac Posters 
Join Freight, 
Public Appeals 


‘Sum’ Theme Used to 
Show Raw Material, 
Finished Product 


Sr. Louts, Oct. 23—Outdoor copy 
successfully designed to appeal to 
both the general public and buyers 
of freight is now being used by the 
Missouri Pacific Lines in 25 cities 
in the central west, west and 
southwest areas served by the 
railroad 

The railroad is believed to be 
the only line in the country using 
outdoor panel posters to advertise 
freight service, according to Ray 
Maxwell, director of publicity and 
advertising for the road. How- 


* Can be stapled, tacked, pasted 
j or grommeted and hung 


: & Stays flat—does not curl or 
ripple while printing. 


& Takes Oil, Water, or Synthetic 
base colors; DAY-GLO too! 


® Colorfast, Crackproof, Strong, 
Phable, Water Resistant 


for Indoors or Out NS 
VINYL PLASTIC 


COATED 
: I hae . 
: Banners « Streamers 


. SILK SCREEN OR 
HAND PAINTED 


Y | 
i 
\ 
: 
\ 
@ 
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% White and 11 Solid Colors 


*% In Rolls 42° and 46” wide by 
24 yds. long—and Cut Sheets, 
coated one side 


uitiddddddlléur 


% Also available coated 2 sides for 
severe exposure or 2 side printing 


Here's what they say about N 

' this Great Sign Material: N 
“much less expensive” N 
\ 


We use Marvalon banners on the outside of 
street cars through al! kinds of weather For our NS 
purposes, Marvalon is much less expensive than N 
any material we have found—and your colors 
are mice and bright, and sunproof —Colby 
Poster Printing Co. Los Angeles, California 


, Ss 
Mattie covven ter fe alt 


MUNISING., 135 South LaSalle Street 
Chicago 3, Illinois 
Send complete information Marvalon 
for magne 
Name 
Address 


City & State 
Paste on poeteard of letterhead Mail today 


UL uaa” 


samples and prices of N 


TELLS DOUBLE STORY—Missouri Pacific outdoor boards, designed 


primarily to influence shippers and develop 


freight business, are 


made to do double duty by showing the general public how raw 
materials plus Mo-Pac mean finished consumer products. 


ever, to avoid obvious waste of cir- 
culation, the 24-sheets are also 
planned to interest the average 
motorist. ; 

The design, in full color, uses 
the familiar sum idea to show how 
a raw product plus transportation 
(the familiar red buzz saw em- 
blem of the Mo-Pac) equals a fin- 
ished product. Thus, a hog plus 

| Mo-Pac equals baked ham; wheat 
| plus Mo-Pac equals pancakes, cot- 
| .on, yard goods, and so on. 

The slug line at the bottom of all 
panels is “Serving the west-south- 

| west empire.” 


|e The campaign, begun in Jan- 
uary, 1950, and scheduled to con- 
tinue through 1951, uses 239 panels 
(all paper) with an estimated cir- 
culation of 79,000,000 impressions 
per month. It is the work of D’Arcy 
Advertising Co., St. Louis. It is, 
of course, used in addition to the 
more traditional forms of freight 
advertising such as national mag- 
azines and trade journals. 

“The basic theme of this copy is 
Missouri Pacific as the connecting 
link between producer and con- 
sumer,” Mr. Maxwell said, “and 
we believe that in addition to di- 
rect advertising effect, these post- 
ers have a definite good will value 
among shippers interested in the 
featured commodities. While we 
have found that certain commodi- 
ties do not lend themselves readily 
to this treatment, we have by no 
means exhausted the possibilities.” 


e Cities where the posters are 
used, all key points served by the 
Mo-Pac, are: Little Rock and Pine 


Bluff, Ark.; Denver; Saline and 
Topeka, Kan.; Baton Rouge, Lake 
Charles and New Orleans, La.; 


Joplin, Kansas City, St. Joseph, St. 
Louis and Springfield, Mo.; Lin- 
coln and Omaha, Neb.; Memphis; 
Beaumont, Brownsville, Corpus 
Christi, Fort Worth, Galveston, 
Houston, San Antonio, Tyler and 
Waco, Tex. 


Thrivo Starts Fall Drive 

Thrivo Co., Philadelphia, pro- 
cessor of dog food, has begun a 
}new campaign of full-page full- 
color ads in the Philadelphia Sun- 
day Inquirer, Pittsburgh Press, 
Washington Star and Baltimore 
Sun, as well as 100-line monotone 
insertions at weekly intervals in 
the roto section of these papers. 
The newspaper schedule in the 
four cities will be supplemented by 
television and radio spot cam- 
paigns and outdoor advertising. A 
complete program of merchandis- 
ing follow-through will round out 
the campaign. Lavenson Bureau of 
Advertising, Philadelphia, is the 
agency. 


New York, Not Chicago 
The New York office of Weiss 
\& Geller is handling Coffee Time, 
ja carbonated coffee beverage put 
lout by Coffee Time Products of 
| America, in the New York metro- 
politan area. AA erroneously re- 
| ported the agency's Chicago office 

would handle the account. 


Ford Outdoor 
Bill for 1951 
Hits $4,500,000 


Consistent User of 
Posters Has Won Many 
Outdoor Art Awards 


Detroit, Oct. 23—For more than 
a score of years Ford Motor Co 
has been the most consistent and 
extensive user of outdoor adver- 
tising in the automobile industry, 
the company believes, and current 
plans point to an even greater ex- 
ploitation of this advertising me- 
dium. 

An indication of Ford’s compre- 
hensive outdoor coverage is figures 
which show that during the cur- 
rent year the company and its 


dealers will spend slightly more 
than $4,500,000 in maintaining a 
consistent full coverage of 12,000 
to 14,000 postings in slightly more 
than 5,000 communities over the 
nation. . 

In explaining the company’s 
thinking behind its extensive out- 
door program, a spokesman for 
Ford's advertising department told 
ADVERTISING AGE: 


e “Ford has enjoyed very good re- 
sults from its outdoor program and 
we attribute this to the fact that 
outdoor affords us an opportunity 
of reaching the millions of motor- 
ists on the nation’s highways, roads 
and streets. 

“This medium works for us 
night and day, in good weather 
and foul, giving strong support to 
our advertising program in other 
media.” 

Further evidence of the impor- 
tance attached to outdoor acver- 
tising by the Ford advertising de- 
partment is the large number of 
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awards the company’s posters have 
won in nationwide competitions in 
recent years. 


@ Ford captured the 1950 grand 
award offered by the Art Directors 
Club of Chicago with its poster 
“Quiet as a ‘50 Ford,” and won 
second place in the auto class with 
“I'll Be as Quiet as a Ford.” The 
1950 competition attracted 817 de- 
signs in 15 different classifications. 

In 1949, against 751 entries in 
11 classifications, Ford won first 
award with “Drive a Ford and Feel 
the Difference.” In the auto class 
competition, Ford captured first, 
second and third places in 1949 

Ford captured the third place 
grand award in 1948 with its poster 
“All I hear is Ford Ford Ford,” a 
poster particularly dear to the 
hearts of both Ford ad officials 
and the company’s agency, J. Wal- 
ter Thompson Co. 

That same year, Ford took first 
place in the auto competition with 
“It Won't Be Long Now,” in a 
message keyed to the then short- 
age of new passenger cars. 

While a heavy user of outdoor 
posters, Ford has shied away from 
outdoor spectaculars and today has 
only three, one in New York and 
two on the West Coast. 


| Canadian Directory Issued 
The Financial Post, Canadian 
business newspaper, has issued its 
“1951 Directory of Directors,” a 
488-page listing containing nearly 
9,000 names of directors and offi- 
cials of public and private com- 


panies. Copies are obtainable at 
$10 each from Maclean-Hunter 
Publishing Co., 481 University 
Ave., Toronto 


| Joins ‘Capper’s Farmer’ 

| Richard Whiteman, formerly 
jeastern manager of American 
|Fruit Grower and New York rep- 
resentative of Poultry Tribune, has 
joined the New York sales staff of 
Capper’s Farmer. 


SEE YOUR FRIENDLY 


APPLAUSE WINNER—Of the hundreds of outdoor posters used 
by Ford Motor Co. in recent years, this well remembered one, 
used in connection with the company’s 1947 model campaign, 


you 


one which brought 


“No use Mac.... 


cant beat a 


FORD 


FORD DEALER 


stands out in the minds of Ford officials and agency men as the 


the most “fan mail’ and the most enthusi 


astic comments from the public. 


King 


601 W. FAIRBANKS CT. CHICAGO, ILL. DElaware 7-0400 


ADVERTISING ART © PHOTOGRAPHY ! 


DISPLAYS © MOTION PICTURES 
TELEVISION © SLIDE FILMS 


j 


oildoo 


complete facilities 
for outdoor displays — 
creators of top award winners! 


51 EAST SIST ST. NEW YORK _ 
1928 GUARDIAN BLDG. DETROIT 
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SEASONAL CHANGE—Full-color replica of historic U.S.S. Con- 


stitution, above, shows “Old Ironsides” 


Outdoor ‘Art 
Gallery’ Serves 
Envelope Maker 


Boston, Oct. 25—Advertising 
that is winning praise from Bos- 
ton’s press, residents and mayor is 
the outdoor “art gallery” cam- 
paign currently sponsored by the 
Boston Envelope Co., Dedham, 
Mass., maker of business enve- 
lopes. ° 

Boston Envelope is using repro- 
ductions of historic and traditional 
scenes on its 24-sheets—like Old 
Ironsides plowing through the sea, 
Paul Revere House, King’s Chapel, 
the Old State House and other his- 
toric shrines. 

Mayor John B. Hynes, in a letter 
to William H. Woolner, president 
of the envelope company, express- 
ed pleasure with “the excellent 
manner” of advertising, and add- 


sailing briskly along un- 
der a calm ard azure sky. Thot’s what Bostonians see in sum- 


li 


ed: “This effort bespeaks a keen- 
ly-developed civic sense and dem- 
onstrates pointedly how business 
can promote community pride, a 
project in which we are all deeply 
interested.” 


@ The painted display campaign 
here is an extension of one that 
began in the company’s home 
community of Dedham, where it 
has shown reproductions of the 
community's historical sites. These 
are erected on principal highways 
leading into the town 

The displays never contain a 
direct sales appeal, but give only 
the name of the company and a 
line that says “makers of business 
envelopes.” 

Mr. Woolner, who believes his 
company's displays “should serve 
as well as sell,” thinks the present 
is a time when Americans must 
be reacquainted with symbols of 


liberty and democracy like those 
appearing in Boston Envelope’s 
outdoor program. 

“We simply would not be in 


business at all,” said Mr. Woolner, 
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Don't Speak | 


a 5 
. this dramatic 
“Black Panther” 
™™ i viciy portrays 
sharpness, quality and 
value. And the display 
“racks up” six items 

of a type most retailers 
stock lying down in 
counter bins or drawers. 
When tools like these 
stand up, sales go up, too 
- automatically. If you 
want your trademark 
to dramatize your 
merchandise at the 
point of sale— have 
your next display .. . 


Sales Engineered by 


CONSOLIDATED 


Lithographing Corporation 
MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Man Office and Plant 5 liptagyet: Brooklyn LN 


Soles Offices n Philadelph a. Chrcogo. t 


wivile and Tompe 


Boston Envelope Co.. 


Dedham Mass. 


4 


mer. But in winter, below, the ship is depicted beating its woy 
through choppy seas under ao threatening, cloud-filled sky. These 
disploys are port of Boston Envelope’s 


“art gallery’ campoign. 
“if we were unable 
the long range 
such 
the 


to appreciate 
sales advantages of 
advertising, but we are at 
same time sincerely interested 


in performing a service to the 
community.” 
Next presentation in the series, 


handled by John Donnelly & Sons, 
will feature the famous statue, 
“Appeal to the Great Spirit,” the 
original of which is at the Boston 
Museum of Fine Arts 


Fleet-Wing Emblem 
Dominates Company 
Outdoor Advertising 


CLEVELAND, Oct. 24—Fleet-Wing 
Corp. devotes 20% of its ad bud- 
get to outdoor advertising, tailor- 
ing the program to support its 65 
independent jobbers and keep 
them satisfied with their contrac- 
tual affiliation 

The company began its outdoor 
program about ten years ago, to 
boost its Fleet-Wing Flite X and 
Super gasolines, lubricants and 
fuels for homes, schools and in- 
dustrial establishments. 

Fleet-Wing, a wholly owned, in- 
dependent subsidiary of Standard 
Oil Co. of Ohio, markets its prod- 
ucts in Ohio and in parts of Mich- 
igan, Indiana, Pennsylvania and 
West Virginia, through a total of 
600 independent retailers. 

Outdoor advertising is assigned 
the job of maintaining product 
identification and providing as 
many impressions as possible. All 
of the outdoor boards feature the 
Fleet-Wing emblem—the same 
emblem that appears on all retail 
identification signs. 


8 A total of 60 bulletins 40x100° 
are located along the approaches 
to towns in which Fleet-Wing job- 


Specialists 


69 


bers are located. In addition, the 
emblem also is displayed on 845 
3x5’ roadside signs in the five-state 
marketing area 

At each Fleet-Wing station, the 
company also has erected 5x10’ 
boards designed to carry screen- 
processed canvas posters on a cur- 
tain stretcher arrangement. These 
are renewed four times a year 

On a relatively limited budget, 
Fleet-Wing, through Griswold- 
Eshleman Co., its agency, seeks 
to develop maximum familiarity 
with its emblem. Currently, it is 
testing a number of bulletin boards 
for use by farmers. When the job- 
ber finds a farmer who has erected 
a crude board to post the price of 
eggs or other products, he offers 
to supply a modern bulletin board 
which carries the Fleet-Wing iden- 
tification. To date, response to the 
test arrangement is encouraging. 


Ralph Smith Joins Wards 


Ralph W. Smith, direcit.r of the 
art department of Richmond 
Newspapers Inc., Richmond, Va., 
has been named advertising and 
sales promotion manager of Wards 
Television Co., Richmond. 


‘TV Digest Joins ABC 

TV Digest, Philadelphia tele- 
vision program and feature week- 
ly, has been elected to the Audit 
Bureau of Circulations. Audited 
circulation of June 30 was 116,897 


in SILK SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 


EXPERIENCE 


The Flame Glo Company is not only the oldest and most ex- 
perienced in the highly specialized grinding of black light 
or luminous colors, they are also backed up by over a half 
century of the fine color grinding experience of T. J. Ronan 
Company, Inc., the largest manufacturers of outdoor ad- 
vertising bulletin colors. 


Black Light Point of Sale and indoor or 
Window Display reproductions created and 
produced in any quantity. Write for de- 
scriptive brochure about black light ‘‘Gim- 
mick” colors. 


Established 
1935 


FLAME-GLO CO., Inc. 


CT. J. RONAN CO., Inc. 


749 East 135th Street 
New York 54, N.Y. 
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50 Years of Santa Fe’s Outdoor Ads 
Show Evolution of Design Techniques 


Hicaco, Oct. 23—“Attention, 
meteor crater, two miles ahead.” 
Pecos ruins, one mile north.” 
“Natural bridge, two miles 

ahead.’ 


Typical of Santa Fe's first out- 
advertising efforts are these 
headlines from erected 
along the railroad’s right of way 
in the Southwest shortly after the 
turn of the century 

For about two decades Santa Fe 
concentrated its outdoor efforts on 
this informational style of 
bulletin 

Then 


lo 


door 


boards 


scenic 


in 1920, the railroad be- 
build its advertising 
themes around the Indian country 
ince that time, Santa Fe con- 
ha the Indian 
with appropriate modifica- 


gan copy 
anda 
sistently used 
theme, 
tions 


e The first Santa Fe Indian, how- 


IMPACT It 
but Senta Fe's fomilior painted bulletin 


wasn't planned that way, 
Outer Drive held the at 
tention of thousands of Chicagoans dur 
ing the spectaculor river fire in April, 
1950. The building burned for hours be- 


fore the bulletin settled backward 


on Chicago's 


ever, made his appearance back 
in small sticker which 
could be pasted on bulletin boards, 
wall etc. “Chief Wa 
Wa” announced, “To all braves: 
rhe happiest hunting grounds in 
America are reached by the Atchi- 
on, Topeka & Santa Fe.” 
Indians, suggestion of the vast- 
ness and scenic beauty of the great 
Southwest, contrasts, art 
work employing massive elements 
and almost no copy, and identifi- 
cation of famous trains have been 
some of the outstanding character- 
istics of Santa Fe’s outdoor ad- 
vertising through the years 
Oldest of Santa Fe’s outdoor ef- 


1272 
1646, On a 


package 


color 


| advertising manager of the rail-| 


| carried 


forts were the painted bulletins 
The 1920 outdoor ads, which her- 
alded the romance of the Indian | 


country and the then-popular Indi- 


an-detour trips, appeared exclu- 
sively on painted bulletins. It 
wasn't until about 20 years ago| 


that the railroad began using post- 
ers 


@ Santa Fe approaches the out- 
door medium as it would any oth- 
er. Its objectives always are clear- 


ly set forth. Its locations, in every 
carefully selected. The 
outdoor phase of the railroad’s pro- 
fitted into the over-all 
promotion and sales strategy like 
a jig-saw puzzle 

like any other medium, 


case ire 


motion is 


a piece in 


Outdoor 


must produce results for Santa 
Fe. Outdoor, in general, has pro- 
duced results. In one instance, 
however-—an animated neon sign 
erected 15 years ago—resylts were 
not commensurate with expendi- 
tures and the spectacular was 
abandoned 

Since that time, however, San- 
ta Fe's investment in outdoor ad- 
vertising has increased steadily 
conclusive proof that the com- 


pany is satisfied with results 

have long 
been backbone of the rail- 
road's efforts. They first 
were used in California, and most 
of them still are located in the 


’ 
se Painted bulletins 
the 


outdoor 


San Joaquin Valley and along the 
main route between San Diego and 
Los Angeles, for a very simple 
and very compelling reason—these 
two areas are the regions where 
Santa Fe lines face their major 
automobile competition 

In addition to the California 
panels, the company maintains two 
large painted bulletins in Chicago 
and is probably the largest painted 
bulletin advertiser in Kansas City 
It had its share of troubles in 
reaching this estate, however. 

Since Kansas City has only one 
newspaper, and since the newspa- 


per bans beer and liquor copy, 
there is. sprightly competition 
among the latter advertisers for 


good outdoor locations. When San- 
ta Fe entered the market, it was 
necessary to select,: contract for 
and build on new paint locations 


s Painted bulletins also wear the 


Santa Fe insignia in San Fran- 
cisco and San Diego proper and 
there is a bulletin in Denver, an- 


other in Oklahoma City, another in 
Fort Worth and still another in 
Tulsa 

In the on-line cities between 
Chicago and the coast many of 
their painted bulletins are located 
on company property. Santa Fe 
feels, understandably, that it is 
only sound policy to utilize 
good traffic spots along its own 
right of way 

As transportation service became 
more competitive in the '30s, San- 


ta Fe expanded its outdoor pro-| 


gram in order to get the day-in, 
day-out readership attention which 
it feels it requires. 

The “first real effort to set up 


an effective outdoor campaign be- | 


gan about 15 years ago, when San- 
ta Fe first began to use posters,’ 
according to A. A. Dailey, general 


road 


@ The posters were used in the 
1938 spring travel season. In Chi- 
cago, for example, a 50% showing 
was employed and all posters fea- 
tured the various scenic attractions 
along the Santa Fe. One of the 
most famous was a 24-sheet which 
four letters completely 
covering the panel—W-E-S-T. 
The letters were block letters and 
the open portions showed parts of 
the Grand Canyon 


This was the first vear in which | 


Santa Fe had anything it felt it 


could enter in the national poster | 


awards competition. It submitted 
its entries and wound up 
three awards in the first 100. 
Every year since then Santa Fe 


| has received at least one national 


award for its outdoor advertising 
and has received the annual medal 
award for the best painted bulle- 
tin twice in the last three years. 

In the following year, Santa Fe 
used a poster panel as the back- 
drop in a sales meeting and thus 
helped start a practice which has 
since been adopted by innumer- 
able companies 


@ Posters became one of the most 
important facets of the Santa Fe 
ad program during the war years. 
Like other railroads, Santa Fe 
faced the problem of retaining cus- 
tomer confidence and respect at a 
time when service had to be cur- 
tailed 

Service was curtailed, of course, 
because the railroads had an en- 
ormous job to do moving essential 
war material and personnel. The 
logical copy theme, therefore was 
the job that the railroads were do- 
ing in connection with the war ef- 
fort. 

Institutional copy dominated the 
railroad’s 24-sheet panels and 
compelling, hard-hitting designs 


> 


“' :; * 
rtp me. 


Vio GRAND CANYON ““in%* 


INDIAN, TRAIN AND SANTA FE—One of the first intensive Santa Fe outdoor poster 

compaigns featured the Grand Canyon scene above, back in 1938. Experience has 

indicated, however, that color contrasts, the dominant Indian, an illustration of the 

train and terse copy do the most effective job. Hence almost all of the railroad’s 

current outdoor advertising uses these elements in various combinations. Typical 
is the gigantic painted bulletin at the corner of Sunset and Vine in Hollywood. 


(such as a long freight train round- 
ing a curve and the copy, “Loaded 
for war") were the order of the 


| day. 


all | 


with | 


es Toward the end of the war, the 
company began to increase the 
number of illuminated painted 
| bulletins in selected locations and, 
jin 1945, dropped out of the 24- 
| Sheets as a consistent advertiser 
| The reason for the shift was simply 
that the company felt painted bul- 
letins better enabled it to do the 
type of job it expected of outdoor 
At the present time, more than 
half of Santa Fe’s 25 painted bul- 
letins in southern California are il- 
| luminated—most of them between 
Bakersfield and San Francisco, and 


along the highway between Los 
Angeles and San Diego. 
Mr. Dailey cogently expresses 


the basic thinking behind Santa 
Fe’s use of outdoor in a sentence. 
“We do not feel,” he “that 
| outdoor ads promote the sale of 
our service directly, but rather 
that they tie up our advertising in 
other media and act as a daily re- 
minder of our other ads and of the 
railroad itself.” 

Typical of the exceptions was 
the promotion for the Texas Chief, 


says, 


when that train was introduced 
four years ago. In addition to the 
painted bulletins and the other 


media used, Santa Fe also sched- 
uled a heavy poster showing in on- 
line cities. 

Then, two years ago, when the 
Kansas City Chief made its debut, 
the railroad decided on a paint-on- 
| ly outdoor campaign 

The railroad named the train 
after the city and decided to back 
the train with an impressive ad- 
vertising and merchandising pro- 


motion. Many of the passengers 
for the train, Santa Fe reasoned, 
would come from Kansas City. 


Hence, it was logical to attempt to 
compietely cover the city with 
painted bulletins. 


e New locations were selected and 
the paints were erected. Copy was 
terse and hard-hitting and the 
now-familiar Indian head was set 
against a white background. Pur- 
pose of the ads was to establish 
the name of the train in the minds 
of Kansas City residents 

The results exceeded all expect- 
ations. Mr. Dailey willingly testi- 
fies that the painted bulletins “did 
a tremendous job.” 

This spring the pattern was 
modified somewhat when the new 
Super Chief was introduced. San- 
ta Fe’s primary objective was to 
identify the new Super Chief with 
the world’s finest rail service. 


All of the painted bulletins were 


employed and, in addition, Santa 
Fe scheduled a four-month post- 
ing, plus a comprehensive drive in 
other media 


e This combination of paint—in 
order to give continuity to the ad 
theme, and posters—to intensify 
and highlight the particular cam- 
paign running at the time—is the 
formula which Santa Fe can be 
expected to use in the years to 
come 

Unless a new train js introduced 
or some timely event is scheduled 
for promotion, the poster showings 
probably will continue to appear 
in the spring. 

From time to time, Santa Fe has 
experimented with different copy 
approaches. For example, in one 
campaign the company stressed 
scenic attractions. In a short time, 
however, it returned to the tested 
pattern of name, insignia and train 
identification with, possibly, brief 
“reason why” appeal 


s “Our technique on outdoor,” Mr. 
Dailey explains, “is exactly the 
same as we use in all of our ad- 
vertising. There are three require- 
ments: 

“1. The colors used must con- 
trast sharply, to the point where 
the combination will be startling 
and have both emotional and vis- 
ual appeal. 

“2. Details must be crisp and 
handling of massive elements must 
exhibit balance 

“3. The message 
tremely short 

“In short,” he told AA, “our aim 


must be ex- 


| 
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is to create an effect that is in- 
stantly eye catching and immedi- 
ately understood. We stick to 
fundamentals—simple fundamen- 
tals. The people here in our de- 
partment [many of Santa Fe out- 


door designs are created in the 
company’s own advertising de- 
partment] evaluate all of their 


work in terms of these criteria.” 


@ On several occasions, Santa Fe 
has received unexpected dividends 
on its outdoor investment. The 
most recent such event took place 
on April 22, 1950, when a fire 
broke out in one of Chicago's 
largest warehouses, located on the 
Chicago river just east of the Loop. 

Flames leaped up from the wa- 
terfront. Great rolling clouds of 
smoke swirled upward from the 
building. Fireboats in the river 
poured hundreds of tons of water 
into the hissing cauldron. 

Newspaper photographers and 
movie cameramen, radio announ- 
cers and mobile units from the 
city’s television stations converged 
on the blaze. Hundreds of Chicago- 
ans riveted their attention on the 
building from vantage points close 
by and countless thousands 
watched the spectacle on television 
or in theaters, or listened on the 
radio at home 


es Atop the warehouse was one of 
Santa Fe'’s gigantic painted bulle- 
tins—a structure which had been 
a landmark to motorists on Chi- 
cago’s outer drive for years. 

For hours, the Santa Fe sign 
(which represented an investment 
of more than $125,000) was the 
center of interest. Onlookers won- 
dered when the sign would fall. 
And when it finally settled back 
into the smoke the audience felt 
that the central character in the 
drama had left the stage. 

Surprisingly, Santa Fe’s adver- 
tising department received phone 
calls from dozens of people who 
“just wanted to tell you that I 
miss your sign on the Outer Drive. 
It’s sorta like losing an old friend.” 

If anyone in the ad department 
harbored any doubts about the ef- 
fectiveness of outdoor, the phone 
calls effectively dissipated them. 

And needless to add, Santa Fe is 
taking steps to rebuild the bulle- 
tin. 


Two Join Fuller & Smith 

Miss Jeanne G. Smith, formerly 
with Cabat-Gill Advertising Agen- 
cy, Tucson, and Gene M. Lightfoot, 
formerly with Evans & Associates, 
Fort Worth, have joined the radio- 
television-film department of Full- 
er & Smith & Ross, Cleveland. 


Ford Co. Boosts Burdette 


Donald C. Burdette, manager of 
the fleet sales department, has 
been promoted to manager of the 
parts and accessories sales depart- 
ment of Ford Division, Ford Motor 
Co., Dearborn. 


REAL ACTION—Acme Breweries, San Francisco, has come up with two most dramo- 

tic uses of black light painted bulletins. Shown here is one of the bulletins, with 

the upper photo showing its appeorance in daylight and under regular incandescent 
light. The lower photo shows the startling change under black light. 
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Fields idea... 


a standout in distinctive 


Phe famed Field clock 
has a national reputa 
tion. In Chicago. “un 
der Field's clock” is 


a traditional and pop- 


Outdoor Advertising 


ular meeting place 


Marshall Field & Company, justly proud of its unique 


personality, its distinctive logotype and the legendary 


ps me ; : re In this exciting and unique outdoor display, Field's 
Field clock, conceived the idea of designing an outdoor eT eee ee oe P 
clock, a familiar symbol of quality and leadership, is 


a , . - hand-carved from wood and painted in weathered bronze 
: 3 display that would dramatize all three. The end result 

a) ¢ on a background of Field green. The original logotype in 

, ms : - Pare hand-carved gold letters adds a touch of distinction to 

of the Field idea is the distinetive display illustrated the Marshall Field & Company name. Raised letters lend 

a third-dimensional effect and the overall design reflects 

here. it is strategically located on Chicago's fashionable the distinguished reputation Field’s has earned over a 


long period of years. Truly, this tailored-to-measure 


north side. Field display has a personality all its own. 


vertising Co. 
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go GOA individualizes 
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You'll find your GOA representative is completely up-to-date on all the 


newest techniques in tailored-to-measure outdoor advertising. He can help 


you weave your institutional symbol or trademark into a distinctive outdoor 


display that’s tailored-to-measure to your product or company personality. 


For full information call your nearby GOA branch office today, or write: 


General Outdoor Advertising Co., 515 S. Loomis Street. Chicago 7, Hlinois. 


Covers 1400 leading cities and towns. 
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CERTIFIED 


LONG MILEAGE 


DEALER PICTURE—A photograph of o “typical dealer” 
to be emphasized on Sun Oi! Co. 24-sheets, os the company ex- 


Sun Oil Plans 
All-Year Use 
of Outdoor Ads 


PHILADELPHIA, Oct. 24—The now 
famous photograph of the face of a 
typical Sunoco service station 
dealer around which Sun Oil Co. 
has built its eastern area outdoor 
advertising campaigns for three 
years will see 12 months of ser- 
vice along major highways this 
year instead of the usual six or 
seven 

Sun Oil Co. has selected a choice 
group of major cities where 12- 
month postings could be obtained 
in order to test the year-round 
outdoor campaign. Previously these 
campaigns have been limited to 
seven months. In 1950 outdoor 
showings were scheduled for only 
six months for budget reasons, but 
this year Sunoco posters again ap- 
peared in 18 states for a seven- 
month period. The famous Sunoco 
face is seen on about 2,500 post- 
ings, not including Florida where 
the company maintains a year- 
round painted bulletin campaign 
of “mileage pointers” to the near- 


est city and the nearest Sunoco 
station. 
The 12-month campaign has 


been scheduled in Boston, Detroit, ' 


Buffalo, Pittsburgh and Baltimore 
and will be scheduled in the Phila- 
delphia and Camden area if boards 
become available. The experiment 
will actually mean additional 
months of postings in those cities 
without requiring too much addi- 
tional financial outlay. 


e The 12-month thinking idea 
grew out of the fact that Walker & 
Co., Detroit outdoor advertising 
firm, gave Sun Oil excellent show- 
ings and offered them a 10% dis- 
count for 12-month postings. De- 
troit became the first city to be 
signed up for year-round show- 
ings. 

“This trial merely indicates ad- 
ditional interest in outdoor ad- 


vertising on our part,” Stores Case, | 


Sun Oil advertising manager, told 
ADVERTISING AGE. “We have found 
outdoor advertising an effective 
point of sale medium because we 
are talking directly to the motor- 
ist while he is using the products 
we advertise.” 

This growing and consistent in- 
terest in outdoor advertising stems 
from the time Mr. Case joined Sun 
Oil in 1949. From 1927 until that 
time the company’s outdoor ad- 
vertising was spasmodic, and while 
it was considered important, no 
one thought outdoor was indispen- 
sable. 


@ Since 1949, however, outdoor 
postings have been consistent and 
well planned. At that time the 
company selected the large photo- 
graph of the face of a typical Sun- 
oco dealer from nearly a dozen 
ideas submitted by its advertising 


eens 


ph 


S 


Dy,oTOR ou 


continues 


agency, Hewitt, Ogilvy, Benson & 


Mather of New York. One of the’ 


reasons for selecting this idea, ac- 
cording to Mr. Case, was that most 
gasoline companies were using eye- 
catching artwork, colored pictures 
and other unusual pictorial de- 
vices to attract attention. Sun Oil 
just wanted to be different. Con- 
sequently, it selected a simple 
black and white photograph, a 
white background and the message. 

Sun Oil’s records indicate a 
painted wall in the spring of 1927 
as the company’s first outdoor ad- 


pyNALURL 


® 


tends use of the medium to an all year ‘round basis on highways 
around a selected group of major cities. 


vertising effort. In 1934 Sun posted 
its first 24-sheet posters and in 
March, 1938, began a series of Dis- 
ney character posters which lasted 
for six years. 

Probably the most consistent 
part of the Sunoco outdoor adver- 
tising campaigns has been the 
theme of a “premium motor fuel 
at regular prices."’ Twice a year, 
in the spring and the fall, tires 
and batteries are brought into the 
campaigns as timely subjects. 
Otherwise gasoline and motor oil 
get the big play. 


Glenmore Uses 
Paint, Paper, 
Spectaculars 


St. Louis, Oct. 25—A consistent 
believer in outdoor advertising, 
Glenmore Distilleries Co. today, 
as in the past, is devoting a large 
share of its yearly budget to that 
medium. 

At present, the jolly old colonel 
is selling his product through the 
use of painted displays in 24 cities 
in 11 states. Glenmore is also active 
in the poster end of the outdoor 
field and current copy can be seen 
in 53 cities in 10 states. The ac- 


count is handled by D'Arcy Adver- 


tising Co. 
Particularly interesting are three 
new spectaculars—one each in 


Miami, Chicago and San Francisco. 
In the semi-spectacular recently 
completed overlooking the Oak- 
land Bay Bridge leading to San 
Francisco, 1,824 bulbs spell the 
scintillating words “Kentucky Tav- 
ern,” while the display uses about 
two miles of wire and an electric 
load of 38,680 watts. 

Cities in which Glenmore is cur- 
rently using painted displays in- 
clude Los Angeles, San Francisco, 
Miami, Tampa, Chicago, Rock Is- 
land, South Bend, Bowling Green, 
Covington-Newport, Hopkinsville, 
Louisville and Paducah, Ky., Bos- 
ton, Worcester, Minneapolis, Cape 
Girardeau, Kansas City, St. Louis, 
Cleveland, Memphis, Nashville, 
Austin, Dallas and Houston. 


He ARISTOCRAT OF BONDS 


LIGHTS UP—This semi-spectacular for Glenmore Distilleries was recently completed 
at the Oakland Bay Bridge, San Francisco. Similar displays are used by the com- 
pany in Miami and Chicago. 


LOOKING IT OVER—A. P. Bondurant, v.p. and advertising director of Gh 


3-Sheets Get Play 
as Aid in TV Shows 


Oct. 23—Early this 
month, when “Boston Blackie” had 
its premiere on television, the 
opening scene showed “Blackie” 
passing a street corner. Then, while 
lighting a cigaret, he paused—right 
alongside a 3-sheet poster for 
Meister Brau. The pause, of course, 
was long enough so that viewers 
could read the copy. 

This marriage of TV and 3- 
sheet, according to Criterion Ser- 
vice Inc., specialist in the latter 
medium, familiarizes TV enthu- 
siasts with the panels so they'll 
recognize them the next day when 
they're out shopping. Three-sheets 
appear only in shopping centers 
“only minutes away from the 
products on the store shelf.” 

“Criterion posters used on TV,” 
said one official, “because of their 
size, fit easily into video commer- 


New York, 


WEDDING— Andy 
for Meister Brov, ond Harry Gray, of 
BBDO, Hollywood, discuss Criterion Ser- 


Gontner, ad director 


vice 3-sheet poster used on “Boston 

Biockie’’ TV show. Marriage of two me- 

dio rewilted in commerciols spotted at 
opening and closing of show. 


cials. All copy is readable and no 
close-ups are required. Moreover, 
they facilitate the production of 
commercials—they cut art and 
copy costs and no story boards or 
other visual gimmicks are re- 
quired.” 


@ Lucky Strike used Dorothy Col- 
lins as the subject of one of its 
Criterion posters “to carry over the 
effect of the TV impression in 
shopping centers.” 


t " 5 
om perfect midnets and neh Haute 
inne great Cigarette Lucky Sprite! 


L. S. SWEETHEART—Dorothy Collins smil- 

ingly asks you to try Luckies via 3-sheets 

used on many Lucky Strike shows. TV 

viewers see Criterion poster like this at 

home, then see it again when in shopping 
centers. 

“By bridging this gap between 
the home and the store,” the Cri- 
terion executive continued, “the 
Dorothy Collins poster was able to 
do two things: first, a shopping 
pedestrian was reminded of hér 
TV commercial, and, second, the 
3-sheet acted as an audience pro- 
motion for the Lucky Strike shows. 
This use of Miss Collins on §- 
sheets was not unlike having her 
standing on thousands of stregt 
corners reminding shoppers to buy 
Luckies.” 

The American Tobacco Co. fat 
much the same way. “Naturally,” 
said a Lucky Strike official, “we 
feel it is important to carry ovér 
the effect of all our advertising 
to the local level where cigarets 
are bought 

“Television, of course, is stromg 
on visual impact and we felt that 
by using Dorothy Collins on § 
sheet posters in shopping centefs 
we would help bridge the gap be 
tween home and store—bringing 
part of the effectiveness of Dor@ 
thy Collins’ commercials to shop- 
pers just before they buy their cig 
arets.” 


Ralston Uses 
Outdoor to Aid 
Rice Chex Debut 


Sr. Lous, Oct. 24—-Ralston Pur- 
ina Co., which once used outdoor 
advertising extensively but has not 
been prominent in this field lately, 
returned to this medium to intro- 
duce Rice Chex, latest addition to 
the checkerboard cereal family 
The account is handled by Gard- 
ner Advertising Co. 

A market-by-market operation 
was begun in Wichita, Kan., in 
January, 1950, and national dis- 
tribution is expected to be com- 
pleted shortly after Jan. 1, 1952 


BACK ON BOARDS— Ralston Purina Co. 


looks over the brand's current 24-sheet, appearing in some 53 cities. 


for Rice Chex, 


7 ve'e 


featuring the 


——— 


In each market No. 100 outdoor 
showings were scheduled for a 
twelve-month period. Designs 
carry large reproductions of pack- 
age and bowl, providing package 
and product recognition, and illus- 
tration of a child eating the prod- 
uct for human interest and appe- 
tite appeal. 


s Black and white newspaper ad- 
vertisements and radio are also 
used for Rice Chex. Newspaper 
ads are built around illustrations 
of the same child shown in the 
poster design. 

Both client and agency report 
that outdoor advertising has ac- 
complished the purpose of impress- 
ing the name Rice Chex on the 
public and gaining recognition of 
the package and bite-size cereal. 
Current plans call for continued 
use of outdoor on a less extensive 
basis as new markets are opened. 


hos returned to ovtdoor boords with its 
“believable” youngster who 


is also featured in newspoper ond other copy. 
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Give Famous Bonded 


OLD FORESTER 


Ls NOTHING 


BETTER 


IN BIG DRIVE—One of the 37 painted bulletins which will saturate the Los Angeles 
market for Brown-Forman during the holiday season, along with 552 24-sheets in 


the 


area. 


Brown-Forman Tells How It Uses Outdoor to 
Promote King Whisky in a Monopoly State 


LouIsvILLe, Oct. 24—What does 
a large distiller do when he wants 
to bid for consumer brand pre- 
ference in a monoply liquor state 
and (a) can’t purchase any 
painted bulletins, and (b) finds 
that outdoor plant operators are 
reluctant to sel] poster space for 
liquor advertising? 
3rown-Forman Distillers Corp. 
faced with just such a problem, 
W. Moorhead Jr., 
of advertising, 
some seven 


wa 
according to R 
v-ep. and director 
when it decided 
Months ago promote its King 
Blended whisky in the state of 
Ohio. Here is the merchandising 
plan that the distiller and its agen- 
ey, Ruthrauff & Ryan, employed: 


to 


@ First, they decided to start the 
initia! campaign in just two cities, 
Toledo and Columbus. To get out- 
door coverage, these cities were 
@anvassed for suitable wall space, 
preferably within a few blocks of 
a tavern, and on a major traffic 
artery 

The problem faced by Brown- 
Porman in Ohio was one that is 
Peculiar to monopoly liquor states 
Because the state liquor commis- 


Sion handles the sale of bottled 
liquor, and permits no point of 
Sale or other promotion in the 


State stores, it is next to impossible | 


to build brand preference through 
these outlets. A customer is merely 
presented with a list of brands 
available, showing the price and a 
Code number given each brand by 
the commission 
@ To establish brand 
therefore, a distiller must promote 
his product in or near the privately 
licensed tavern, which 
Brown-Forman sought outdoor 
wall locations as close as possible 


preference, 


is 


why! 


to taverns, and painted a large 
illustration of the King bottle plus 
a few words of copy on these walls. 

The distiller started its Toledo 
campaign in March, and now has 
25 painted walls and one painted 
bulletin in that city. In Columbus, 
where the King campaign wasn’t 
started until July, it has 18 walls 
and one bulletin. 


e Coincident with the outdoor 
phase of the two-city campaign, 
Brown-Forman also used mam- 
moth 7’ car cards, two-color facing 


same amount is spent in newspa- 
pers and a corresponding amount 
in magazines, with the remaining 
quarter going for car cards, point 
of purchase, trade publications, etc. 

In September, Brown-Forman 
launched an intensive drive in the 
Chicago market for its Early Times 
brand (which the distiller says is 
the first leading straight whisky 
seller in the country) and current- 
ly has 36 Early Times painted 
bulletins and one spectacular in 
the Chicago market 


@ Starting Nov. 15, and running 
through Dec. 25, Brown-Forman 
will use what is believed to be the 
greatest outdoor showing ever at- 
tempted anywhere: B-F’s Old 
Forester brand will appear contin- 
uously on 522 24-sheet panels and 
37 painted bulletins in the Los 
Angeles metropolitan area. 

The campaign, which will alter- 
nately feature the regular Old 
Forester bottle and a Christmas 
decanter, is a new but not surpris- 
ing 


get for outdoor in 1946, and has 
consistently expanded it in the 
past five vears in the Los Angeles 
area. 

Nationally, the company will 
have its heaviest ad campaign in 
history, with space scheduled for 
16 national magazines. Locally 
there will be a heavy newspaper 
schedule. Continuing schedules are 
carried in these media 


e According to Charles Stumpf of 
Brown-Forman, a larger percent- 
|age goes into outdoor in this area 
| because it is better adapted to this 
type of advertising. The scattered 
| geography of the area results in 
}more people being in cars and 
| driving much further than the av- 
| erage elsewhere. Also, the mild 
; weather gives the boards visibility 


peak for Brown-Forman, | 
which started with a modest bud-| 


throughout the year. 
Mr. Stumpf says “it is hard to 
figure” how much the outdoor 
campaign has contributed to sales, 
but they have been very good 
since the company went into out- 
door heavily about two years ago. 
There are no actual comparative 
sales figures, but surveys taken by 
newspapers and others _have 
shown that B-F’s Early Times 
brand has been No. | in its class 
for the past one-and-a-half or two 
years. Old Forester has been no 
| less than second, and usually first, 
}as revealed by periodic surveys. 


|@ The holiday splurge will exactly 
‘double the showings that have 
been used since May of this year, 
with 168 boards in Los Angeles, 
and 108 in outlying areas. These 
are in addition to the permanent 
schedule of 12 rotating painted 
boards, one painted board rotated 
through six freeway locations, 
land three painted roofs. 

| The painted bulletins are broken 
dewn to seven featuring Old For- 
ester, three featuring Early 
|Times, and three stressing King. 
|These and the roof paints are 
changed every three months, and 
ja different product featured. Pro- 
ducts promoted on the _ poster 
showings are in approximately the 
same proportion as the painted 
boards. 

Much of the credit for the sales 
results of Brown-Forman promo- 
tion is given to aggressive mer- 
chandising by the local distributor, 


Young's Market. Each of the dis-! 


tributor’s salesmen has a_ color 
presentation of Brown-Forman 
advertising in a 15-page 16x20” 
kit. Trade coverage, “like a blan- 
ket,” has been a key element in 
the successful combination of me- 
dia and distribution, according to 
Brown-Forman and its agency, 
Ruthrauff & Ryan 


HARD TO GET-—Painted walls like this 

were used in Toledo and Columbus, O., 

by Brown-Forman when it found posters 

and painted bulletins were virtually un- 
available 


half-page newspaper ads, and some 
unusual point of purchase materi- 
als. One of the latter was a long, 
helium-filled balloon which, when 
released from a box placed on the 
bar, would float to the ceiling and 
remain there for about seven 
hours. Trailing from the balloon at 
approximately eye level was a 
sales message for King whisky. 

In July, Brown-Forman started 
to move into other Ohio markets 
with its King campaign. Currently 
there are some 40 walls, three bul- 
letins and one spectacular in 
Cleveland; six or seven walls each 
in Akron and Canton, and ten 
walls, three bulletins and one spec- 
tacular in Cincinnati 


@ In addition to King, Brown-For- 
markets Old Forester 
bonded bourbon and Early Times 
straight whisky (King is a blended 
whisky). Its advertising budget is 
split about equally among the three 
brands. Slightly less than one- 
quarter of the total expenditure is 
in outdoor, and approximately the 


also 


| How Judging Is 
Done in Western 
Poster Competition 


San Francisco, Oct. 23—Top 
| competition for outdoor poster art 
in the West is the Max Schmidt 
Memorial Award, sponsored an- 
nually by Schmidt Lithograph Co 
in conjunction with the Advertis- 
ing Association of the West 

The contest is open to all artists 
in the 11 western states and Ha- 
waii which are served by AAW 


Your best 


Colichid 


TOOK THE PRIZE—K 


Only 24-sheet poster designs are 
eligible for competitions. And the 
designs must be those of advertis- 
ing posters selling merchandise, 
service, or institution, or public 
service such as Red Cross or traf- 
fic safety 

Judging is done on the following 
basis: 


® 1. Basic idea, 20 points—This re- 
fers to the basic sales idea, with- 
out reference to its interpretation. 
The basis of 20 points is not in- 
tended a gauge of the com- 
parative value of the idea, but is 


as 


tire preserver ! 


CHEVRON 
GAS STATION 


won the 1951 Max Schmidt Memorial 


Award for poster design in the 11 western states with this 24-sheet for Standard 
Oil of California 


LARGEST?—Union Oil Co., which has 


ted this ill d sign on the 12- 
in Los Angeles, 


ooh 
Ge 


story Petroleum Bldg. 
soys it is the largest in Southern 
fornio. Supporting statistics: 86° high; 
diameter, 68°; numerals, 34’ tall; light- 
ing, 900° of white neon tubing; the 
word “Union”, 75° long and 12’ high. 
There are 313’ of porcelain enamel sheet 
metal in the sign. Cost was $20,000. 


an arbitrary figure established in 
consideration of the fact that the 
| basic sales idea may not be that of 
the artist. 

2. Presentation of idea, 30 
points—This refers to the manner 
|}in which the artist interprets the 
basic idea, without reference to 
his technique of displaying it. 

3. Technique, 50 points—This in- 


|cludes the elements of drawing, 
composition, color, lettering and 
| legibility. 


| 

® First place winner in this year’s 
contest was Konstantine Colichidas 
of San Francisco with his Stand- 
| ard Oil of California poster, “Your 
Best Tire Preserver.” The $200 
award was made during the AAW 
| convention in June at Denver. Art 
| directors were Carlton Zimmer 
| Bat Nick Carter. The agency was 


Batten, Barton, Durstine & Osborn. 

Second place winner was Mil- 
dred Porter of San Francisco with 
her CandH Sugar poster, “Be 
Wise; Can with Cane,” while third 
place went to Willard Cox of San 
Francisco for his MJB coffee 
poster 


Broadcasters Name Officers 
The Wisconsin Broadcasters 
Assn. has reelected Ben Laird, 
manager of WDUZ, Green Bay, 
president, and Miss Jeanne Heal, 
manager of WTCH, Shawano, 
treasurer. Bruce Wallace, mana- 
,ger of public service broadcasts 
for WTMJ, Milwaukee Journal 
station, was elected v.p., and Verl 
Bratton, manager of WKTY, La 


Crosse, secretary 


Poppenberg Joins WBNS-TV 
Arthur Poppenberg, formerly 
with the television films sales 
staff of King Features Syndicate 
of International News Service, has 
joined the staff of WBNS-TV, Co- 
lumbus, as an account executive 


Johnston Joins Kudner 

Gerard (Jerry) Johnston, for- 
merly an account executive with 
J. M. Mathes Inc., New York, has 
joined the service staff of Kudner 
Agency, New York 
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‘Love That Outdoor Co-op’ 


General Tire Outlines 
Dealer Co-op Program 


AKron, Oct. 25—The advertising 
manager who feels he is plagued 
with dealer cooperative outdoor 
advertising problems may well ex- 
claim “Love that outdoor co-op!” 
once he really sinks his teeth into 
it, according to R. H. Harrington, 
advertising manager of General 
Tire & Rubber Co. 

The reason an ad manager will 
like dealer co-op, in Mr. Harring- 
ton’s opinion, is that “everything is 
clean cut and _= straightforward 
when you buy poster advertising. 
There are no local-national rate 
differentials. ..no forced combina- 
tions. . .no hidden rebates or double 
billing...no rate holder rules.” 

And if an ad manager will plan 
his outdoor program and design 
his posters to make it a dealer- 
factory cooperative enterprise in 
effect, as well as in name and cost, 
his dealers will love it too, he 
added 

Mr. Harrington also is chairman 
of the ANA’s outdoor committee 
and director of the Traffic Audit 
Bureau 


8 General Tire used outdoor post- 
ers in a small way before World 
War II, to highspot other advertis- 
ing during the summer months. 
But it wasn’t until 1943 that the 
company made outdoor the corner- 
stone of its dealer co-op program. 

At that time General prepared 
an outdoor sales presentation for 
its dealer conferences and gave its 
salesmen a portfolio telling in sim- 
ple language the ABCs of out- 
door advertising—what it is, how 
it works, why it is good for the 
dealer, and details of the co-op 
arrangement. 

During the first year, despite 
rigid tire rationing, 316 General 
dealers contracted for six months 
of No. 100 showings and paid half 
the space cost. In 1946 the program 
was stepped up to eight months of 
full showings, and 715 dealers 
signed up. 


® In 1949 General decided that 12 
months of No. 50 showings would 
be the best buy for the company 
and its dealers, and that year 950 
dealers went along. And a con- 


siderable number of these insisted 
on No. 100 showings. 

Today, more than 1,090 dealers 
participate in the year ‘round out- 
door co-op program, and “most of 
them, I am sure,” Mr. Harrington 
told AA, “would holler ‘You can’t 
do that to me’ if we tried to take 
it away from them.” | 

The features of outdoor adver- 
tising that appeal to General and 
to its dealers include: 


1. Low cost of circulation, aver- 
aging 15¢ or less per thousand. 

2. Continuity of product and 
dealer identification, requiring less 
frequent use of other, more ex- 
pensive media. 

3. Impression on car owners 
while using the product advertised 
(true of any automotive product). 

4. Less competition from other 
advertisers due to limited number 
of showings available in any one 
market. 

5. Added effectiveness of other 
advertising, “which may be hard 
to prove, but I’m convinced,” Mr. 
Harrington says. 

6. Definite, traceable sales re- 
sults. 

Twenty per cent of the poster 
space should be devoted to dealer 
imprints, according to a new book, 
“Essentials of Outdoor Advertis- 
ing,” soon to be published by Assn. | 
of National Advertisers, “but most | 
co-op posters allow only a skinny | 
six- or eight-inch strip,” Mr. Har- | 
rington says. 4 | 


s “From the beginning we have al- 
lowed one-fifth of the space, usu- | 
ally the four half-sheets across the | 
bottom, for the dealer’s name. Type 
must be the biggest and fattest 
that length of name will permit. 

“Artists will complain that this} 
cramps their style, but our agency 
(D'Arcy Advertising Co., St. 
Louis) has proved that good de-| 
sign can be squeezed into the re-/ 
maining 80%.” | 

General uses a variety of design | 
styles, including human interest, 
dealer service, and displays of | 
product specialties such as punc- 
ture-sealing safety tubes and} 
winter-tread tires | 


| 


| 
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It’s Tough to Get on R, Counters | 


but 


counter piece of Becton, 
Dickinson's is welcomed 
enthusiastically by druggists. 
Why? Because this unit | 
performs a real service for 
pharmacists and their 
customers. Rotating wheel in 


handle lists sick room needs for 8 basic 
ailments. Handy, useful, it reminds people —- and 


prompts them to buy. If your retailers are 
partial to helpful display aids, it will pay you 


to have your next one... 


Sales Engineered by 


CONSOLIDATED 


Lithographing Corporation 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Moin Office ond Plant 1013 Grand Street Brooklyn HN. ¥ 


ales Offices in Philadelphia. ( teago, Lc 


ssville and Tampe 


PROOF 


POOR DESIGN? BUT IT SELLS! 
poster advertising layout,’ 


GENERAL 


Puncture -Sealing 
Tube 


R. H. Harrington, General Tire’s od manager, says. 


M 


“This poster probably violates every rule of good 


“Yet 


we have posted it repeatedly and it has never failed to jingle the dealers’ cash 


registers.” 


D'Arcy Advertising Co. is General Tire’s agency 


: oe, 320 cLeats Grip 
in SNOW-SLUSH-MUD ji, iy 7 


See GENERAL 2 
Cleat 


si 


IMMEDIATE RESULTS—General Tire dealers report immediate increoses in soles 
volume when poster displays like the one above, featuring snow tread tires, are 


scheduled 


Although Genera! uses the hu- 
man interest theme frequently, 
Mr. Harrington says he is “far 
from convinced that dragging in 
human interest by the tail with a 
play on words having some distant 
or fanciful relationship with the 
product is making the best use of 


| poster advertising. 


“I would rather have fewer peo- 


in season. 


ple look at my posters, if by so 
doing they get a good, hard selling 
idea in their craws.” 


® Dealer service copy that calls 
on the motorist to “save your tires” 
is not as unselfish as it might seem, 
Mr. Harrington says. 

“Service business is profitable to 
the dealers...We make money on 


recapping and repair material, too. 
Such copy appeals strongly to the 
dealer's pride in his reputation as 
a tire specialist and service expert 
and adds to his enthusiasm for his 


factory's advertising support of 
every nature.” 
The oval emblem trademark 


logotype in General's posters is 
the identification sign that appears 
in each dealer's place of business 
Because of its policy of selective 
distribution, the company feels 
that the ability of the posters to 
keep the dealer's name, address 
and store identification before the 
public all day, every day, provides 
a valuable tie-up between all its 
advertising and local point of pur- 
chase. 


GE Promotes Three 


General Electric Co., Syracuse, 

Y., has announced the promo- 
tion of D. S. Beldon, radio sales 
manager, to national account sales 
manager of the company’s receiver 
department. Also promoted in the 
department are D. E. Weston Jr., 
assistant television sales manager, 
to radio sales manager, and R. V 
Buivid, district manager, to as- 
sistant radio sales manager. 


WGAF Joins American 


Latest radio affiliate to sign with 
American Broadcasting Co. is 
WGAF, Valdosta, Ga. The 5,000- 
watt station will join ABC effec- 
tive Nov. 1, bringing the network's 
radio membership list to 297. 


Burke Agency Moves 

Burke Co., Seattle agency, hag 
moved to 120 Sixth Ave. North at 
John St. 


an ywhere ees 


THREE-DIMENSIONAL, ALL-METAL TRAVELING 
DISPLAYS NOW ON 
CHICAGO MOTOR — COMPANY BUSES 


Another first for 
the “City 


And tor Standard 
politan Ct 

verage. City plus 
of America’s se 


Compare this 3-Z 


‘ 
“Chicago Car 
Market back and forth to the 
Critchfield & Co., Burlington Brewing Co 

. 


ago Market 

Mid-Urban plus Suburban 

ond largest Market for only $1890.00 a month 
. 


brilliant Traveling-21° 
Loop 


. 28° Car Cards still another first, in low cost 


not just part of it but the whole of it 


‘ 


Transportation Advertising in “Chicago 


ae Oe he 


-Bullseyes combing the Cream of 
with its 1,000,000 people daily Creation of 
Agency, they're the talk of the town! 


coverage of the Metro- 
comprehensive, 5-county 


25 primary transit routes delivering the Cream 


ne Package. all it gives for what it costs before making decisions regarding 


Chicago Car Advertising Co. 
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COMPLETED TEASER—Eoch year for the past five or six, Plymouth has introduced 
its new models with outdoor teasers. In its original form, this painted display said: 
“See the New Show 


Louis 


NEW MEDIUM—Members of the public relations staff of the Greater St. 
Community Chest, from left, Frances Rowland, Jane Groves, Polly Clark and Mary 
Shortal, appraise the triangular lamppost signs being used in the 1952 campaign. 
One-sheets used on each panel are adapted from the Chest’s 24-sheet poster which 
shows a happy baby with a red feather in its mouth. It is printed in blue, red 
and yellow. On the 24-sheets the words Community Chest are in Day-Glo yellow. 


_Lampposts Form 


Arthur T. Millott, who has been 
Working with General Electric 
* 
New Medium, but 
Only for CC Use 


Co.'s frozer foods and air condi- 
tioning equipment department, has 

en promoted to sales manager 
for food freezers in the company’s 
Major appliance division, Hartford, 

St. Louts, Oct. 23—Three-panel 
triangular boards that fit around 
lampposts are a novel form of out- 
door advertising being used by the 

Greater St Louis Community 
Chest 


GE Senate ‘Millott 


The triangular boards were first 
used in the fall of 1949 for the 


1950 campaign, when the public 
relations committee sought per- 
mission from the city’s Board of | 


Public Service to place the signs 
around lamp standards in down- 
town St. Louis and outlying shop- 
ping centers for a two-week cam- 
paign period. It was stipulated that 
the boards could not be reassigned 
to any other organization for ad- 
vertising purposes 

The boards were designed by the 
Community Chest production de- 
partment. The triangular feature 
makes the one-sheet poster visible 
to pedestrian traffic moving in 
both directions and to vehicular 
traffic. Each side of the panel is 
| fitted with 3!” hinges pin tied 
The panels were attached at the 
same place on every panel, thus 
making them interchangeable. The 
total height of the board from 
ground to top is 6 feet. 

A total of 300 boards are being 
used in the current campaign, 
making 900 visual impressions in 
all 


Ink Division Changes Name 
Interchemical Corp., New York, 
has changed the name of its ink 
division from International Print- 
ing Ink Division of Interchemical 


Corp. to  Interchemical Corp.- 
Printing Ink Division. The trade- 
mark IPI will be retained on sta- 
tionery, calling cards, truck iden- 
tification, advertising and sales 
promotion material 


Bill Holmes to Atherton 


THREE DIMENSION 
ADVERTISING, INC. 


Bill Holmes, formerly writer- 
director for National Broadcasting 
Co. in San Francisco, has joined 
Atherton Advertising Agency, Los 
Angeles, as copy and media di- 


Chicago 11, mW. sector. 


Outdoor Teasers 
Used Consistently 
for Plymouth Cars 


Detroit, Oct. 25—A confirmed 
believer in the value of teaser ad- 
vertising in connection with out- 
door showings is Plymouth Divi- 
sion of Chrysler Corp., which has 
been using teaser panels to in- 
troduce its new line every year 
since 1945. 

This year Plymouth, through N. 
W. Ayer & Son, its agency, used 
50 painted bulletins in 26 major 
cities to feature two airplanes tow- 
ing banners announcing: 


New Show.” When the bulletins 


were subsequently completed, the | Favored by Petri 


“See the New Ply m- | 


Showrooms | 


message read: 
outh In _ Dealers’ 
Now!” 

The teasers launched an over-all 
announcement campaign, in which 
posters were used throughout the 
nation in Plymouth dealer points 
to show the car and to help drive 
home the statement: “New Safety- | 

| Flow Ride. ..... New Plymouth.” | 


@ This year the more conventional | 
towed banners replaced the fa- 
mous “Plymouth Pete” teaser 
campaign to introduce new models. 
Plymouth Pete is a heroic-sized | 
dummy of a sign painter set into! 
a position on scaffolding as if he | 
has just finished painting part of | 
a phrase on the board 

This idea was first employed to 
introduce new Plymouths in 1945, 
1946 and again in 1950. Every- 
| where he appeared Plymouth Pete 
became a traffic stopper. Crowds 
always gathered to watch him anx- 
iously to see if he really was alive 


and would continue painting. 
A number of other postings 
have been utilized this year by 


Plymouth to stress features of its 
cars, especially the “safety-flow 
ride.” The company also is using 


“see the) Humorous Approach 


IMPORTANT—Humorous human interest illustrations feature the outdoor advertising 
Petri wine. 


newspapers, magazines, television 
and outdoor, with the latter play- 
ing a major role in the rounded 


campaign. 
San Francisco, Oct. 23—Petri Since 1946, the or theme or 
Petri outdoor posters has been 


Wine Co., a continuous user of out- 
door since 1942, will continue to 
rely heavily on the medium in 
future advertising programs, ac- 
cording to Hugh D. Smith, adver- 
tising manager. 

At present, 


strictly humorous human interest, 
in an effort to expose the product 
in a friendly atmosphere of qual- 
ity. 

Petri currently has outdoor 
showings in 227 markets. Its agen- 
uses cy is Young & Rubicam. 


the vintner 


STARTED AS TEASER—This 24-sheet for a Philadelphia soft drink bottler started 
as o teaser, with only “‘triple-filtered” on it. The » der of the ge was 
added ofter two weeks. 


Teasers Help Soft 
Drink Maker Keep 


outdoor advertising about 10 years 
ago and found results good. Sev- 
eral years later the company 


black light techniques for night- 
time stopper effect in strategic lo- 
cations. 


Outdoor Ads ‘Alive’ 


PHILADELPHIA, Oct. 
campaign to arouse interest in 
the “triple-filtered” water offered 
Philadelphia area soft drink con- 
sumers recently paid off well. 

The “triple-filtered” 
played on the fact that the Quaker 
City water is notably bad tasting. 
J. Frank & Sons, regional 
| drink manufacturer, began a two- 
week campaign by posting 33 24- 
sheet posters and 25 illuminated 
posters here and in parts of south- 
ern New Jersey which used noth- 
ing more than those two words. 


Oxford Promotes Petzold 

H. P. Petzold, formerly assistant 
mill manager, has been appointed 
manager of Oxford Miami Paper 
Co.’s West Carrollton, O., plant 
He replaces Philip L. Hovey, who 
has been transferred to the com- 
pany’s New York office as staff 
production manager. Bernard L 
Merriss has been promoted from 
assistant to plant engineer 


Ronson Adds CBC Stations 
Ronson Art Metal Works, New- 

ark, has added 34 stations of the 

Canadian Broadcasting Corp. to 


, bottle and the company insignia 
its network for “Hollywood Stars 


were filled in to complete the de- 


on Stage.” The 30-minute drama sign 
is carried weekly over ABC. Grey ~ : 
Advertising Agency, New York, 


handles the account 


24—A teaser 


theme 


soft 


Two weeks later a large Frank's 


e J. Frank & Sons began testing 


adopted the large bottle, changed 
to promote various flavors in full 
color, and the Frank’s insignia 
with the “It’s the Best’ slogan. 

This same poster design has been 
used consistently by the company 
to acquaint consumers with the 
bottle, the name and the trade- 
mark. Occasionally, special pro- 
motions, such as the “triple-fil- 
tered” teaser campaign, are em- 
ployed to lend variety. 

Outdoor advertising, placed by 
the Frank’s agency, Adrian Bauer 
Advertising Agency Inc., Phila- 
delphia, is used in conjunction 
with radio and television spots. 


Simpson Joins ‘Family’ 


William Simpson Jr., formerly 
with John Sexton & Co., Chicago, 


food products manufacturer, has 
joined the advertising sales staff 
of American Family in New York. 


Space Buyers Look— 
How Painted Walls Sold Dog Food! 
Because They Possess All 4 Advertising Essentials 


1. Size——Painted walls come in sizes up to 5 
stories—and usually at the point of sale. 


2. Color—tThere are no limitations on color 
—we may use as many as 50 tints to get 
your effect. 


3. Continuity —Continuity is terrific—365 
days of the year . . . with your message 
‘tailored’’ to the individual spot if 
you so desire 


4. Price—tThe price is incredibly low. In 


no other medium, can you buy so much 
display for so little an outlay. 


5. We handle the entire job, once we have 
your layout - 
market. 


and cover the Chicago 


cor. 


RIVAL Pac 


GREENVIEW AVE. AT SCHOOL ST. 


“oe 


KING Company 


Ives care 
° 
ron Ath ~ O° 


owns oc « 


Gorn Phuc 


CHICAGO, ILL 
Phone GR 2-3724 
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PILSENER BEER Formule 


THREE-STAGE POSTING—Only the banner appeared on this Day-Glo poster in 
northern Ohio originally. A week loter the copy at lower right wos added; then, 


dditi 


of the bottle and the 


in another week, the was 


pleted with 


Czech figure. 


Day-Glo Teaser 
Helps Put P.O. C. 
Beer in Limelight 


CLEVELAND, Oct. 23—A bright 
message cut through gloomy Ohio 
weather when Pilsener Brewing 
Co. here used Day-Glo colors in- 
troducing new P. O. C. beer with 
“that new ‘51 flavor” on outdoor 
boards in the Cleveland-Akron 
area. The advertising was pre- 
pared by Meldrum & Fewsmith, 
Inc., under the direction of George 
S. Carter, brewing firm president. 

First posting in late March 
showed only a brilliant banner 
printed in fire-orange Day-Glo 
with white letters touting Pil- 
sener Brewing’s 1951 taste. A week 
later, the copy was expanded on 
the same posters, adding that the 
product was “Developed from Our 
Original Pilsener Beer Formula— 


with Imported and Domestic Hops 
and World’s Choicest Grains.” 

A third posting, another seven 
days later, showed a closeup of 
the new P.O.C. Pilsener Beer 
label, printed with Day-Glo or- 
ange and yellow. Also appearing 
was an impish character in Czech 
costume, riding a high-wheel bike, 
its frame and wheels forming the 
letters “P.O. C.” 


@ Choice of Day-Glo in this in- 
stance seemed almost providential, 
according to James Ryan, M&F ac- 
count executive for the P.O.C. 
(Pride of Cleveland) beer. Day 
after day gray weather hung on in 
northern Ohio during the cam- 
paign, with weather bureau men 
reporting only two full days of 
sunshine during all of April. 

But the Pilsener boards, despite 
the gloom, “glowed with an in- 
tense, attention-attracting bril- 
liance,” says Mr. Ryan. 


Tappan Stove Puts 
20% of Co-op Aid 
into Poster Copy 


CLEVELAND, Oct. 25—Tappan 
Stove Co. and its 2,500 dealers are 
welding stronger links between 
Tappan’s national publication ad- 
vertising and local markets by 
stepping up cooperative outdoor 
advertising. 

The program, geared to Tappan 
dealer growth and mounting brand 
acceptance, is bigger than in any 
previous year. 

The Mansfield, O., firm, which 
this year took over O'Keefe & 
Merritt Co., Los Angeles, is said 
to be the nation’s largest maker 
of domestic gas ranges. 

Tappan reached this position in 
a three-year period in which out- 
door advertising, a 20% slice of 
the dealer cooperative effort, has 


helped relay Tappan’s national 
magazine messages to prospective 
stove buyers at or near the point 
of sale. 

‘ 
e Mutually sponsored outdoor ef- 
forts provide Tappan dealer sup- 
port, brand identification and 
theme repetition, through posters, 
store neons, dealer truck signs and 
window decals. | 

Two annual poster designs head- 
line the program prepared by Tap- 
pan’s agency, the Griswold-Eshle- 
man Co. Poster copy—such as 
“Tappan gas ranges make glad 
girls’—tties in with spreads in na- 
tional farm, women’s and sheiter 
magazines. 

Both painted boards and 24-| 
sheet posters are used with the 
outdoor boards imprinted, except 
in the largest cities, with the deal- 
er’s name. Several black light 
spectaculars are being used by 
Tappan in and around New York 


ER FLAVOR OF SEEDLESS HOPS 
[ Svendish Serres J 


MAMMOTH BOTTLE—There ore approximately 75 of these 18’-high three dimensional 

beer bottles being used on outdoor signs by some 25 breweries in the U. S. and 

Mexico. Made of a lightweight, reinforced plastic, they weigh less than 100 pounds, 

and are “stronger than steel, dimensionally stable and weather-proof,” according to 
the manufacturer, Three Dimensions Advertising Inc., Chicago. 


THREE DIMENSIONS—Lachman Bros., San Francisco furniture store, for many yeors 
has maintained painted bulletins in its area. The bulletin illustrated here features a 


LACHMAN BROS 


room display which depicts various furniture pieces and appliances by use of 


third-dimension cutouts. 


City. 

“Coupled with newspaper and 
magazine advertising, the posters 
ave helped make Tappan stoves 
and dealers’ stores—interesting to 
customers,” Bert Williams, account 
executive at Griswold-Eshleman, 
says. “And increasing the impor- 
tance of the Tappan line has in- 


> 


creased the number and size of 
dealerships.” 
Pabst Names Wittenberg 
Director of Merchandising 

Dean Wittenberg, formerly in 


charge of merchandising for the 
Kansas City branch of Kroger Co., 
Cincinnati, food 
chain, has been 
appointed direc- 
tor of merchan- 
dising and plan- 
ning for Pabst 
ales Co., sales 
division of Pabst 
Brewing Co., 
Chicago. 

Mr. Witten- 
berg, who had 
been with Kroger 
Co. for 20 years, 
will make his 
headquarters at Pabst’'s general of- 
fices in Chicago. 


Bill Palmer to Ball Bros. 
William E. Palmer, formerly 
with Benton & Bowles, New York, 


Dean Wittenberg 


| 


as director of merchandising, has} 


joined Ball Brothers Co., manufac- 
turer of fruit jars, caps, and jelly 
glasses, as manager of marketing 
for its new consumer 
sales division. 


Lone Star Gas Ups Roberts 
L. C. Roberts has been promoted 


to advertising director of Lone 


Star Gas Co., Dallas, natural gas | 


service and gas appliances manu- 
facturer. 


Needham Opens N. Y. Office 

Needham, Louis & Brorby, Chi- 
cago, has set up a New York office 
in the RKO Bldg., 1270 Avenue of 
the Americas. 


Joins ‘American Family’ 
Morris F. Harris, formerly with 
Scott Paper Co., Chester, Pa., has 
joined the circulation staff of 
American Family in New York 


| 
products 


FOR TB SEALS—Now going up on poster panels is this tuberculosis Christmas seal 
poster produced by United States Printing & Lithograph Co. 


“My beer is 
RHEINGOLD- 


IN GOOD TASTE-—Miss Rheingold 1951 paraded through a monthly series of 24- 
sheets for Liebmann Breweries, New York. This one wos produced by Forbes Litho- 
graph Co., Boston. 


““ 20,000 TRAVELERS =«: 


READ YOUR MESSAGE 
DRIVING THROUGH 


NEVADA 


To and from the west coast, Nevada carries a heavy flow of cus- 


. a rich tourist market on wheels! s 


tomers with money to spend . °. 
Plus a local market 5th highest in income in the nation) 6th highest \ 
in retail sales per capita. 


RENO 
NEVADA 


638 East 4th Street 
POSTERS AND BULLETINS IN NEVADA & NORTHEASTERN CALIF. 


— 


Select displays from Phila’s. largest independent 


Coca-Cola greets a great market—with high 
attention value and low cost per thousand cir- 
culation—with exclusiveness and distinction, 
too. When you use LANDAU, you are in good 


company. 
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OUTDOOR ADVERTISING CO 


3627 North Smedley Street, Philadelphia 40, Pa 
BAldwin 9.5500 
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ing that backs this promotion, a| 
cartoon shows a couple making | 


Royal Typewriter Earnings Up | mon stock, as compared with $3.-1 Gold Shield Coffee 
coffee a dozen different ways, | 


Royal Typewriter Co, New 909,428 or $3.39 last year. | U N 
ses New Slogan from grandmother’s old coffee pot 


York, in its fiscal year ended July 
31, 1951, had the largest dollar and. Edward Lamb Buys WHOO 
ig physical volume and the second Edward Lamb, Toledo attorney SEATTLE, Oct. 24—A new slogan to a samovar. The caption picks 
largest net earnings in its 47-year| and owner of WTOD, Toledo; and a new half-hour morning ra- up the slogan. 
history. Net sales for this year WICU-TV, Erie, Pa., and WTVN-| dio program, supported by car- Newspaper advertisements ap- 
were $63,790,945 as compared with| TV, Columbus, O., has purchased toon-style newspaper advertising, pear in 26 papers in the listening 
$46,211,737 last year. Net ped + ge eB npr Bee om make up a new advertising pack- radius of the radio stations carry- 
a ~ ab pany es eat FCC recline ae age for Gold Shield coffee, pro- ing the program. The stations are | 
eons gn duced here by Lang & Co KRSC, Seattle; KVOS, Belling- 
The slogan is: “Better any way ham; KPQ, Wenatchee; KIT, Yaki- 
you make it!” The radio show is ma; KUF, Walla Walla, and KXLE, 
the Gold Shield Coffee Club, aired Ellensburg. | 
; |each morning over a half-dozen Pacific National Advertising 
| Washington stations. To get in the Agency here handles the account. 
|}show, a consumer sends in the 
| last half-inch from the unwinding WBT Separates Sales 
wend of a can of Gold Shield, with Jefferson Standard Broadcasting | 
naan, address and telephone num- Co., operator of WBT (AM, FM) 
oes. and WBTV, Charlotte, has divided 
During the broadcasts, phone its sales department into separate 
calls are made to those whose radio and video staffs. Keith S. 
names have been received. For the Byerly continues as general sales 
right answer to the telephone ques- ™anager; he will supervise all spot 
tion the consumer receives a gold- Sales activity and will act as sales 
finished electric coffee maker. For Sacaeiene - radio. Wallace o 
“ z as a9 Jorgenson, formerly local sales 
the “gold cup winner,” a 17-inch 


, manager of the three stations, has 
Sylvania television set is the prize. 


= Also publishers of DRUG AND COSMETIC INDUSTRY 
“4 si 5 been promoted to sales manager of 


ad In typical newspaper advertis- WBTV. 


5 = YOUR OPPORTUNITY — 


For Big Sales Increases in Southern New England 


| | The record each month 


‘ | of the finest perfume 


r and cosmetic advertising 


tee aD 


Lady Lastex, who has saved many a 


h 


WTIC OFFERS 
5 g TOP-FLIGHT 
SHOWS 


For Immediate 
Sponsorship 


One just sold and five to go! And go 


they will too, for each of these half- 


MONDAY 7:00-7:30 P. M. 
S. S. VAN DINE'S FAMOUS 


PHILO VANCE 


Sparkling Mystery Adventure 
x*«* 


TUESDAY 7:00-7:30 P. M. 
Radio's Biggest Point-per dollor Valve 


BOSTON BLACKIE 


Thrilling Detective Drama 


x «eK 


WEDNESDAY 7:00-7:30 P. M. 
EVERYBODY'S FAVORITE 


The Wayne King Show 


Outstanding Audience Builder 


x * XK 
THURSDAY 7:00-7:30 P. M. 
IRENE DUNNE — FRED MacMURRAY 


critical situation with her magre 
stretch, her flexibility, her ability to 
deflate dangerous inflations, comes tv 
the aid of her country by signing up 


for the regular purchase of 1 
Defense Bonds. Says she: “Like the 
Miracle Yarn I symbolize, U. 5. De- 
fense Bonds pay an extra dividend 
right from the start mm security, com 
fort, and a beautiful feeling. 


Lasteo 


the miracle yarn that makes things fit 


UNITED STATES RUBBER COMPANY 
Recteteter 


Comer + Mew Tort 


LADY LASTEX—Lastex yarn campaign of 

U. S. Rubber promotes Lastex symbol and 

the sale of Defense Bonds at same time. 

Fletcher D. Richards Inc., New York, han- 
dies the account. 


Publisher Names Three 
Washington Institute of Medi- 
cine, Washington, publisher of 13 
journals for the medical profes- 
sion, has named James O. Massey, 
formerly assistant managing editor 
of Management Guide, advertising 
director. Jack Galin, formerly cir- 
culation and advertising manager 
of Tomorrow, has been named cir- 
culation manager and Arlene M. 
Silva, formerly director of display 
for the United Hospital Fund and 
the Greater New York Fund, has 


« hour programs is a sure-fire sales- — named advertising represent- 
. builder. Now on sustaining, these bi BRIGHT STAR 

; 8 Phillips Wins Award 

: production, network talent shows are Action-filled Comedy-Adventure Phillips Petroleum Co., Bartles- 

ai ‘ | ville, Okla., has been named win- 

waiting for the advertiser who wants to » a a 4 |ner of the 1951 award for Chemi- 

ne edenats ; cal Engineering Achievement in 

take advantage of a tremendous ready- FRIDAY 7:00-7:30 P. M. the 11th such presentation by 

. A . Chemical Engineering, McGraw- 

made audience in one of the nation’s “The Sweetest Music this side of Heaven” Hill canihentten. the pa is giv- 

; . 'en to the company for its develop- 

richest markets. THE GUY LOMBARDO SHOW ment of high abrasion carbon 

nb black and its contributions to suc- 


Cost? Surprisingly low! For full de- 
tails... rates and ratings . .. pick up 
your phone and 


call your nearest 
Weed & Co. office, today 


wric 


50,000 WATTS 


Tops in Musical Showmanship ! 


x** 


SATURDAY 9:30-10:00 A. M. 
Famous Robin Hood of the Runge 


The Cisco Kid 


A Saturday Morning Natural! 


.--DOMINATES THE PROSPEROUS 


SOUTHERN NEW ENGLAND MARKET 


cessful development of cold rub- 
ber, both of which “have helped 
|/to make the U. S. more nearly 
| self-sufficient in rubber.” 


| Speco Inc. Starts Drive 
Speco Inc., Cleveland, manufac- 
turer of household and auto 
polishes, paints and varnishes, has 
begun an industrial and trade pa- 
per campaign for Ice-Rem, chem- 
ical melter. The campaign is aimed 
at cities, airports and large indus- 
trial plants, where snow removal 
is a major operation. Palm & Pat- 
terson Inc., Cleveland, is the agen- 
cy. 


Gallagher Joins Institute 

Jean Gallagher, formerly on the 
editorial staff of Women’s Wear 
Daily, has joined the Silk & Rayon 
Print Institute, New York, as as- 
sistant to the publicity director 
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Long Westerns 
Riding for Fall 


on TV: Donovan 


HOLLYwoop, Oct. 23—The full- 
length westerns, which have been 
riding high on television, have 
reached their saturation point in 
the opinion of Harry Donovan, 
head of Telemount Pictures. Kid 
audiences are now turning to half- 
hour westerns with close-up shoot- 
ing and a faster tempo, he said. 

As evidence of this he cited the 
cutting of the length of motion 
picture westerns, and the rising 
ratings of westerns made for TV. 

Telemount is now working on a 
13-week series of half-hour films 
under the title, “Cowboy G-Men.” | 
Seven have been completed with 
the remaining six soon to be fin- 
ished. The series will be offered 
to local and regional advertisers, 
but not until all 13 have been com- 
pleted. 

Completion of the series before 
offering it for sale was decided 
upon, Mr. Donovan said, after a’! 
personal survey among eastern 
agencies and sponsors. The reac- 
tion to pilot films was generally 
unfavorable. He heard of many 
experiences in which succeeding 
films had not lived up to the qual- 
ity of the first. In a number of 
cases, because of inadequate fi- 
nancing, producers have not been 
able to complete a projected series 
which has been sold for sponsor- 
ship. 


eA principal objection to the 
full-length motion picture is the 
difficulty of spotting commercials 
logically. A TV-tailored film can) 
be produced at a tempo to make 
the 12144-minute mark exactly the | 
right spot. Too, television film is | 
not produced to sell tickets, but! 
to sell the sponsor's product. Pro- | 
grams therefore must be built} 
with that objective in mind. | 
Although he upholds the quality 
of present television films, Mr. 
Donovan said they must be pro- 
gressively improved. As _ televi- 
sion becomes more and more com- 
monplace, it will take better and 
better programming to garner 
audiences that pay off for sponsors. 
The lifting of the freeze on 
television stations will make this | 
possible by presenting more out- | 
lets and greater revenue to pro-| 
ducers. In the meantime, sponsors | 
can build audiences for TV shows | 
in non-TV areas, and get neces- | 
sary coverage, by sponsoring radio | 
versions of a proved TV show. 
Mr. Donovan said there will be | 
a radio version of “Cowboy G-| 
Men,” and said other programs are 
being handled in the same manner. 


Seattle Nixes Ads on Meters, 
Kentucky Okays Them 

The Seattle city council’s public | 
safety committee has turned down | 
a proposal by Northwest Meter- 
Ads Co. to install advertising on, 
city parking meters. “Esthetic rea- | 
sons” was the explanation for the | 
denial. The company had offered | 
to share the proceeds with the city. 

Meanwhile, Assistant Attorney 
General H. B. Reed Jr., in Frank- 
fort, Ky., has ruled that cities can | 
sell advertising space on parking 
meters. He said that the space 
must be sold to the highest bidder. 


Build Volume 
at LOWER 
SALES COST 


Deor-to-door Selling—bet- 
ter known os DIRECT 
SELLING — is building 
giant volume quickly for 
mony monvfacturers. It 
may be your onswer te 
present doy complex soles 
problems. Direct Selling Is 
fully explained in fascinat- 
ing booklet—moiled FREE. 
Please write on your let- 
terhead 


Dept. A90, Chicago 4, fil. 
TY MAGAZINE 
28 E. Jackson Bivd. 


Wade Appoints Personnel 


Geoffery Wade Advertising, 
Chicago, has made the following 
personnel assignments: Albert G. 
Wade II, executive director; Paul 
McCluer, general manager; Louis 
J. Nelson, media director; David 
S. Williams, space-radio-TV time 
buyer; Lawrence W. Davidson, 
chairman, copy and planning com- 
mittee; Charles W. Tennant, copy 
chief; Jack Farnell, director of 
radio; Booth Luck, director of 
television; Gordon Norberg, re- 
search director; William R. Col- 
lier, art director; Edward A. 
Beane, production manager, and 
John Mills, business manager. 
Robert E. Dwyer is general mana- 
ger and Forrest Owen radio-TV 
director of the Hollywood branch 
office. 


Change Name to Sayward 


The Fort Lauderdale Publicity 
Bureau, Fort Lauderdale, Fla., will 
change its name to Gil Sayward 
Associates, effective Nov. 1. John 
Morrison, formerly with Rogers & 
Smith Advertising, Chicago, has 
joined the Florida agency as an 
account executive. 


Youre SO right! 


ALL advertisers tell us- 
You're SO right . . . 

The Salt Lake Tribune-Telegram 
is the only way to do the job! 


ee 


... but what really turned the trick was when I looked deep into his 


eyes and whispered, ‘Solid Cincinnati reads the Cincinnati Enquirer’”’ 


Circulation, City and Retail Trading Zone 


194142 43 «(44 


Source: A.B.C. Publishers’ Statements, March 31 of each year 


Now 
a. morning-newspaper town! Today, 
154,086 
rs within the retail trading zone than the 
147,490 total circulation of any other Cincinnati 
2. daily. 
7a 8 


OD 


Another gem worth appraising: More and 
more and more 


Daily Enquirer has more circulation 


Represented by Moloney, Regan and Schmitt, Inc. 
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RCA’s Schade 
Wins Sarnoff's 
lst Medal Award 


RCA Studies Methods of 
Improving Kinescopes; 
Limitations Admitted 


HoLtitywoop, Oct, 23—The first 
David Sarnoff Gold Medal Award 
for outstanding technical achieve- 
ments in the field of television and 
motion pictures was presented last 
week to Otto H. Schade, Radio 
Corp. of America. The award, pre- 
sented by the Society of Motion 
Picture and Television Engineers, 
was established this year by RCA 

Mr. Schade was cited at a meet- 
ing of the society for his recent de- 
velopment of a system of universal 
ratings with which the quality of 
35mm motion picture film can be 
measured for the first time in ob- 
jective mathematical terms. The 
ratings can be applied to measure 
with scientific objectivity the pic- 
ture quality of all picture-produc- 
ing instruments, including camera 
and projection lenses, positive and 


negative motion picture film, and 
TV camera tubes and receiving 
kinescopes 

Utilization of the system and its 
allied test equipment now enables 
producers to select film and lenses 
on the basis of the scientific ratings 
scored for each component, Mr. 
Schade asserted in a paper on the 
subject 

Experimental research instru- 
ments to provide picture-quality 
ratings for lenses and TV camera 
and kinescope tubes have been 
fully tested and will be in produc- 
tion soon, it was revealed. 
® Philip J. 


Herbst, also of RCA, 


revealed in a paper that the com-| 
broad re-| 


is undertaking a 
program 


pany 


search leading toward 


further improvement in the quali- | 


ty of kinescope recordings in TV 
As of now, he said, “good quality 
can be attained with present 
equipment through careful control 
of the lighting and proper opera- 
tion of both the studio camera and 
the film reproducing equipment.” 

Without being specific, he said: 
“This imposes objectionable re- 
strictions on programming, but it 
must be tolerated until further im- 
provements can be realized.” 

In a featured luncheon address, 
Donn B. Tatum, director of TV for 
American Broadcasting Co.'s west- 


34 State Medical Journals 
Covering 39 States. Write for 
the 29" Space Budgets." 
STATE JOURNAL 
ADVERTISING BUREAU 
of the American Medical Assn. 
535 N. Dearborn St., Chicago 10 


to Makers of Products for the Lucrative Medical Market 


THE STATE MEDICAL JOURNALS Will Deal Them 


| of the Plastics Industry, 


ern division, told the group there 
will not be a complete marriage 
between motion pictures and TV, 
even though a substantial part of 
all programming will be on film. 
In his opinion, the relationship 
will be more like that of “the girl 
in the movie who so often says in 
soothing the unsuccessful suitor: 
I'm sorry we can’t be married, but 
I hope we can be real good 
friends.’ ” 

There will be differences 
tween the two because their ob- 
jectives and the end results are 
different, Mr. Tatum asserted. The 
television industry must be sup- 
ported by advertising revenue 
Hence programs, whether live or 
on film, will reflect “the necessity 
for so constructing and tempering 
programs so as to best serve the 
needs and requirements of adver- 
tisers, while continuing to serve 
the public interest and to satisfy 
the requirements of the TV view- 
ing public.” 


be- 


@ “By the same token and for the 
same the importance in 
TV broadcasting of feature length 
motion pictures made _ primarily 
for theater purposes will con- 
stantly be diminishing. This tend- 
ency will inevitably result from the 
different requirements in the two 
media with respect to time of the 
program, costs, production tech- 
niques and the difficulty of ac- 
complishing with a feature length 
motion picture that close relation- 
ship between the program content 
and the advertising objective of a 
TV program. 

“For that reason I believe that 
some of the estimates that have 
been bandied about of the enor- 
mous potential value of motion pic- 
ture libraries now in the vaults of 
the major motion picture produc- 
ing companies will prove to be 
highly excessive.” 

Mr. Tatum predicted that the 
pool of administrative, creative, 
artistic and technological talent, as 
well as the “magnificent produc- 
tion facilities” of the motion pic- 
ture industry will constantly and 
steadily be more and more de- 
voted to the making of filmed TV 
programs. 

When television becomes a full- 
blown national medium, its impact 
will work many changes in the 
business and the methods of pro- 
ducing motion pictures for theater | 
exhibition purposes, he said There | 
will be fewer theaters, film costs} 
will go down, and there will be| 
fewer pictures made for theater 
exhibition. This will lead the ma- 
jor studios to production of tele- 
vision film to take up the slack in 
production capacity, he predicted 


Scantlin Gets 6 Accounts 
Scantlin & Co., Chicago, has ac- 
quired the following accounts: 
Cherry-Channer Corp., Highland | 
Park, Ill., manufacturer of snap- 
action switches and other electrical | 
equipment; Edwards Fine Grain} 
Laboratory Inc., Chicago, photo- | 
graphic film processing firm; Mid- | 
land Publishing Co., Forest Park, | 
Ill., book publisher; Morton Sug-| 
gestion System, LaGrange, III! 
employe incentive plans organiza- 


reasons, 


tion; Superior Bulk Film Co., Chi- 
cago, motion picture film and ac- 
cessories manufacturer, and Ty- 


bond Products Co., Chicago, pro- 
ducer of plastic household equip- 
ment. 


Society Elects Kennedy 


Edmund D. Kennedy, manager 
of advertising and sales promotion | 
for Monsanto Chemical Co.'s Plas- 
tics Division, Springfield, Mass., 
has been appointed chairman of| 
the recently reorganized public re- 
lations committee of the Society | 
New York. | 


Kalo Names Don Heinrich 

Kalo Inoculant Co., Quincy, IIL, 
manufacturer of legume inocula- 
tions, has named Don Heinrich Ad- 
vertising Agency, Peoria, to handle 


its advertising. Plans include trade 


paper, direct mail and dealer pro- 
motion. 


HORE 
| in the 5 billi sportsmen’s market? 


CONVENTION STAR—Colleen Kay Hutchins, Miss Americo of 1952, chats with Ray 


Harb, national sales service manager, Red & White Corp., at the annual Utah Re- 
tail Grocers Assn. convention held in Salt Lake City 


Christmas Catalogs 
Offer Price Cuts 
and Larger Books 


Cuicaco, Oct. 23—Larger books 
and price cuts up to 33% are fea- 
tured in the Christmas catalogs 
distributed to millions of custom- 
ers by the four mail order giants, 
Aldens Inc., Montgomery Ward & 


and carpeting reductions are up to 
20% and power tools and furniture 
have been cut much 15% 
The 220-page book also features a 
l4-page bargain section with 
prices of gifts to furniture ranging 
from $1 to $9.94. 

Aldens’ Christmas flyer features 
a 348-page pocket-purse size book 
(54% x Te”) in contrast to the 
340-page conventional size of last 
year. The toy section of the book 


as as 


Co., Sears, Roebuck & Co. and is the largest in the history of the 

Spiegel Inc company. Seventeen pages alone 
Price reductions in several lines are devoted to dolls 

including bicycles, watches and The company offers 86 reduc- 


clocks are shown in the new Sears’ 
catalog. The 402-page book listing | 
nearly 30,000 family gift items, 
ranging in price from 27¢ to $1,325 
is the largest Christmas catalog 
ever issued by Sears. 

Among the adult gift items ap- 
pearing for the first time is a West 
German-imported, seven-jewel 
alarm clock with a newly devel- 


tions on identical items of the pre- 
vious year. Refrigerator prices 
have been reduced as much as $60 
and soft goods and men’s furnish- 
ings have been cut 5% to 10% 
Automobile tires and tubes are a 
new addition to the Aldens cata- 
log this year 

Ward's 272-page book is the 
company’s largest Christmas cata- 


oped alarm which is set automat-| log to date. The book is confined 

ically whenever the clock is| entirely to items of a gift nature. 

wound. More than 70 pages are devoted 
|} to toys and games. No price re- 

@ Spiegel announced that sale} ductions were announced 

prices have been cut 5% to 33% 

below regular catalog prices on| Carpenter Agency Moves 

many items. Prices on women's 


Carpenter Advertising Agency, 
leveland, has moved to Carnegie 


hosiery are down 33% ~, while men’ “ic 
Hall, Cleveland 


shirts are down 5% to 15%. Sheets 


i - 


Fish in deeper waters with the new Hunting & Fishing Magazine, the 

largest circulation (rates based on 850,000 ABC guarantee) of any maga- 

zine in the sportsmen’s market at the lowest cost per thousand. 

Editorial format aimed at the “new"’ sports- 

Pi men’s market, represented by an increase 

>, of 15 million Hunting & Fishing licenses 

' during the years 1945 to 1950. Reader 

response immediate and tremendous 

because of intense interest in editorial 
and advertising material. 


GET THE FACTS TODAY! 
Hunting & Fishing 


612 N. Michigon Ave. © Chicago, Ill. 
5S W. 42nd St. © New York, N. Y. 
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Dodge Proposes 
Revising Aims 
of Ad Research 


New York, Oct. 23—Research 
cannot perform an adding machine 
function and show that one ad- 
vertisement is better than another. 
All that need be expected of re- 
search is that it prove a construc- 
tive force in helping management 
to make better decisions. 

These were the conclusions 
reached by Sherwood Dodge, v. p. 
in charge of media and research 
for Foote, Cone & Belding, in a 
speech before the copy testing dis- 
cussion group of the American 
Marketing Assn. 

Mr. Dodge stressed the im- 
portance of copy testing, but said | 
the evolution of an absolute and) 
automatic rating system (if that 
were possible) would see the agen- 
cy commission system and need | 
for copywriters both vanish and 
“the role of intuition in dealing 
with the complex, subtle problems 
of human communication would 
no longer be necessary.” 


® Pointing out that it would prob- | 
ably be more fruitful to give up 
the thought of an absolute copy | 
test, Mr. Dodge urged the group| 
to think instead how the following | 
could be brought about by copy | 
testers: (1) Naming the desirable | 
factors to be measured, (2) nego- 
tiating an agreement with the peo- | 
ple one works with on these fac- | 
tors, (3) developing experimental 
methods to measure them pre- 
cisely, and (4) negotiating with 
research and copy people on the 
meaning of the findings. 

As for the last factor, Mry Dodge 
said judgment should be applied 
to determine the weight of each 
measurement in the particular 
case studied. 


® “Ads are just one of many ways 
of creating a frame of mind to! 
favor a product or brand—and |! 
they are noteworthy chiefly be-! 
cause of their low cost in making 
an impression,” said Mr. Dodge. 

“In many  cases—particularly | 
where competitive differences be- 
tween brands have been shown by | 
experience to be small—individual 
ads have relatively impermanent | 
effects or low impact compared to 
other forms of selling (like door- | 
to-door, for example). | 

“We do know that sheer famil- 
iarity with a brand name can be 
enough to influence a chdice. But 
we do not know whether the ef- 
fectiveness of a sustained cam- 
paign can be predicted from the 
reaction to a single ad.” 


® In the absence of control over 
variables, Mr. Dodge proposed an 
introspective method of finding 
out “How many things can I name 
that a good ad must or must not! 
do?” 

This involves the following ques- 
tions: (1) Does the ad attract at- 
tention from the intended audi- 
ence? (2) Does it contain or show 
reasons for buying the product 
which make sense and point out an 
advantage? (3) Does it contain a 
message which adds to useful in- 
formation for the intended audi- 


ence? (4) Does it contain no 
thought which will undermine 
believability? 


“If you and your copywriters 
can agree that these are at least 
some essential ingredients of a 
good ad—of good selling—you can 
also demonstrate that they can all 
be measured fairly concisely,” said 
Mr. Dodge. 


s “But,” he cautioned, “the meas- 
urements of these four factors can- 
not be added. No weight ever can 
be assigned to any single factor. 


bo eo 


Each case stands alone. This is not 
a depressing thought. Perhaps it is 
all we need to expect of research 
as a constructive force in aiding 
entrepreneurial judgment.” 

Mr. Dodge asserted that adver- 
tising is “less scientific” today than 
it was 30 years ago because of “the 
debasement of coupons as a 
method of determining sales ef- 
fectiveness.” 

“We have been unabie to pro- 
gress,” he continued, “because the 
increasing availability of goods de- 
based the value of coupons which 
became less and less representa- 
tive of the people we have been 
trying to reach.” 


Gottlieb Joins ‘TV Guide’ 

Lee Gottlieb, formerly assistant 
to the director of advertising and 
promotion at Macfadden Publica- 
tions, has been named publicity 
manager of TV Guide, New York. 


| Heller Moves Art Studio 


Emanuel H. Heller has moved 
his New York art studio to larger 
quarters at 131 W. 42nd St 


Mack Named Nedick's Prexy 
Walter S. Mack Jr., president of 
National Power & Light Co., has 
been elected president of Ne- 
dick’s Inc., New York, which 
National controls. A new program 
for Nedick’s will include, accord- 
ing to Mr. Mack, complete over- 
hauling of the present stores in 


appearance, service and design, 
development of Nedick’s quick 
lunch chain throughout the coun- 
try under a franchising system 
similar to the soft drink industry, 
introduction of a new pure fruit 
orange drink and the erection of 
many new stores in and around 
New York. 


83 
Names Harper Sales V.P. 


Henry G. Harper, formerly man- 
ager of associated merchandise, 
has been appointed v. p. in charge 
of sales for the Goodyear Tire & 
Rubber Co. of Canada Ltd., New 
Toronto, Ont. He has previously 
been manager of Goodyear’s ad- 
vertising department 


desk 1243 brilliant human 


illustrations . . 


for every artist, writer, idea man. 


HERE’S A “CREATIVE ASSISTANT”’ 
YOU CAN’T AFFORD TO MISS! 


The new Lambert Volume 4 photo catalog brings to your 
interest, 
scenic pictures covering almost any everyday situation . . . 
all in one sturdy, spiral-bound, 80-page book. 


The latest edition in a renowned library of award winning 
. fully indexed and classified for ready 
reference. Invaluable for research. An absolute necessity 


thought daily. Contains thousands of picture and copy 
themes. Saves time and production costs by placing a 
complete photographic service at your fingertips. 
HAROLD M. LAMBERT STUDIOS 
2801 Cheltenham Avenue, Phila. 19, Pa. 


storytelling, and 


Will spark creative 


WNAX--- Top Radio Buy inBIG AGGIE LAND 


CONSIDER THE COVERAGE: 


405,210 radio families in 267 BMB Counties .. . 
... AND THEY LISTEN REGULARLY! 


A Diary Study conducted by Audience Surveys, Inc., showed WNAX received top rating in 439 
(88%) of the 500 quarter-hours studied. 


This was a 10 to 1 advantage over the second station. Of the 52 stations receiving mention in 
the Diary Study, listeners liked WNAX best bo% of all daytime quarter-hours . . 


evening quarter-hours. LOYAL AUDIENCE? WNAX HAS IT! 


CONSIDER THE COST: 


A one-time, one minute Class “‘A’’ announcement . 


COMBINATION OF STATIONS . 


$1.00—(.075c per 1000). 


DOES WNAX’s AUDIENCE HAVE THE MONEY TO BUY? 
Big Aggie Land's buying income in 1950 was $3,609,826,000.00. 


When you buy to sell in Big Aggie land, remember 
this: One powerful, dominant radio station, WNAX, 
assures complete market coverage of the world’s richest 
agricultural eree. WNAX alone delivers this Major 
Market in ONE BIG LOW-COST PACKAGE. See your 


Katz Man today. 


THE MIDWEST ADDRESS OF CBS 


YANKTON - SIOUX CITY © cowmsia 


. . $30.00. No other radio station .. . 
_ in Big Aggie Land can deliver 13,507 radio families for 


. 84% of all : 
: 

} 

OR f 


AFFILIATED WITH THE 
BROADCASTING SYSTEM 
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NBP, ABP Urged to Cooperate on Censorship; 
Both Express Willingness to Do So 


CLEVELAND, Oct. 24—Because he 
believes that the possibilities for 
censorship inherent in the recent 
directive to all administrative 
agencies by President Truman may 
hold special difficulties for the 
business press, Warren C. Platt, 
publisher of National Petroleum 
News and other publications, last 
week addressed a letter to mem- 
bers of the Associated Business 
Publications and to members of 
National Business Publications, 
urging the two organizations to 
cooperate in setting up machinery 
to fight any attempts at unreason- 
able censorship 

The letter occasioned especial 
interest because it was the first 
plea made to the complete mem- 
bership of both organizations ask- 
ing for cooperation between the 
two groups. ABP is composed en- 
tirely of ABC-audited publica- 
tions, while NBP originally em- 
braced controlled circulation pub- 
lications only, and now includes 
both controlled and paid papers 
in its membership 


@ As a member of both groups, 
Mr. Platt wrote to William K 
Beard Jr. of ABP and to Robert 
E. Harper of NBP, urging imme- 
diate organization of a committee 
te deal with the problem 

*Plain common sense,” Mr. Platt 
said, “says there should be a com- 
mittee for all business papers 
with an equal number appointed 
by each of these two associations 
Lat that group sit down. . .and then 
farget this paid and unpaid fight, 
afid get to work on behalf of the 
b@siness publishers and on behalf 
of the country.” 

In another section of his four- 
pOge letter, Mr. Platt said 

“IT am sending this letter, as I 
h@ve addressed it, jointly to Bill 
Beard and Bob Harper, and to all 
members of each association. As a 
member of each, I urge that it is 
Aly common sense for these two 
gentlemen to see that such steps are 
taken as will cause the editors and 
p&blishers of these two groups to 
g@t together at once and make an 
iMeliigent study of this problem, 
afd take effective action. We 
sHould remember that what kind 
of circulation we have has nothing 
to do with the subject 


@ Mr. Platt told AA today that he 
had thus far had no comment on 
this letter from any of the several 
hundred publishers to whom it 
was addressed, aside from an ac- 
knowledgement from Mr. Beard 

In Chicago, Mr. Beard told AA 
that the censorship problem 
seemed important to him, but that 
it was doubtful that action needed 
to be taken as quickly as Mr. Platt 
suggested, but that in any event 
ABP was willing at any time to 
cooperate with NBP and other or- 
ganizations in meeting the prob- 
lem 


In Washington, Mr. Harper told 


2,000,000 amateur artists in the 
U.S.A! 

TELL them 
ort magarine 


on this Dest-selling 


AMERICAN ARTIST magazine 

reaches more than 250,000 read 

ers—a $40,000,000 closs market 
every month 

AMERICAN ARTIST founded the 

Artists Association of 

rallying point for 

emateur artists 

AMERICAN ARTIST has the lorgest 

art magozne circulation 


t 345 Hudson St+ New York 14 
Watkins 4.5195 


american artis 


AA that, while Mr. Platt has not 
yet received the NBP reply, NBP 
recognized the censorship prob- 
lem serious one and before 
‘eceiving Mr. Platt’s letter had 
discussed with White House offi- 
cials their receptivity toward the 
establishment of a committee 
which would serve as a clearing 


as a 


house for complaints on censor- 
ship grounds. The idea, he said, 
would be to invite the heads of 
ABP, of the National Conference 
of Business Paper Editors, and of 
the Society of Business Magazine 
Editors, to constitute the committee 
with NBP 


Haberman Heads L. C. Cole 
William E. Haberman, a partner 

in L. C. Cole Co., San Francisco 

agency, will become sole owner 


Nov. 1. L. C. Cole, founder of the 
company, is withdrawing from the 
agency to become director of sales 
of National Motor Bearing Co., 
Redwood City, Cal., manufacturer 
of oil and fluid seals, retainers and 
shims. 


Holcomb Joins Schreiner 

Dal Holcomb, New York artist 
and consulting art director, has 
joined the staff of Schreiner-Ben- 
nett Studios, Chicago. Blair Wat- 
son has joined the sales staff. 
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‘Grade Teacher’ Rates Up 

The Grade Teacher, published 
by Education Publishing Corp., 
Darien, Conn., will increase its 
rates by about 10% with the April, 
1952, issue. The new b&w page 
rate will be $695 and the new 
black and one-color page rate will 
be $795. 


‘Toronto Star’ Boosts Rates 

The Toronto Daily Star has in- 
creased its flat line rate from 55¢ 
to 65¢, effective Jan. 2. 


More 
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McCorkle Joins Biow Co. 

Jack McCorkle, formerly with 
Western Beet Sugar Producers 
Inc., San Francisco, has been ap- 
pointed head of the merchandising 
and research department of Biow 
Co., San Francisco agency. 


‘Chain Store Age’ Moves 

Chain Store Age will move its 
Pacific Coast office to larger 
quarters in the Granada Bldg., 
672 So. LaFayette Park Pl., Los 
Angeles, effective Nov. 1. 


‘Construction’ Boosts Rates 

Construction Digest has issued 
a new rate card with an increase 
from $190 to $215 per page ad, ef- 
fective immediately for new ac- 
counts. The increase will not be- 
come effective for current adver- 
tisers until May 1. 


Bourne Mills to Dowd 

Bourne Mills, Fall River, Mass., 
maker of sateen lining material, 
has appointed John C. Dowd Inc., 
Boston, to handle its advertising. 


‘Scholastic’ Boosts Rates 
Scholastic Magazines have an- 
nounced an advertising rate in- 
crease, effective Jan. 1, from $2,950 
to $3,250 per page. New rates are 
based on 1,000,000 net paid circu- 
lation weekly, up from 900,000. 


Omaha TV Sets Total 95,293 

Television set sales in the WOW- 
TV, Omaha, coverage area totaled 
95,293 as of Oct. 19, according to 
the Nebraska-Iowa Electrical 
Council. 


& aoe. 


Warner Shelly Elected President of Ayer: 
Batten, Now Chairmanz, Is Still at Helm 


PHILADELPHIA, Oct. 23—-Warner 
S. Shelly has been elected presi- 
dent of N. W. Ayer & Son, oldest 
and one of the largest advertising 
agencies in the country. He is the 
fourth president of the company 
since it was founded 83 years ago 

H. A. Batten, former president 
who marks his 40th anniversary 


than 


any other magazine 


in the world* 


*3.865.000 average 


single-copy sales per issue 


...the world’s largest single-copy circulation...on sale at all A & P stores. 


Werner S. Shelly 


Horry Botten 


with Ayer today, was elected 
chairman of the board of directors 
and chief executive officer. Mr 
Batten started with the company 
in 1911 as a messenger boy. He 
was named v.p. in 1929 and presi- 
dent in 1936. 

Mr. Shelly joined Ayer in 1923 
after attending the University of 
Pennsylvania and Fordham Law 
School. He later became a service 
representative in Ayer's New York 
office and was elected a v.p. in 
1938. Last summer he was elected 
to the board of directors 


New Dusenbury Clinic Set 


The New York editorial clinic 
directed by George Dusenbury and 
sponsored by the National Con- 
ference of Business Paper Editors, 
an affiliate of Associated Business 
Publications, will be held Novi 8 
at the Hotel Astor. Subject of the 
clinic will be editorial speed in the 


use of picture ideas, captiogs, 
headlines, subheads, text ad 
makeup ' 


Lockwedge Appoints Agency 
The Frederick-Clinton Co., Néw 
York, has been appointed agemty 
by the Lockwedge Shoe Corp. jof 
America, manufacturer of Dr 
Locke shoes for worm@gn. 
Women's service magazines Will 
be used by the account, which - 
viously was handled by Aubr@y, 
Moore & Wallace, Chicago 


Names Ad Representative 
The reactivated Detroit S 
phony Orchestra and the Tri- 
Season of Celebrity Concer$s, 
Opera & Ballet in Westche 
County and Greenwich, Cornh., 
have appointed National Theater 
& Concert Magazines, New York, 
as advertising representative for 
their program magazines : 


Condie's to Watt Agency 

Condie’s Inc., Philadelphia em- 
ployment agency, has appointed 
W. H. Watt Advertising Agency, 
Upper Darby, Pa., to handle its 
advertising. Newspapers, direct 
mail, car cards and outdoor space 
will be used 


EZE-STIK 


k 
-Adhesive Bee 
Se clout Flock 


=" New Styling Proved 
Successful by Field 
Tests and Reorders* 

* Before ordering these 
Change Pads, Carstairs 
Beech-Nut, Brown & Wil 
liamson and others put tral 
runs to exhaustive held tests 
Immediate acceptance by 
dealers and product service 
men won substantial orders 
and re-orders for EZE-STIK 
Self-Adhesive Change Pads. 


EZE-STIK CHANGE PADS ARE 
MODERN Lie Alar on 


no interference with 
wrapping Space saving 
ATTRACTIVE — Monochrome or 
multicolor flocking Eze Suk 
welt adhewwe back sticks 00 any 
smooth clean serface and 
remains indehnrcely 
VERSATILE—Can be used on 
walls. murrors, cash regimers 
other swore locations 

write or coll us. 


oumer — 
pa kage 


Get the focts 


EZE-STIK PRODUCTS CORP. ~~~] 

1 Dept AA, 424 West 33rd Street, NT INT | 
| Please send us samples and prices of EZE 

| STIK Self Adheswe Change Pods | 

| Meme | 

| fom | 

Address | 

I 
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Along the Media Path 


e A comprehensive review of the 
impact of the defense program on 
this country’s economy, and of 
similar abroad, will be 
published in two special sections 
of the New York Times in its issues 


programs 


play advertisers were represented 


21 countries abroad 


| ing 


studios, considerable office space 
and auxiliary power equipment. 


e Available from Iron Age is a 
mimeograph research report in- 
vestigating the use of fibre ship- 


industry-group detail 


the latest figures on Latin 


of this export market. A similar 
brochure, covering export sales of 
retail TV, radio and appliances, has 
been released by Radio y Articulos 
Electricos. 


e Keystone Broadcasting System 
has resumed its sustaining library 
service to all KBS affiliates. The 
package program consists of exclu- 
sively-owned arrangements of 
standard, classical, semi-classical, 


e@ Featured in the November Wo- 


Food and Grocery Store Survey; 
and the 1951 Drug Products Sur- 
vey. Area covered includes parts 
of Iowa, Nebraska, Missouri and 
Kansas. 


e@ Des Moines Register and Trib- 
une have published a new market 
and circulation report, made on a 
statewide basis and based on gov- 
ernment figures for 1950. Included 
are population breakdowns of 


for Action,” a report on how man- 
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was erroneously credited to News- 
week in the Oct. 15 Media Path. 


@ The New York News carried a 
1,000-line house ad Oct. 15 apolo- 
gizing for having to omit 103 in- 
sertions totaling more than 69 
pages of advertising from its Oct 
11 issue 


e WCHS, Charleston, W. Va., has 
purchased a 20-room private home 


‘ of Jan, 2 and 3 ping containers and kraft paper by hillbilly and folk music. The pro- cities and towns, and a county-by- as a site for a new station Already 
On Jan, 2 the Times will issue ty. metalworking industry. The grams, available at no cost to the county breakdown showing popu- under construction is a $75,000 ad- 

its annual review and forecast of 12-page report includes a oni aa stations, may be used on either a lation of each town, the number dition to the brick structure, which 

U. S. business, industry and com- sclies euutetelent Giuneall stuiie sustaining or commercial basis ot dwelling units and number of will house studios and control 

merce. This past January, 41% cis- plus a breakdown of the data into farms rooms. Additional space will be 


constructed later 


with a total advertising linage of man’s Home Companion is a per- @ No. 13 in a series of case his- 

111,510 lines. On Jan. 3 the news- eetes : ; fume quiz contest designed to an- tories on industrial purchasing| e “The Heart Has It” is the title 

paper will issue its international e@ Bebidas, Spanish language pub- swer the question, “Why do women transactions has been published by | of a new booklet issued | nd 
z trade section, which will deal with | lication covering the Latin Ameri- wear perfume?” Readers are asked Business Week. This four-page Ss Me Bascr:tlhy seer wo : se S ee ee 

the entire field of foreign trade, Can soft drink manufacturing and to identify 25 unlabeled perfume pamphlet investigates manage- Deily Chronicte eataiie ‘eae 
7 nd economic affairs. In 1951, the brewery market, and published by bottles and write a short statement ment’s role in the purchasing of containing data on Siaemedion in- 
4 section carried 70,767 lines of ad-| Canterbury Press, Chicago, has re-| on “Why I like to wear perfume.” oil burner installations. The mag- psa er-w power ar: natal 
“ vertising from 199 advertisers in| leased an eight-page brochure giv-| First prize is a $500 bond azine has also issued “Authority siden oll ste Spokane sili ? 


toth sections will be published| American soft drink and beer pro- KMA, Shenandoah, Ia., has pub- agement influences purchasing de-| @ Meriden Record Co., Meriden 
as parts of the regular issues of) duction by country, plus other per-| lished two comprehensive brand cisions. A new Business Week list-| Conn., is altering its property to 
y the New York Times tinent information for suppliers | distribution surveys the 1951 ing of 15 reports and presentations! relieve cramped facilities housing 
e The Chicago Tribune reports 
that it carried more newsprint] 
; color advertising in the first nine | 
months of 1951 than in any previ- 
——- O pushes your 
= ® “This Is Santa Cruz” is a new 
5 fharket data pamphlet just issued 
a by the Sentinel-News, Santa Cruz, | 
-2 ’ Cal. Data includes figures on local} Bee: a 
ae ‘ Fetail sales, family incomes, and| ; a 
ee ®n agriculture and industry in the : 4 
ares ! powerful board of directors meets tonight at seven—around the 
® The Oct. 23 issue of Look carries | dinner tables of 22 million American families. Father presides as Comp- 
® four-color promotion feature on troller. Mother is Chief Purchasing Agent. But—make no mistake about 
heese to which more than 10,000 it—everyone old enough to talk has a vote! 
, and chain stores are 


dependent 
“a tying in. The article coincides with 
oe he National Cheese Festival 

ee § Look’s Nov. 6 issue has a feature 
* Fes otion on the drug store and 


The store is the point of sale. But the dinner table is the point of 
decision. And this board meets 365 times a year. Wouldn't you, as an 
advertiser, like to have a seat on it? Wouldn't you, as an advertiser, like 
to have your name on its agenda? 


lated products. The promotion 
as attracted more than 3,000 drug 
Btores throughout the country, ac- 
ording te Look’s promotion list 
b. a special incentive, the maga- 


You do—every time you're in The American Magazine. 
The reason is Family Service. Every month, 
those millions of families wait eagerly for The 
American. All month, they scan it, read it, talk about 


SNe Sons Jee. 


Zine is offering $500 in cash prizes 
for the best promotion displays, its contents. It is their service manual on family health, 
x With prizes to be divided among family diet, family travel, family dress. It is their 
e: card pee a and inde- blueprint to better living, to better things. § 
4 tosh saat that comparison of Thus such editorial service not only attracts families 
ee advertising page totals for the first above average in size, youth, and income—but puts 
oH Mine months of 1951 with the same families, above all, in a mood to buy. 


period of 1946 shows that it topped 
every major weekly magazine in 
both percentage gained and pages 
gained, according to Publishers 
Information Bureau 


To illustrate —from the November issue: 
of travel, bus, rail, ship, air lines; luggage, 
hotels, travel togs, sporting goods, read: FLORIDA — 
AMERICA’S TOP VARIETY SHOW, high-lighting 
Florida's tourist attractions. 


e Effective with its April 1952 
5 issue, What’s New in Home Eco- of tooth brushes, dentifrices, mouth washes, 
4 nomics will raise its circulation drugs, cold remedies, vitamin tablets, read: NEW 
suarantee from : » 40,0¢ F _— 
ee ow we tees cen on WAYS TO HEALTHY TEETH, o typical American | 
copies y no s € >. a> - ” - 
shown in rate card No. 18, also Magazine Family Health Article. . 
go into effect at that time of household « ppli es, vacuum cl s, : ) 
: ae , : brushes, brooms, floor wax, cleaning compounds, : 
. en Boe wary As. a read: YOUR WIFE HAS AN EASY RACKET, in : 
is Dilanning to double Ss PO s - . - : 
fh transmitter building in Seven Hills which an industrial engineer analyzes housework. A 
i Village. The addition will house of insurance, public utilities, books, savings 
—__—<<—<$<$<$<$<$<$—————— —| bonds, correspondence schools, read: WHAT YOU i 
/ SHOULD KNOW ABOUT FAMILY INSURANCE, 
: A $15 BILLION MARKET telling how to build security for the family. 
i: AT YOUR FINGERTIPS! of television, radio, phonographs, records, 
: 7 musical instruments, read: SWING YOUR PARTNER, 
Family Fun Article on square dancing, by orchestra 
, 
Don't Ignore It — SELL It! leader FRED WARING. 
Cash in! Get your share of the huge $15 So make a note: The American Magazine—over 212 million ’ 
we,” billion Negro market! Reach them in ite ss ? - 
their homes, sell them the way they like families—bigger, younger, richer— eager to buy. And then you will 
to be sold—through their own Race pub- 


remember: in The American Magazine your advertising costs less— 
because The American Magazine lives longer and pushes harder. 


lications, the newspapers and magazines 
they feel closest to, respond best to! 
Negroes are loyal to their publications 

be sure your product is in them; be sure 
, you get your share of the market! $15 
¥ billion! Negroes spend this much ever 

year on every conceivable product! Don't 
overlook this market—it'’s right under 
your nose! For full details write Inter- 
hs state United Newspapers, Inc., 545 Fifth 
S Ave., N. Y., serving America’s leading 
& advertisers for over a decade 
for a publication that 


ONE EXAMPLE: selis the cream of this 


rich market, you can't beat the New Courter— 
read by 1.500.000 Negroe 42 states each 
week Color comics, magazine section, and news 
section help make it America’s most complete 
rag weekly oewspaper. Trill the Negro—you'll sell The Crowell-Collier Publishing Company, 640 Fifth Avenue, New York 19, N. Y. Publishers of The American Magazine, Collier's, and Woman's Home Companion 
ie the Negro! Act now! . 
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the Record and 
Completion is 
end of the year. 


Daily 
scheduled 


Journal. 
for the 


@ The Telegram-Gazette, Worces- 
ter, Mass., has just published a 
14-page brochure, “Worcester... 
Now 29th Food Market in the Na- 
tion,” which contains facts and 
figures on food expenditures, buy- 
ing income, retail sales and county 
population and families in the 
area. 


@ Sixty years of daily service to 
the textile, men’s and boys’ wear 
industries will be commemorated 
by the Daily News Record with 
the publication of two special is- 
sues, “60 Years of Progress in 
Men's and Boys’ Wear” on Dec. 27, 
and “60 Years of Progress in Tex- 
tiles” on Jan. 24, 1952 


@ Stations WBKB, WENR-TV and 
WNBQ, Chicago, joined forces Fri- 
day night, Oct. 19, in a pooled 
broadcast of their top television 
shows in Chicago to honor the 


WHAT A COINCIDENCE!—The day after the World Series ended, Bureau of In- 
dustrial Service sent out this picture, presumably for International Silver Co., along 
with this timely copy: “Rival pitchers in the fourth game of the World Series—Allie 
Reynolds of the Yankees, and Sal Maglie of the Giants—went on a combined shop 
ping trip with their wives to make their first purchase with World Series earnings. 
Each bought his wife a chest of International sterling flatware. The Reynolds (left) 
selected the Brocade pattern while the Giants’ hurler and his wife picked Wild Rose.” 


kickoff campaign of the annual 1951 appeal of the Community 
Red Feather drive, the combined Fund and the USO. 


@ United Nations World, New 
York, has begun a monthly test 
campaign to promote newsstand 


sales in key cities. Media used will | 


be transcribed radio spots and 
newspapers. Quentin Reynolds 
will be featured in the radio spots. 


@ The fact that “sales don’t stop 
at the city limits” in the central 
New England market is empha- 
sized in a new mailing piece of 
WTAG, Worcester, Mass. Circu- 
lated primarily to Worcester Coun- 
ty retailers, the eight-page, two- 
color folder charts the results of 
a shopping survey conducted by 
Clark University. 


e National Broadcasting’Co.’s new 
promotional film, “This. . .Is NBC,” 
uses the voices of, among others, 
Dean Martin, Jerry Lewis and Tal- 
lulah Bankhead. 


@ Gov. Frank J. Lausche of Ohio 
turned newsboy last Oct. 6 as his 
personal salute to National News- 
paperboy Day. The governor was 
once a newspaperboy himself, in 


- product ‘: 


**eee 
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Cleveland. Idea for the promotion 
originated with Sid R. Phillips, 
public relations director of the 
Dispatch Printing Co., publish- 
er of the Columbus Dispatch, Ohio 
State Journal and Columbus Star. 


e Fox-Shulman Enterprises, Phil- 
adelphia, reports that the first 
edition of Electric Trains was a 
complete seli-out. The print order 


for the November issue is being 
increased from 25,000 to 50,000 
copies 


e@ A 28-page booklet on the For! 
Wayne, Ind., trading area has been 
published by the Fort Wayne 
News-Sentinel and Journal-Gaz- 
ette. This comprehensive study in- 
cludes data on agriculture, business 
volume, effective buying income, 
grocery inventory, magazine and 
newspaper coverage, merchandis- 
ing cooperation and retail sales. 


e KPIX, San Francisco, has print- 
ed a little promotion piece depict- 
ing its role in originating the 
coast-to-coast Japanese peace con- 
ference telecasts 


e@ In connection with its annual 
cooking school and fall food fes- 
tival, the Daily News, Jackson, 
Miss., published 101,521 lines of 
food and appliance advertising, a 
volume, the paper reports, that 
“ranks with the highest on record.” 


e@ Results of a survey on “away 
from home” radio listening hav@ 
been compiled in a 24-page booke 
let by WHDH, Boston, for its cove 
erage area. 


e Frederick Kogos, head of thé 
New York publishing company 
bearing his name, is passing out 
silver dollars to friends as a 
tokens. Seems Mr. Kogos receive 
one 21 years ago when he entere 
the business, and “I've carried 
ever since I've had lots of luck 
and I want to pass some on t@ 
my friends.” ‘ 
e According to a _ recent pilot 
study conducted for the editorg 
of Quick by the Bureau of Apes 
plied Social Research, Quick caf 
be considered a family magazin 
In 98 out of 113 subscribers’ homeg, 
all adult male and female houses 
hold members read the magazing 
and in those same homes, only tw@ 
children over ten could be found 
who were not readers of it i 
@ The November Automatic Laun- 
derer and Cleaner, in celebrating 
its third anniversary, will contain 
results of what it calls the first 
nationwide survey ever conducted 
in the automatic laundry and 
cleaning industry 


e@ “Select Company Available” is 
the title of the latest promotion 
piece for KSTP, Minneapolis, in 
which the station offers non-guar- 
anteed-time station breaks with 
all standard contract provisions 
applying at 50% of the regular 
Station break rates 


DO you NEED to advertise to 
western heavy-duty truckers in Califor- 
nia, Oregon, Washington, Idaho, Ne- 
vada, Utah and Arizona? 

WESTERN TRUCKING NEWS 
SERVICE (established 1937) is the 
most economical way to cover this field 
and carries advertising of such firms as 
White, Diamond T, Reo, Utility, Budd, 
Kenworth, Peterbilt, Cummins, Fuller, 
Shell, etc. 

We will be pleased to send you a sam- 
ple copy, advertising rates and sales 
talk which is brief. Since we are nor 
listed in SR&D this is the only way 
you will ever hear of our publication. 
Also, our low rates do not permit the 
payment of either agency or cash 
discount. 


If you ave interested, write 


S. D. McFADDEN NEWS BUREAU 
7 Front Street + Son Froncisco 11, Calif, 
Also publishers of 
WESTERN PACKING NEWS SERVICE 


( Advertisement) 
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OPS to Issue New 
Pricing Rules on 
Costs of Overhead 


WASHINGTON, Oct, 23—New pric- 
ing regulations enabling manufac- 
turers to get increases to cover 
post-Korea changes in overhead 
costs, including advertising, are to 
be issued by the Office of Price 
Stabilization late next week 

Details of the regulations 
still under wraps, but they are ex- 
pected to be modeled after “25 
the formula tested on a 
of companies shortly after Con- 
gress adopted the new price law 
containing the so-called “Cape- 
hart amendment.” 

According to advance reports, 
the adjustment provisions will be 
issued as supplements to existing 
orders, rather than substitutes 
Nevertheles{, the addition to CPR} 
29-the manufactured products) 
pricing order—is known to run 108 | 
legal-size sheets, double spaced 


are 


ech, 


handful 


| 


® The go ahead with 
regulations was made after Con- 
gress adjourned without complet- 


decision to 


ing action on an administration 
bill modifying the Capehart 
amendment. The bill passed the 


Senate and was approved by the 
House bankifig and currency com- 
mittee. However, an anti-adminis- 
tration bloc in the House rules 
committee prevented the legisla- 
tion from reaching the House floor 

Under the terms of the Cape- 
hart amendment, OPS is _ pre- 
vented from fixing prices below 
a point where they cover all cost 
increases since the outbreak of 
fighting in Korea. Previously, OPS 
‘attempted to force manufacturers 
%o absorb increases in the cost of 


advertising and other overhead 
items 

Meanwhile, Price Chief Mike 
DiSalle has announced that OPS 


will be moving rapidly ahead with 
“tailored” dollar and cents regu- 
lations for individual industries, 
to replace general pricing orders of 
ithe type of CPR 22 


® These new orders, he instructed 
OPS commodity division directors, | 
are to reduce prices wherever it| 


NEW DMAA OFFICERS—E. H. Woodley (center), advertising manager of Northern 

Electric Co., Montreal, and formerly Canadian v. p. of the Direct Mail Advertising 

Assn., was elected president of the association at its annual meeting in Milwaukee. 

Other DMAA officers include (left to right) Boyce Morgan of Boyce Morgan & 

Associates, Washington, v.p.; Lester Suhler, subscription manager of the Cowles 

Magazines, v.p.; Richard Messner of E. E. Brogle & Co., New York, secretary; and 
Frank Frazier, executive director of the group. 


DMAA GOVERNORS—Members of the Direct Mail Advertising Assn. board of 
governors elected at the annual meeting include (seated) Milton Bell, v.p. of 
Abbott, Kerns & Bell Co., Portland, Ore.; Viola Noble, advertising director of 
Clarke's, Tulsa, and (standing, left to right) W. Bayard McCoy, sales manager 
of Stecher-Traung Lithograph Corp., Rochester, N. Y.; Walter J. Berkowitz, sec- 
retary-treasurer, Tension Envelope Corp., Kansas City, and Charles S. Downs, 
vp. in charge of advertising and public relations, Abbott Laboratories, North 
Chicago, Ill. 


that the computation of prices re-;on the pre-Korea ratio of over- 

flecting all post-Korea price in-| head to current ratios 

creases placed a heavy load of red Where unit production § rates 

tape on business and government.| have increased, however, the for- 
As a substitute, it suggested that | mula may actually result in lower 

new prices reflect a “reasonable”! overhead allowance per unit than 

allowance for recent increases in| companies have under existing 

overhead costs, computed on an/| regulations 

industrywide basis 


can be done “equitably.” In-| : 

creases are to be granted only|® The formula now being intro- | Boone and Cummings Form 
“where there is the fullest kind of duced is expected to attempt to New Agency in Houston 
economic justification,” he warned. minimize red tape by offering G. B. Boone Jr. and D. Malcolm 


In its fight to modify the Cape- 
hart amendment, OPS contended 


Cummings have joined to form an 


companies an opportunity to com- a “lh 
I PP j}advertising and merchandising 


pute a blanket adjustment based 


America’s finest 


photoengraving plant 


Collins, Miller & 


Hutchings wwe 
207 North Michigan, Chicago 


FRanklin 2-5854 


G. B. Boone Jr 


D. M. Cummings 


agency at 3003 Louisiana, Houston, 
Tex. 

Mr. Boone for the last three 
years has been operating his own 
agency, Meradco Co., in Houston 
Prior to this, he was associated 
with Duncan Coffee Co., Houston. 
Mr. Cummings has been general 


Co. for the past 14 years 


Campbell Joins Harshe 

Daniel A. Campbell has been 
appointed an account executive of 
the Chicago office of Harshe-Rot- 
man. Mr. Campbell was a United 
Press foreign correspondent for 13 
years as well as a radio news 
editor. While with UP, he headed 
bureaus in London, Rio de Janeiro 
and Honolulu. 


Argus ‘51 Earnings Higher 
Argus Cameras, Ann Arbor, 
Mich., reports that its net income 
for the 1951 fiscal year was $470,- 
957, compared with earnings of 
$432,054 the preceding year. Sales 
totaled $8,877,707, 66% higher than 


eoeeeenoree30eeeee - 
the previous year’s sales. 


sales manager of Duncan Coffee) 


| 
| 
| 
! 
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ONE GOOD MEASURE OF 
AN ADVERTISING 
MEDIUM’S VALUE IS 
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PACKAGING 
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LEADERS 
IN ALL 
LINES 
SELLING 

TO THIS 
$7,000,000,000 
MARKET 

ARE 1951-52 
SCHEDULED 
ADVERTISERS 


PACKAGING. 
PARADE 


Here’s why: 


CIRCULATION — 41/-Buyer..No 

“interested bystander’'’ deadwood 
. 15,000 CCA includes carefully 

selected men who influence the 

important 70% of annual buying 
. Continuous list-checking main- 

tains constant circulation quality 
. 98% U.S.A. 


EDITORIAL — Complete but terse, 
news-magazine-style coverage of 
all developments in every phase of 
packaging builds high readership 
among busy executives who buy. . 
written by staff experts . . profusely 
illustrated. 

FORMAT — Super-Size page 
(9%x12) gives through-the-book 
feature layout ..NO BURIED ADS 
..8 space unit sizes..up to 66% 
MORE SPACE PER AD DOLLAR 
in each. 


%& Want one of these tapes? Yours for the 
asking .. with more data on PACKAGING 
PARADE . . write to 


HAYWOOD PUBLISHING COMPANY 
22 East Huron Street... ... Chicago 11 


publishers of 


PARADE 


The NEWS Magazine of Packaging | 


| Export Advertising 
Agency Will Close 
‘After 39 Years 


Cuicaco, Oct. 25—Export Ad- 
vertising Agency, which has been) 
placing ads in foreign publications 
for American advertisers since 
February, 1912, will close its doors 
on Dec. 31 of this year, due to the} 
continued severe illness of its 
founder and president, R. C. 
Lebret | 

The agency placed the first 
American automobile advertising 
in Europe, for the Jackson car, and 
also has placed ads for some 30 
different lines in foreign markets, 
ranging from automobiles to cos- 
metics, pharmaceutical and food 
products, machinery, etc. 

In winding up its business, Ex- 
port Advertising has severed con- 
nections with five accounts that 
it has handled for more than 25 
years, and one 30-year-old account 

Despite offers from several com- | 
peting agencies to buy out Export, | 
Mr. Lebret says that he prefers to 
dissolve the agency and retire. 

He has been Consul or Consul 
General for a number of Latin 
American republics, and at present! 
is Consul General for Peru 


WILLIAM J. McHALE 

New Yor«, Oct. 22—William J. 
McHale, 58, advertising copy chief 
of Columbia Pictures Corp., died 
Oct. 20 at his home here after Ms 
long iiness. A native of New Yer 
he was graduated from moles 
University in 1915. 

For ten years he was press rep- 
resentative and general manager 
for the late Brock Pemberton, 
theatrical producer. He also 
worked for United Artists and 
Warner Bros. [n 1937, he joined 
the advertising department of Co- 
lumbia Pictures Corp., and re- 
signed in 1943 to join Buchanan & 
Co. Later he moved to another ad- 
vertising agency here, Kayton- 
Spiero Co. In 1945, he returned to 
Columbia Pictures as advertising’ 
copy chief. 


WALTER E. MACKLEY 


New York, Oct. 22—Walter E. 
Mackley, 58, local district sales 
manager of American Steel & Wire 
Co., died of a heart attack Oct. i9. 
He joined American Steel & Wire 
as an office boy in 1912 and rose 
through the sales department to 
become manager of sales here in 
1948. 


LEON C. DANFORTH 

Evanston, ILL., Oct. 23—Leon C. 
Danforth, 68, sales and trade re- 
lations manager of Sprague War- 
ner, a division of Consolidated 
Grocers Corp., Chicago, died here 
Oct. 19. Mr. Danforth had been 
an employe of the company for 
the past 50 years 


W. E. SWANSON | 

Cuicaco, Oct. 23—Walter E. 
Swanson, 63, a founder and re-| 
tired president of the Automatic! 
Canteen Co. of America, died Sun- 
day in Wesley Memorial hospital 
here. Mr. Swanson helped found 
the company in 1931 and retired 
from it in 1944. Two years ago he 
founded the Park-Ad Co., a park- 
ing meter and advertising business, 
and was active in it until his death. 


| J. EARLE CUMMINGS 

| PortLanp, Me., Oct. 22—J. Earle} 
Cummings, 55, national advertising 
manager of the Portland (Me.) | 
Press Herald, Evening Express) 
and Sunday Telegram, died Oct. 

| 18. He had been associated with the 
| newspaper for 30 years. 


"ROBERT W. JONES 
SeaTTLe, Oct. 23—Prof. Robert 
x Jones, 67, formerly a faculty 
— of the University of Wash- 
ington journalism school, died 


ON THE BUTTON--Presses in the New York Mirror's new Brooklyn and Man- 
hatten plants stort to roll as Mayor Vincent Impellitteri of New York pushes but 


ton. Looking on at left is Charles B. McCabe, Mirror publisher; at right is John 

Cashmore, borough president of Brooklyn. New Brooklyn plant houses three color 

convertible Hoe presses ond with the new Manhattan plant and the main Mirror 

plant give the paper 73 high-speed press units. They turn out more then o 
million Mirrors daily and two million on Sundays 


| after 30 years of teaching 


Prof. Jones worked for the Asso- 
ciated Press, the St. Louis Post- 
Dispatch, the Seattle Post-Intelli- 
gencer, the Trinidad, Colo., Adver- 


here Oct. 15 following a two-year 
illness. He retired April 1, 1950, 


Previous to his teaching career, 


89 


tiser and the Columbia Tribune 

He wrote four books, including 
“The Editorial Page,” “The Law 
of Journalism.” “The Law of Jour- 
nalism of the United States” and 
“Copyrights and Trademarks,” 
which was published in 1949. Prof 
Jones was a past national president 
of Alpha Delta Sigma 


Set Record Exhibit Entry 

The fourth annual Advertising 
Art Exhibit, sponsored by the So- 
ciety of Artists & Art Directors, 
San Francisco, is slated to open 
the middle of November at the 
society’s headquarters, 252 Clay 
St. A record number of nearly 
1,000 entries have been received 
for the exhibit 


NNPA and AANR Hold Clinic 


The National Newspaper Pro- 
motion Assn. and the American 
Assn. of Newspaper Representa- 


tives are holding a clinic on news- 
paper advertising promotion, cir- 
culation promotion and market re- 
search, Oct. 29-30, at the Benjamin 
Franklin Hotel, Philadelphia 


The Low-Cost, Sure- 
to get Cookbooks 
into 


With only 


received 


for 


Month after month, participating 
sponsors have told us of the effectiveness of Mil 
dred Carlson's “WBZ Home Forum” 


New England housewives. 


vears, 


in reaching 


Here's one of the latest comments, quoted from a 
letter written by United Utilities and Specialty 


Corporation: 


50,000 WATTS 
NBC AFFILIATE 


WBZ 


re quests 


Fire Way 


oS 


two spot announcements, we 


for 1,800 cookbooks, 


which enabled us to do an outstanding job!” 
That's typical of the results you can expect with 


the best known most heard voice in New 


England! For details, check WBZ or Free & Peters. 


and WBZA springfield 


WESTINGHOUSE RADIO STATIONS Ine Serving 25 million 
KDKA - WOWO + KEX + KYW + WBZ + WBZA > WBZ-TV 


National Representatives, Free & Peters, except for WBZ 


RADIO — 


TV: for WBZ-TV, NBC Spot Sales 


AMERICA'S GREAT ADVERTISING MEDIUM 
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Veice of the Advertiser 


‘Who's Kidding Who?’ 

To the Editor: Your Sept. 24 is- 
carried one of the most inter- 
esting news items about liquor ad- 
vertising—per a certain W 
Wachtel of Calvert fame. I'm not 


suet 


just sure who's been taken in by 
this pot-wash, but if the space 
you gave this rot indicates your 
estimate of its worth, then you 
were the first to be duped. But I 
rather imagine that you saw in it 


a rare naivete, and merely felt that 
ample airing all that was 
needed to dissipate this stink cloud 
However, your editorial of the fol- 


was 


lowing week doesn't exactly clear 
the air 

No one who has been in the 
advertising field as long as some 


is likely to be taken in 
bit of naive propaganda 


of us have, 


by this 


mente after the FARM MARKET? =: 


Mr. H.R. Brunnemever, who 
recently completed 12 years 
as County Agent of 
Winnebago County, IIL., 
shown working on one of 


his radio talks, 


A quick look at Mr. 


This department is a reader’s forum. Letters are welcome. 


unless, of course, he had been im- are faced with a multitude of prob- 


bibing too much of Mr. Wachtel’s 


narcotic brew. 


After 


try is 
a few 
to change 


liquor 
don't we 


merely an 
penditure 


pen when 
liquor 


sumption? 


As you say, 


the 


all, 


merely 
selective 
brands? 


on 


they 
to purposely 
We'll be floating. 
there is no question 
“advertisers in the liquor field Nov. 1 


who's 


liquor 
from $663,000,000 in 
650,000,000 in 1949? What will hap- 
start advertising 
increase 


then 
other 


to 


kidding who? 
Are we to believe that the millions this 
pent annually by the liquor indus- 
intended 

minded 
Blarney! 
isn't advertising that has increased 
consumption, 
promote 


cause 
imbibers seen yet. 
If it 


why 
products 
with liquor’s magic formula? Is it 
accident that the 
has jumpe 
1934 to $3,- 


ex- 
d exchange of letters might interest 


con- 


Brunnemeyer’s activities shows you the 


many places where he can put in a good word for your products 


if you have his acceptance. During 1949, Mr. Brunnemeyer- 


Conducted 205 extension meetings 


Traveled 35,000 miles in farm 


Dictoted 705 letters 


service work 


Attended 69 night extension meetings 


Spent 22 days in state and district farm work 


6 

* 

e 

@ Made 777 phone calls 
c 

¢ 

@ Made 15 farm radio talks 
v 


Had 5,928 office visits 


Mr. Brunnemeyer says 


“BETTER FARMING METHODS is 


one of the best agricultural magazines coming to my attention. 


It presents new methods of farming with improved equipment, 


fertilizers, insecticides, etc 


I especially like the January Ag 


Chemical Issue because it helps me in aiding farmers with 


their never-ending battle against corn borer, 
flies, and other insects.” 
Tip to you—-present your message to Mr 


Brunnemeyer 


grasshopper, 


and 


the other 22.000 farm leaders through their business magazine 


BETTER FARMING METHODS. 


Business Magazine for leaders who 


nicago Los Angeles San Francisco 


TRAIN and ADVISE Farmers 


Gettec FARMING METHODS 


ATT PUBLISHING CO., MOUNT MORRIS, ILL. 


Pak) Alte 


Seatte Dallas 


Portland 


Denver 


lems”—but if this is their ap- 
proach, then they’re in for some} 
more, for thinking people resent 
ridiculous brand of propa- 
ganda, because it doesn’t even 
sound sensible—it’s the silliest I’ve 


L. H. LINDBECK, 
Listen, Washington, D. C. 


. + 7 
Asks Help on Political Ads 
To the Editor: I thought this 


you. 
WALTER W. CRIBBINS, 
San Mateo, Cal. 


Dear Mr. Cribbins: Strange as it 
may seem, I was just glancing over 
an issue of ApbvERTISING AGE of 
5, 1948. 

I was very much interested in 
your letter and in the advertise- 

ts you wrote for the Republi- 
can gion Trespassing on your 
good nature, could I have a copy 
of these advertisements? 

I have been planning to do some 
work for a political party here, 


and I think the copy you wrote} 
would help me in getting my own | 
job done better. . . | 
R. A. BARFORD, | 

James Lovick & Co., Toronto 


Dear Mr. Barford: Your letter} 
of Sept. 13 regarding the series of | 
political ads referred to in the Nov 
29, 1948, issue of ADVERTISING AGE! 
was forwarded to me here at my 
home. 

I am very sorry that I do not} 
have any more copies of the ads. At 
the time I had 500 sets of proofs 
printed and I thought that would 
be enough to take care of all my 
needs. I used the ads as a means} 
of gathering in the money. I show- | 
ed people what I intended to do. 
Later I sent them sets of the proofs} 
to show them what we had ac- 
complished with their help. And! 
the remarkable thing is this: 
Everybody who contributed in 
1948 is ready to contribute again. ! 

The story in the Nov. 29, 1948, 
issue of ADVERTISING AGE brought 
an avalanche of requests for copies 
of the advertisements. I mailed 
them out until the supply was ex- 
hausted. One man flew out here 
from the East to discuss the cam- 
paign with me but I don’t know 
what happened after he returned 
East. 

What I think is most extraordi- 
nary of all is the fact the Republi- 
can National Committee has shown 
no interest whatever in the cam- 
paign. It appears to be a case of 
all ideas originating at the top. 
Nothing from those who know how 
to get results is acceptable. Every 
day we are getting into a deeper 
mess but neither the Republicans 
nor the Democrats give a damn 
about the country. They are only 
interested in feathering their own 
nests. I don’t know what the out- 
come will be but the days ahead 
look gloomy... 

WALTER W. CRIBBINS 
” e * 
Finds Praise Irresistible 

To the Editor: We have missed 
James D. Woolf in the past few 
issues of ADVERTISING AGE—and 
when that happens we feel that we 
have really missed something! 

Mr. Woolf was up to his usual 
par in his discussion of positive vs. 
negative approaches in advertising 
in the Oct. 1 issue of your maga- 
zine. 

We have expressed our appre- 
ciation of his writing in previous 
letters but can not resist doing so 
again. 


Peccy HAMILTON, 
Public Relations Assistant, 
Wynn Oil Co., Azusa, Cal. 
Mr. Woolf’s Salesense hasn’t 


| skipped an issue of AA. | 


| ecutives 


‘Caught the Spirit’ 

To the Editor: Your story in the 
October Ist issue of ADVERTISING 
AGE on the talk I gave before the 
ANA on Chiquita Banana is the 
best reporting job that has ever 
been done on any talk I have given. 

I want to thank you because it 
does catch the spirit of the story. 
Everyone who has seen the article 
praises it highly. 

R. G. PARTRIDGE, 

Advertising Manager, United 

Fruit Co., New York. 


7 . 2 
Makeup Causes Catty — 


To the Editor: The makeup of 
the Calo cat food and Lumberjack 
syrup ads in the enclosed tear- 
sheet from the Oct. 4 issue of 


POA eke YOU CAN'T TEMPT ME 
/ 


Western Family is quite amusing. 
We always enjoy reading your 
Photo Review page and laughing 


|} over the clever pictures. 


ROBERTA HENNING, 
paisa? nds” Co., Seattle. 
. a 
|L. A. Obit Survey Offers 
Suggestion for Ulcer Crowd 
To the Editor: I know that you 
and I are much concerned over 
the immature ages at which ad- 
vertising and merchandising ex- 
pass on. I am just a 
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youngster of 67, but it worries me, 
and every week I say my Pater 
Nosters, Hail Marys and Memo- 
rares with extra unction, after 
reading AA. 

So I was impressed last evening 
in reading the Los Angeles Herald- 
Express obit columns (a nice old- 
fashioned idea to which the Her- 
ald-Express adheres and which 
pleases us oldsters no end) to dis- 
cover that the average age of the 


nine decedents whose departure 
warranted a paragraph or more 
was 77 years. 


One of these, an adolescent of 
| 60, was a Los Angeles Shriner who 
received his last call while making 
whoopee at a Las Vegas conven- 
tion. ..probably hit the $100 jack- 
pot at the Flamingo. 

Ten obits were published by the 
Herald-Express last night. The 
tenth, whose age was not given, 
had 11 grandchildren and 1 great- 
grandchild. Probabilities are that 
his age would not have dragged 
down the average too much. 

The which suggests that instead 
of the advertising and publishing 
and allied interests just having 
branches out here, they oughta 
move out body and soul, which 
would insure union of same two 
elements for a longer period. Why 
| live where you're old at 35 and 
dead at 50? 


G. L. 
George Logan Price Inc., 
bu, Cal. 
P.S. NOT inspired by the LAC of 
C. I'm not even a member. 


PRICE, 
Mali- 


+ 7 e 
Widow Worry Old Fashioned? 

To the Editor: AA usually is up 
to date in its information, but the 
article, “Beware of the Lonely 
Widow,” must be a reprint from 
your Oct. 16, 1905, issue. 

The rule for killing the widow 
was invented by a poor typesetter 
who finally became rich on au- 
thor’s revisions. The only places 


> “E 
. 


( MET ROP 


OUT AN) 


90 stig 
ed na \ de Ee i CT = re Se _- 
/ __——— —— 
a a 
I | Grand ; 
‘ ¢/ ) e 
- wa? a | ‘a 
; cmmmnrerenemnerameiniaa amma mien ne pia al | wna a | 
| Sekt waner cae : 
| re SD ob | 
con 8 
3 a - of Re, 
* aaa 3 ~ i ___ 
4 : ' - ft : “d aa fe f ef r on a | 
ag = . . io 4 at ORAS “gs wis -- eRe .+< r 
ft |} ae. We NONE Ss ae © 
> ~~ SS Sa Caer | 
Ee d e A we —“ mT. s, 
| i ie 130 
: a \ tla" MONEY TY a 6 
a \\ ay , 
| ‘| POP Lia or | 
: / 1 58 ~%y 
: 321, ee | 
. \\\ \ 
i « an income $917 396,000 \) 
\\\\\ ettective Buin 9 
: SS KK 10,940,000 
\ \ \ Sales $6 ° 
f ee KN 1950 Reta! - | 
: —_—_—_— ii on 1,006,488 | 
fe \\ \ ‘lle e 
: a V/ Nash TON 
Vi - through *¥° gre! ee 
\ \\\\\ Morning * = 
x CCA \ ea - — 
22, \ - teas ned by the 
5 a OF 
ee See K\ SD 
y \ Aas si=- eS Ss = & 
—= mys © ee VW —————— —_-.- 
Le a ae oe eee oo Be eee \ 
& ee 


hor 99, 1951 


~ “Tast of the Im- 


-,.» dated June 


ir apassignment from Calvert 
veries of “Men of Dis- 


tinction.” 


MARK iAoben, 

Chicago. 
e e e 

Colgate Quiz Continued 

To the Editor: Thank you so 
much for the editorial (Eye and 
Ear Department) on “Strike It 
Rich” in the Oct. 1 issue of Ap- 
VERTISING AGE. 

We are delighted to know that 
the program created such a favor- 
able impression with you. 

Lesire Harris, 

Radio and Television Director, 

Colgate-Palmolive-Peet Co., 

Jersey City, N. J. 


. o * 
TV Nuisance Identified 
To the Editor: I have long been 


4, 4404, a» ON Page 64 of this re- 
port is this statement: 

“However, though the mailing 
of a booklet with a short note 
from the plant manager might be 
regarded as insuring unusual at- 
tention, the fact remains that 54% 
of the people had not read or even 
seen the book five or six days 
after the mailing.” 

Certainly the Psychological re- 
port is authentic. Bemis Bro. Bag 
Co. authorized it. How can the 
variation be accounted for? 

Larry KREGER, 

L. F. Kreger Mfg. Co., Chicago. 
Maybe this is a measure of the dif- 
ficulty of the job! 


bothered with what I conetenns) Atlas Was Karsh’s First 


an unfortunate nuisance in my 
television picture. It was not until | 
last Sunday, when I saw the at-| 
tached page in the Pittsburgh 


See Your RCA Victor Dealer Nou! 


Press, that I learned that “SNOW,” 
not the evil I had pictured it to 
be, is “one of the greatest develop- 
ments in TV history!” created by 
RCA engineers. 

I must caution RCA, though, 
that someone is infringing on their 
patents; I get an abundance of this 
“greatest development” on my set 
—which is not an RCA. 

Pau. R. McCuLtty, 

Advertising Division, United 

States Steel Co., Pittsburgh. 

. . o 
It's a Decision—Not a Tie 

To the Editor: In the middle of 
your splendid coverage of the Di- 
rect Mail Advertising Assn. con- 
vention there is a slight inaccur- 
acy which I hope you will correct. 
Page 79, first column, second para- 
graph mentions incorrectly a tie 
vote. The motion removing the 
word official was passed. Members 
however will contifue to receive 
the “Reporter.” 

FRANK FRAZIER, 

Executive Director, Direct 

Mail Advertising Assn., New 

York. 

Mr. Frazier refers to a vote as to 
whether or not “The Reporter of 
Direct Mail Advertising” should 
continue as the “official” organ of 
the association. The ballot was 
taken at the close of the annual 
business meeting—an unusually 
lively affair—with the chairman 
casting the deciding vote. 

e e + 


Cites Conflicting Accounts 
of Stalin Booklet Readers 

To the Editor: I am glad to have 
Page 75 of your Sept. 17 issue and 
the Employe Communications 
story regarding the booklet, “How 
Stalin Hopes We Will Destroy 
America,” which is distributed by 
Bemis Bro. Bag Co. and others. 

This article states: 

“But we can report from the 
production fronts of a lot of fac- 
tories, where we spend a lot of 
our time, that the boys in over- 
alls think it’s a mighty good job. 
Not only are employes soaking up 
the fairly obvious message, but 
so are the wives and the children.” 

The above statement doesn’t co- 


a PS 


To the Editor: You recently 
published a picture of Yousuf 
Karsh with some Calvert Distillers 
representatives with the caption 
that Yousuf Karsh had taken on 
his first commercial job in accept- 


Apparently this caption was 
written without giving thought to 
the fact that he has done commer- 
cial work for Ford of Canada, who 
followed the lead that Atlas Steels 
established in having Karsh do his 
first real commercial work for 
them. I am sending a copy of our 
1951 calendar which featured a se- 


ries of six pictures entitled “Men 
Who Make Atlas Steels.” This is 
truly the start of Karsh in indus- 
try and I personally had the pleas- 
ure of working with him on this 
assignment 

We have, of course, used the 
portraits in other phases of our 
advertising and public relations 
programs, including the 1950 an- 
nual report. Many of the Ameri- 
can and Canadian dailies, Sunday 
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supplements, industrial and other 
magazines carried reproductions 
of these pictures, which have also 
enjoyed widespread interest 
throughout continental Europe. 

We bring this to your attention 
knowing that you would wish to 
have your records straight on the 
subject 

James S. Romp, 
Advertising Supervisor, Atlas 
Steels Ltd., Welland, Ont 


long on value... 


... Short on cost, That's also 
a good way to describe car 
card and Traveling Display 
advertising in the Twin Cities 


and Twin Ports. 


San Antonio, Texas is now 


operated by 
. 


Murray & Malone Co. 
T12 Ontario Ave. West 


Minneapolis, Minn. 


Chalk up another sale for Trade Mark Sernce 


Reach for your telephone directory. and 
look through the ‘yellow pages’ in the 
Classified section. There you'll see the trade- 
marks and brand names of many well-known 
manufacturers. And below them, you'll see 
the names and locations of local 


dealers who sell these products. 
That’s Trade Mark Service. 

All the way from Seattle to Miami 
-.. every day... dealers chalk up 


sale after sale of branded merchandise... 
because of Trade Mark Service. 


Trade Mark Service provides you with a 
powerful sales tool... it helps you cash in 
on the fact that 9 out of 10 shoppers use 

the ‘yellow pages’ of the telephone 


ized dealers. 


directory for buying information. 
This dealer identification plan 
means more sales for your author- 
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PHOTOGRAPHIC 


REVIEW 


BERMUDA BEAUTY—New swim suit created by Catolina Inc. is modeled at press 

fashion preview in Bermuda. This shot will be used for advertising and promotional 

purposes by Catalina, which plans to spend $500,000 promoting its 1952 line 

Magazines, newspapers, TV and outdoor are on the schedule. Promotional peok 

will be reached at “Miss Universe Beauty Pageant’ at Long Beach, Cal., next June 
(AA, March 19). David S. Hillman Inc., Los Angeles, is the agency 


TOO MUCH, TOO LITTLE?—There were some weird goings-on at the club, applauds Mrs. Elaine Isaacs, attired in the diving suit 
the annual “The Thing” ball of the ‘Art Directors Club of ios she won as a door prize, which was billed as a “suit to paint 
Angeles. Here Dick Stowe, Foote, Cone & Belding, president of water colors in.” At right is mistress of ceremonies Robin Jewell. 


ANNIVERSARY LUNCHEON-— When Populor Science Monthly cele- 
brated the fourth anniversary of its Boston office opening, many 
publishers, advertisers, and agencies were represented. Around 
this table, from left to right, are some of the guests. Robert G 
Hore, Hare Advertising; C. H. Frankenberg, advertising mano 
ger, The Savogran Co.; George W. Craigie Jr., Hoag & Pro 
vandie; Samuel Ross, executive v.p., Tarler & Skinner; Frederick 
M. Ford, Tarler & Skinner; H. G. Tapply, Reilly, Brown & Willard; 
Arthur F. Brown, president, Reilly, Brown & Willard; J. J. Slein, 
merchandising director, Jares Thomas Chirurg Co.; George J. 


Advertisin 


Winoker, Popular Science Monthly; Lee P. Adanis, eastern ad- 
vertising manager, Popular Science Monthly; Edwerd D. Parent, 
executive v.p., John C. Dowd Inc.; Malcolm C. Choate, medio 
and research director, Cory Snow Inc.; Cory Snow, president, 
Cory Snow Inc.; Arthur W. Sampson, president, Arthur W. Samp- 
son Co.; G. W. Lowrie, public relations and sales director, 
Ambroid Co.; Anson E. Sawyer, Arthur W. Sampson Co.; Edgor R. 
Emery, John C. Dowd Inc.; Damon Carter, H. B. Humphrey, Alley 
& Richards. Standing: Edward V. Hickey, and Richard C. Clark, 
both with H. B. Humphrey, Alley & Richards. 


A WINNER—Mickey Strobel (third from left), Foote, Cone & 
Belding, receives a plaque from Copeland Burg, Chicago Her- 
ald-American art critic, for winning third place in the annual 
art competition of the Art Directors Club of Chicago. Present 
at the exhibit’s showing at the Stevens, Gross Studios—and 


grouped in front of Mr. Strobel’s painting—are (I. to r.) Luther 
Johnson, Young & Rubicam; Kemper Ferree, J. Walter Thomp- 
son Co.; Mr. Strobel; Mr. Burg; William Hesse, free lance artist; 
Earl Gross, of the Stevens, Gross art studio, ond Al Muenzen- 
thuler, Ruthrauff & Ryan. 


NEW CAMPAIGN—This four-color painted outdoor display is one of 20 West 

Coast Fast Freight is using between Spokane ond Los Angeles, in a new outdoor 

campaign to improve its relations with the public. Van der Boom-Hunt-McNaughton, 
Los Angeles, is the agency. 


PR BOYS—John L. Dupree (second from right), national chairman of Oil Industry 
Information Committee, signs register at Philadelphia's Poor Richard Club before 
telling membership of petroleum industry's national advertising and promotional 
program. Left to right: Franklyn Waltman, public relations director of the Sun Oil 
Co.; Ralph C. Champlin, v. p. of the Pennsylvania Railroad in charge of public 
relations; John LaCerda, owner of the John LaCerda Public Relations Agency, Phil- 
adelphia; Mr. Dupree; and Harold S. LeDuc, v.p. in charge of public relations, 
Bell Teleph Co. of P ylvania and president of the club 
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Here are the facts on retail trade 
in the Philadelphia market 


To help you, The Philadelphia Bulletin has dug local market facts out of the 
final U. S. Census data covering 1948 Retail Trade in the Philadelphia area. 


This sales ammunition -- available in a detailed report comparing the 1948 with 
the 1939 Census of Business -- is yours for the asking! 


The Philadelphia Bulletin report gives you 35 pages of facts and figures. 
From them you can visualize the size and scope of the Philadelphia market. 
The report highlights these facts: 


In 1948, total retail sales in the 14-county ABC Philadelphia 
@ market hit $4,171,260,000 -- an increase of 190% over 1939. 


2 In total retail trade in 1948, the city of Philadelphia alone 
e accounted for 51% of the sales -- more than half the dollar 
volume of the entire 14-county ABC market. 


1939 Census of Business, with changes in number of stores and 
growth of sales volume by counties and by types of business. 


4 The Bulletin report shows comparisons between the 1948 and the 
6 


Data is reported for each of the 14 counties in the Philadelphia 
g market as well as for 107 communities of 2500 or more population. 


sales volume in 10 major retail trade groups broken down into 


5 In Philadelphia County, the report shows stores and 
- 
89 types of business. 


In smaller counties, the 10 major classifications 
e are subdivided by 58 types of business. 


7. In communities of 2500 or more population, sales volume 
# is shown by the 10 major retail trade groups. 


A copy of The Philadelphia Bulletin report will give you 
many of the answers you want on retail trade in the 
Philadelphia market. You can obtain your copy by writing to 
National Advertising Department, The Philadelphia Bulletin, 
Philadelphia 5, Pa. 


The Hhiladelphta Bulletin Evening and Sunday 


In Philadelphia nearly everybody reads The Bulletin 


ApveERTISING Orricrs: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer-Ferguson-Walker Company, Chicago, Detroit, Atlanta, Los Angeles, San Francisco 
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Advertising Age 


Feature Section 


Back to Abnormal 


Woolf Discusses Long vs. Short Copy 


Build Employe Morale in Person 


Proofreaders Can Be Too Fussy 


THE NATIONAL NEWSPAPER OF MARKETING 


Fairfax Cone Bestows Accolades on Ten Campaigns 
He Would Have Liked to Have Done 


Two years ago, for the western council of the Four A's, Fairfax M. 
Cone, president of Foote, Cone & Belding, reviewed a number of ad- 
vertising campaigns prepared by other agencies whose conception and 
execution he liked so well that he “wished we had done them.” Last Fri- 
day, again before the Four A's western council, he singled out ten cur- 
rent campaigns which he considers outstanding. The full text of his talk— 
with some interesting sidelights on the role of television—is pre- 


sented here. 


Two years ago in talking here about 
a group of campaigns that I would have 
been very glad to present as my own, I 
tried to make one thing clear: 

That I was looking at those campaigns 
in the light of what I perceived to be some 
difficult problems that had faced the men 
and women who made them. 

I tried to look at them professionally; 
not to say this campaign or that one is 
best, but rather to see where imagination 
and judgment and taste had overcome 
the difficulties—and had done this un- 
commonly well. 

Some of these difficulties are inherent 
in the advertising of certain product 
groups. Others are simply those of taking 
advertising out of some of the grooves 
that pass for roads. 


es In the first place, we discussed some 
advertising for products with a minimum 
of real news value. 

The second category was where interest 
in the advertising of its products was 
naturally low. 

The third was where entrenched ad- 
vertising competition had been met with 
a new approach. 

The fourth was where an old story 
had been given a new advertising twist. 

And finally there was a service cam- 
paign which, by the nature of its presen- 
tation, had become super service. 


s I would like today to discuss a group of 
campaigns in these same general areas. 
Wherever the same problems have been 
met and overcome—or where I think they 
have been overcome, I find them fascina- 
ting. I wish that, given the same circum- 
stances, I might have done as well. 

Seven of the ten printed advertising 
campaigns that I offered in that discus- 
sion of two years ago continue today 
without change. That is to say, they con- 
tinue in precisely the same pattern; 
within the pattern they change con- 
stantly. And this—if I may use the word 
again—is a pattern of the greatest satis- 
faction. 

The seven campaigns that continue un- 
changed and ever-changing are the mag- 
azine or newspaper campaigns for Life 
Savers, Cream of Wheat, Green Giant 
Peas, New York Life Insurance Co., Pills- 
bury Mixes and Philip Morris cigarets. 

The Calvert whisky “switch” campaign 
in newspapers ran its course, successfully- 

The General Mills super-service cam- 


eee r Si tony 


paign that was testing in the Chicago 
Tribune on a five-day-a-week basis sim- 
ply failed to prove better than straight 
product selling. 

The Rand McNally Atlas advertising 
that I found so interesting apparently left 
the Messrs. Rand and McNally somewhat 
less dazzled—because they not only 
changed the campaign completely but 
also replaced the agency that did the job. 
(And I can only hope that my enthusiasm 
for the campaign and the agency’s dis- 
missal were purely coincidental.) 


s Two of the campaigns that I mentioned 
then, I am going to bring back today be- 
cause I see in them examples of fine ad- 
vertising working without lessened effect 
in somewhat changed categories. 

I would have liked then to have made 
them, 

And I would like now to have made 
them. 

Two years ago I tried to point out how 
the Pillsbury Mix advertisements took off 
the gloves, so to speak, and went out in 
the kitchen and talked straight to the lady 
of the house about her job and what 
Pillsbury could do to make it easier. 

There was a lot of news in those pages 
and the copy itself took a new tack 
against the standard recipe advertise- 
ments. 

Today the quick mixes are hardly news. 
But the very same Pillsbury campaign 


Who...Me? 


seems to me to do a brilliant job under 
quite different circumstances. 

Every woman who has a kitchen knows 
now, I am sure, that there are a number of 
quick and excellent cake mixes. There is 
some very good advertising for some of 
them. 

But only Pillsbury bangs through the 
competitive magazine and supplement 
pages—demanding attention, and de- 
manding action. 

“Buy the Mix. Bake the Cake. Now.” 

These aren't polite advertisements. But 
neither are they rude. Politeness is a 
matter largely of rules and of tradition, 
and in the field of traditional recipe ad- 
vertising Pillsbury 'is making its own 
rules. 


@ The other campaign that I want to 
bring back—in a new category, is the Life 
Savers campaign in magazines. 

This new category may not have a pro- 
fessional name but I am sure that you 
recognize it and that you will grant it 
high professional acceptance: 

It is that category in which some quite 
unexpected note in an advertisement or 
series of advertisements strikes you as 
being so miraculously come upon and so 
perfectly right that the whole business of 
advertising is made brighter because of it. 

I think there is no better example than 
this ad. 

After all, it could have read “like 
father, like son” and no one would have 
been in the least disappointed. As it is, 
“Like father —love son” gave me an un- 
expected thrill. And an otherwise merely- 
gay reminder advertisement packed a 
real selling wallop. 


e My other example in this “surprise” 
category is from that conscientious com- 
pendium of surprising advertising———The 
New Yorker, and is entitled “The man in 
the Hathaway shirt.” 


) 


Regn wh tere. Fa ory 


LIFE SAVER—Gn unexpected thrill. . . 


As a matter of fact, this is the first ad- 
vertisement for Hathaway shirts that I 
have ever seen. And if there is never 
another, I shall always remember the 
name. 

The copy puts a thin coating of snob- 
bery on a base of dedication—with proof. 

You had to read it. And you found it 


well worth while. : 
Here was something about shirts tat 
said something (about shirts): a 


es “At long last American men are begif- 
ning to realize that it is ridiculous to bly 
good suits and then spoil the whole efféct 
by wearing a cheap, mass-produced shift. 
Hence the growing popularity of Hatha- 
way shirts, which are in a class by thefi- 
selves. : 

“To begin with, Hathaway shirts wé@ar 
infinitely longer—a matter of years. ri 
go on with, they make you look younger 
and more distinguished, because of 
way Hathaway cut collars—low-sloping 
and ‘customized’. The whole shirt is @ut 
more generously, and is therefore m@re 
comfortable. The tails are longer, apd 
stay in your trousers. The buttons afte 
made of mother-of-pearl—very big aiid 
masculine. Even the stitching has &n 
ante-bellum elegance about it. : 

“Above all, Hathaway make their shifts 
of very remarkable fabrics, imported 
from the four corners of the earth 
Viyella and Aertex from England, woolen 
taffeta from Auchterarder in Scotland, 
Sea Island cotton from the British West 
Indies, handwoven silk from _ India, 
broadcloth from Manchester, linen batiste 
from Paris. You will get a great deal of 
quiet satisfaction out of wearing shirts 
which are in such impeccable taste. 

“Hathaway shirts are made by a small 
company of dedicated craftsmen in the 
little town of Waterville, Maine. They 
have been at it, man and boy, for one 
hundred and fourteen years.” 


The man in the Hathaway shirt 


HATHAWAY—the eye patch is pure genius... 
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That, my friends, is a piece of copy! 

And the patch on the eye of the man in 
the illustration seems to me almost pure 
genius! 

I can imagine a lot of ordinary and 
probably adequate illustrations for “The 
man in the Hathaway shirt.” But this is 
something more. And it leads me to try 
to make a point about advertising about 
which I feel strongly. 

Perhaps because I started out in adver- 
tising as an artist I have never been able 
to think of advertising without 
thinking at the very same time of adver- 
ising illustration. Anyway, I am _ con- 
vinced that the two are inter-dependent; 
that you cannot make a really excellent 
advertisement with even the very best 
words——-with an _ ordinary _ illustration 
And that even the most striking illus- 
tration loses its effectiveness if the words 
support it. 


words 


do not properly 


e The two are combined in the thing 
called layout. And if it is true that you 
can't make a advertisement 
out of good words without good pictures 
or good pictures without the right words, 
it is also true that both good words and 
good pictures fail in bad layouts. 

Actually I think layout is so important 
thai I believe any copywriter worth his 
salt must have it strongly in mind in his 
earliest conception of the advertising 
idea 

If you will consider the matter I believe 
You will agree that “layout” is no less im- 
portant in radio commercials—in the 
@rder of their elements, than in printed 
advertising. And I know that it is vital 
im television advertising 

I shall have something 
@bout television in a few minutes. My 
@xhibits are all of printed advertising. 
But in the end they will bring me back to 
television; I hope with something worth 
thinking about. 


4 


successful 


more to Say 


@ In the field of low product news there 
@re several campaigns that I would like 
Very much to have made. 

i Naturally, this is our largest category 
Most product advertising falls naturally 


ito it. And it is probably our field of 
Greatest challenge. The subdivisions 


Within the category are almost endless, 
@nd so, I am afraid, are the failures to rise 
Very far above monotony in all but a 
Startling few 

On the other hand, when one of us is 
Successful the result is proof enough that 
where imagination is forced to the limit 
and tempered with judgment there is no 
field where good advertising is impossible 

Good advertising, you will remember, 
means honest advertising for honest pro- 
ducts-—pointedly presented to 
proper selfish wants 


meet 


@ The second in this group is a brand 
new campaign in a field that I can only 
characterize as having seemed for years 
to have 
writing for men 

This 


been dominated by women 


new advertisement by Hart 


‘00.000 
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Schaffner & Marx (from Time) may, 
sharply and happily, I think, end an era. 
It embraces no woman words. The word 
“fashion” and the word “style” are con- 
spicuous by their absence. “Stylish” is 
there to be torn down—man-style. (And 
I object only to the word “smart,” which 
is a clothing salesman’s word and not that 
of the man like “you” to whom the ad- 
vertisement is addressed.) 
It is a solid, appealing new campaign in 
a field where the very best prospects 
apparently want no news, but only a 
promise to not make them change. 
Advertising has very few harder jobs 
than to make men interested in clothing 
when it is not directly under necessary 
consideration. This advertisement has 
done this by going back to the basic rules 
of good salesmanship—and talking first 
(and flatteringly) about the prospect, 
and second about Hart Schaffner & Marx. 
Directly opposite in planning from the 
Hathaway advertisement, the two to- 
gether show once again that there is no 
one best way to do anything in advertis- 
ing. There is no more a “best” among ap- 
proaches than there is a best technique. 
or a best medium or advertising or a best 
advertising agency to make it. 


8 Another of the most difficult of all the 
fields of advertising endeavor is the auto- 
mobile field. For, except at new model 
time, when changes are announced, it is 
even more devoid of news than last week’s 
newspaper. 

Biggest news, of course, when changes 
are announced, is change in appearance. 
Then, once you have seen the car and 
talked a little about it and maybe ridden 
in it, there is no more news. You either 
like it or you don’t like it. You may buy 


one. Or you want no part of it. And you 
pose the manufacturer a pretty problem. 

To be sure, if he is Cadillac or Buick 
or Chevrolet, he is talking largely to own- 
ers, and talking from the unassailable 
position of sales leadership. But if he is 
anybody else, he has the almost paralyz- 
ing problem of no news. 


® Ford, uniquely, makes news. Not, of 
course, by pure invention, but by the 
sprightliest presentation that we have 
seen in automobile advertising in many 
years. 

When I first began to see the current 
Ford series I thought that it was waste- 
ful of good ideas; that any one of a num- 
ber of them would have made fine con- 
tinuing campaigns 

But someone else had thought more 
deeply than I had. For instead of a single 
continuing theme that I could take or 
let alone according to the kind of pre- 
conceived notions that almost everyone 
seems to have about automobiles, I found 
that I was being drawn in again and 
again to read a large number of things 
about Ford that singly would have left 
me cold. 

It would seem to be axiomatic that one 
doesn’t buy a car from just reading ad- 
vertisements. And yet I would be very 
surprised if this Ford magazine campaign 


hasn't started many a man on the way 
purchase—by making him think 
about the Fords he sees. 


to a 


s Speaking of Fords, I would like very 
much to have made the Ford Truck out- 
door campaign that has made truck ad- 
vertising something more than a matter 
of nuts and bolts—or thinly strained 
similes. 

Ford Trucks last longer puts a strong 
emotional promise into simple, under- 


‘ 


BECAUSE THEYRE Bonus Bolt / 


standable, believable words—and backs 
it up with some designs that are at the 
other pole from the standard picture-and- 
word comparison. (The picture of a lit- 
tle girl sucking on a jaw-breaker with 
the words “lasts and lasts ... and lasts” 
seems to me to leave a good deal to be 
desired when it turns out to be adver- 
tising for an automobile.) 
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In my third category, products with 


little intrinsic advertising interest, where 
the interest must be borrowed, I have 
one outstanding exhibit. It is another 
from the pages of The New Yorker. 

The Guinness Guide to Cheese, like the 
Guinness Guide to Oysters and the oth- 
ers, is something that many essay and 
few pull off. 

I don't know whether the trouble comes 
usually from the Guides, or whatever 
they may be called, being quite too sel- 
fish to be believable or interesting; or 
whether they simply are not authorita- 
tive enough, or well enough written. 

In any case, this Guinness Guide is 
believable and interesting. It is beauti- 
fully and knowingly written and illus- 
trated—with just a sharp accent on Guin- 
ness. 

“Cheese,” we are told, “likes Guinness,” 
and the ten copy blocks make us sure that 
Guinness knows what Guinness is talking 
about—be it cheese or be it stout. 


® My example of a campaign that takes 
an entirely new tack against established 
advertising competition comes as a second 
entry from the ever-so-hard-worked food 
field. And it comes every time as a pleas- 
ant new promise—of wonderful things to 
be had! 

It is the Birds Eye campaign that I see 
in Life. 

Here, to be sure, is the traditional full- 
color photograph of the food on the plate, 
ready for the table; here as it should be. 
But this is only the beginning. 

The carefully worked out captions to 
five inspired drawings make five telling 
points—and you are made to read them 
through, from first to last. The result is 
a reasonable progress to the words “Bet- 
ter Buy Birds Eye.” 


Advertising Age, October 29, 1951 


And when you get there it is something 
more than a slogan. It must, in many 
cases, be a firm conviction. And this, I 
think, is making advertising work as it 
rarely, rarely does. 


8 For a new advertising twist to an old 
story I give you the trade paper campaign 
for Puck—The Comic Weekly. 

Here, if you please, is a demonstration 
in print (one of the rarest of all things 
to achieve) achieved through audience 
participation in a game that you can't 
win—and don't mind losing 

If there is any more difficult field than 


publication promotion, I can't imagine 
what it is. And yet someone—someone 
with imagination—has come up with a 
second continuing campaign in a field 

~ 
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Which of these famous race horses can you name? 


that seemed left by default to The Ladies’ 
Home Journal. 

Each Puck advertisement makes a point 
and proves it—to your eye and in your 
mind, in just about the quickest time of 
any advertising that I know 

Demonstration and illustration are two 
vastly different things. The latter is com- 
mon in advertising, and usually the best 
that we can do. But when we are able 
to build up illustration into demonstration 
then we have got everything out of print 
that there is in it—if our demonstration 
is convincing. 

Puck’s is. 


® Thinking about this whole promotion 
field, and wondering why it isn’t more 
exciting, I couldn’t help thinking of 
one advertiser whose work is so con- 
sistently fine that I think it should be 
noted, even though the example that I 
have hardly belongs in the category of 
a difficult assignment. 

CBS somehow manages to make even 
its more or less routine announcements 
seem important. And they are always 
readable. 

For one thing they are carefully writ- 
ten. When they haven't any pictures 
they make type talk. They put it to work 
in the place of illustration. And the lay- 
outs are clear and bold. 

The exhibit here manages to take a 
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| * your advertising agency 
prepared to put you on 
TELEVISION...at a profit? 


FOR CAMELS. JOHN CAMERON SWAYZE 
brings the news to millions five nights 
a week on the Camel News Caravan. 
These millions also hear the news that 
more people smoke Camels than any 
other cigarette. 


FOR COLGATE’S VEL AND SUPER SUDS. 
“STRIKE IT RICH” —the dramatic, human 
interest quiz show—is proving that even 
in the morning TV can do a great job. 
“Strike It Rich”, at 11:30 A.M., has a 
higher rating than most afternoon shows. 


FOR M&M’'S CANDIES. “SUPER CIRCUS”, 
highest rating TV network children’s 
program, has given M&M’S Candies 
such a sales boost in 18 months that 
M&M’S is now the number one seller 
of all bag-packaged candy. 


FOR COLGATE’S FAB. 5-TIME-A-WEEK, 
DAYTIME TV .. . the dramatic show 
“Miss Susan” .. . is making sales—and 
is reaching viewers at a lower cost per 
thousand than any other five-time-a- 
week, daytime dramatic show. 


Television has “arrived” in many agencies... but 
not every agency has “arrived” in Television! 
Advertisers are learning that experience is the only 
teacher in making Television pay a profit 


OW that the press-agentry is giving way to 

audience statistics...now that rosy predic- 
tions are being replaced by solid case histories... 
now that advertisers are after sales instead of 
mere prestige ...the whole picture is beginning 
to get clearer. 


Today, there are a number of facts about TV 
you can paste in your hat and base decisions on. 

One is the fact that Television, as a major 
medium for selling goods, is hereto stay. No other 
medium in history has ever hit with the terrific 
impact of TV! 

Business men in major industries who, for 
years, “accepted” advertising as a necessary 
part of business operation, have been literally 

i on comparing sales figures from TV 
homes and non-TV homes, TV territories and 
non-TV territories. 


Another fact is that despite its terrific impact on 
sales, Television affords opportunities to lose 
money as well as make it. 


in the past year, more than 150 network shows 


failed to click. 
A third basic fact to remember is that: no agency 


without a long and successful record of selling 


goods before the advent of TV can be expected 
to better its performance simply because it has a 
new outlet for its efforts. 


A fourth fact becoming apparent to advertisers 


is that no agency can learn television overnight. 
Tooling up for television in an agency calls for 
complete “reconversion”... thorough indoctrina- 
tion of all executive and creative people... crea- 
tion of large and separate departments, and slow, 
painstaking integration of many new, specialized 
talents into existing operations. 

That is why you can count on your fingers the 
number of agencies with really intensive TV 
experience. Currently, the William Esty Com- 
pany has more network television programs on 
the air than any agency in the business . . . more 
than a third of its total billings, in fact. 


This agency pioneered in TV from its beginnings 
...currently has 38 separate programs on TV 
every week . . . is selling one or more brands of 
packaged goods to every TV family in that area 
of the country where 66° of all retail sales are 
made ...is investing for its clients sums ranging 
from $100,000 to several millions a year... and, 
in return, is obtaining for clients interested pros- 
pects at costs as low as 76 cents per thousand! 

The complete story of this agency's TV expe- 
rience — with facts and figures on results — has 
been put into compact, easily digested presenta- 
tion form. Advertisers, wondering whether or not 
they can use TV profitably, will find this material 
interesting. 

A call to Mr. Wood, MU 5-1900 — or a note — 
will bring it to you. Without any obligation. 


William Esty Company, Inc. 
Advertising 


100 EAST 42nd STREET * 


NEW YORK 17, NEW YORK 


MuUrray Hill 5-1900 


Shown here are some of the 38 programs telecast each week for clients of the William Esty Company 


FOR CAMELS. “THE CAMEL MOVIE HOUR” 
is presented three times a week, from 
eleven to mid-night, in six major mar- 
kets—features top-fiight films for late- 
viewing fans—reaches Camel prospects 
Camel's 


FOR CAMELS. SID CAESAR AND IMOGENE 
COCA continue in the most i h 
ally successful TV show of 1950, “Your 
Show of Shows”. Live film and ani- 
mated commercials on this show sell 


at costs as low as $1.10 per thousand. 


ible 30-Dav Mild: Test. 


“Coke's A Natural” idea. 


FOR COCA-COLA. “ROOTIE KAZOOTIE”, 
five-time-a-week show for The 
Coca-Cola Bottling Co. of N. Y., Inc., 
features a steady parade of such young- 
sters’ heroes as Phil Rizzuto, selling the 


FOR COCA-COLA. SHERIFF BOB DIXON 
entertains the youngsters every aftér- 
noon, five days a week. One of sevegpl 
programs a week for our client, The 
Coca-Cola Bottling Company of N 
York, Inc. : 


FOR CAVALIER CIGARETTES. THE “GARRY 
MOORE SHOW™ is doing « real selling 
iob. This show was the first successf@l 
daytime variety program on Television 
and constitutes another interesting ex- 
ample of Esty pioneering in TV. 


TV SPOTS FOR “EVEREADY” BATTERIES, 
as well as for Prince Albert Smoking 
Tobacco and The Coca-Cola Bottling 
Co. of N. Y., Inc., are proving that 
memorable Television spots can be a 
very effective use of TV. 


FOR CAMELS. “MAN AGAINST Crime”, 
starring Ralph Bellamy — consistently 
one of the top two ranking mystery 
shows — continues for the third straight 
year... and Camel continues to be 
America’s largest-selling cigarette. 
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Like TO HAVE «A PIECE OF @na.ror? 


cea nee sees wereeee 


fairly ordinary story and give it a big 
shot of shock. If it is news, the unconven- 
tional handling makes it big news. And 
this is something that a lot more ads could 
stand! 


es Unfortunately, my final category -of 
service advertising that gives super-serv- 
ice—finds me without an example outside 
my own shop whence the Kotex “Are You 
in the Know?” campaign continues to 
pile up readership and response at an 
ever-increasing rate. 

Last year we had the General Mills 
Betty Crocker columns in the Chicago 
Tribune. And Sunset Magazine for many 
months was filled with super-service (by 
which I mean service beyond simply a 
recipe or household or beauty hint tied to 
the use of a single product or product 
line) 

Today the field is almost bare, and I 

‘think this a pity. One of the very best 
ways to make friends is to be friendly. 
Many an advertiser learned this during 
the war, and found in advertising a re- 

' markable medium. 

Perhaps the breath of competition is 
too hot on our necks, or maybe we're just 
in too great a hurry. In any case, I hope 

that some future reviewer will find the 

: field blooming again, because I know that 
it can be productive, not only of good will 

‘but also of deep loyalty ... and steady, 

_ mounting sales. 

' The thing is: you have to find a sturdy 

‘vehicle, and push it without stopping. 


ne 


}® Since I can find no entry that fits pre- 

1 cisely into this category, I would like to 
change it a little and show you another 
kind of service campaign that I would 
like very much to have made. 

It is the newspaper campaign for the 
Crusade for Freedom. 

In talking about the automotive field 

“and the publication promotion field, I 
said that these were among the most dif- 
ficult in all of advertising. And I believe 
they are. But there is another that stands 
right beside them. This is the business of 
selling ideas. 

We have tried it a good many times, and 
the results have been only fair. We have 
tried, for example, to sell our economic 
system, and we have not done very well. 

We have tried to sell the American 
Heritage, and we have done only a little 
better. Some years ago we tried to sell 
Peace with no success at all. And just 
now we are trying to sell Anti-Inflation. 

The Peace campaign was a forerunner 
to the others which have been campaigns 
of the Advertising Council. And it may 


“The Commissar lies, | heard the Truth from Radio Free Europe!” 


Yo Ih Mgt Commeminm — ine to the cua Fon rmezpom 


©----~ SPONSOR'S NAME 


Hn 
es 


be that none of them has been a re- 
sounding success because none has really 
had campaign stature. None has ever had 
enough space, enough time. 

On the other hand, it may be that sell- 
ing ideas in advertising requires one 
thing that usually is lacking: a direct 
appeal to do something specific; not to 
think or hope or trust—but to act. 

The Savings Bonds advertisements say 
“Save and reap certain rewards.” The 
Safety Council advertisements say “Be 
careful, the life you save may be your 
own.” A new Heritage campaign says 
“Vote.” And there are others among the 
Council campaigns that ask people to 
turn thought into action. 


8 One that I would like particularly to 
have made is the campaign for the Cru- 
sade for Freedom. 

Here I think is a campaign in the pub- 
lic service that uses advertising as it 
should be used. It isn’t an essay. It isn’t 
a story with a moral. It is selling. 

It sells an end result. It tells what may 
be achieved. It tells you what to do about 
it. And it asks you to do it now. 

This is advertising as I think advertis- 
ing should be. 

Incidentally, the Crusade for Freedom 
campaign may well turn out to be the 
most heavily backed of any of the Coun- 
cil campaigns, save only the campaigns 
for U. S. Savings Bonds. 


8 Now, if any of you are wondering why 
I have talked here only about printed ad- 
vertising, let me say that this is not 
wholly because of the difficulty of ex- 
hibiting radio and television commercials. 

It could be done. But I think there is 
no point in going into radio. The patterns 
so far as I know have been unchanged 
for many months. 

The thinking has gone into television. 
And I'd like to make a single observation: 

Much of this has been a very tired kind 
of thinking. 

Television is not radio with pictures. It 
is strictly—or it should be— printed ad- 
vertising come to life; personal selling 
brought into the home. 

A little while ago I said that the great- 
est achievement in printed advertising is 
a demonstration. And this television 
makes possible for almost everyone! Ev- 
ery printed advertisement that I have 
shown here today could have been done 
—and done better, in television. 


® Television needs the kind of thinking 
that sweated out these printed pieces and 
made each one outstanding. Television 
could have started with each one just as 
you have seen it, and enlarged its scope, 
and made it live ... and move and speak. 

The trouble is, much too much televi- 
sion starts with something very like a 
radio commercial and attempts only to 
illustrate it, or worse, to gag it. 

Television, in too many cases, fails to 
exploit the patterns that the advertise- 
ment-maker has developed. When it uses 
these and treats them first with motion, 
then with sound, advertising’s newest, 
greatest medium will come into its own. 

And so will some of advertising’s best 
creative people, who so far have been 
weighted down with lead—and copper 
plates—putting salesmanship in_ print. 
Right now they have their chance to make 
it personal. And no one should be better 
at the job. 

As I said in the beginning I would like 
very much to have made each campaign 
that I have shown you. 

I would like to have met each different 
problem as well. 

And I would like—best of all, to meet 
each in TV. 


Experts Disagree! 
On Page 100, The Creative Man 
turns up his finicky nose at Bal- 
lantine’s “writers’ writing,” while 
Jim Woolf thinks the ads are “ser- 
ious and dignified.” What do you 
think? 


The Eye and Ear Department... 


Advertising Age, October 29, 1951 


Back to Abnormal 


Television is no respecter of persons. 
Even a reviewer's set will conk out on 
him. 

When it does, two things happen. First, 
you call the TV repair man—who, of 
course, is out on several other emergency 
calls. Then you begin to experience 
strange reactions. The house, for one 
thing, seems inordinately quiet. You won- 
der if you can stand it. 

Next night you get home, find the kids 
doing their lessons. Way it used to be. 
Everybody has dinner together again. Just 
like the old days. After dinner you go in- 
to the living room, pick up a newspaper. 
Or a magazine. Start picking out the 
easy words. Kids come to you with their 
lessons. You natice young Theobald’s 
voice has changed. 

The neighbors phone you. Noticed the 
lights on in your house. Wonder if any- 
thing is wrong. You tell them, happily, 
no—only the TV set out of order. They 
think you mad—Milton Berle is on. 


Tips for the Production Man... 


Sit down again. Look around you. 
Crumbs under the chairs. Plus a few 
empty glasses. Realize your wife has de- 
veloped a few gray hairs. 

Several days like this. Wonderful days. 
Days of rediscovery. New spring in your 
step. New delight in coming home. Then, 
one evening, as you come jauntily up the 
walk, you notice the shades are drawn. 
Good God! Has the television repair man 
finally come? You hope against hope. Try 
to console yourself. Maybe just some- 
body has died. 

Then, as you insert the key in the lock, 
you hear it. No. No, Bill. You can’t do 
this. Not to me, Bill. We're friends—re- 
member? Friends, Bill. For God’s sake! 
Don't, Bill! Don’t shoot! I can explain 
everything! Bill! No! BANG! BANG! 
BANG! ... Thud. 

Television repair man’s been there. No- 
body's dead. Fate worse’n death—set’s 
working again. Life—as for the past three 
years—is back to abnormal. 


Proofreaders Can Be Too Fussy 


By Kennetu B. BuTLer 

A phenomenon of advertising produc- 
tion that continues to amaze me over the 
years is the way most folks go to work 
with their pencil on type proofs that 
have been set faithfully per copy. It is 
here, on nice clean proofs, that all the 
shortcomings in punctuation, sentenc> 
construction, style for capitals, and even 
factual presentation apparently rear their 
ugly heads. 

The result, of course, is considerable re- 
setting and making of corrections—adding 
greatly to the cost and to the time con- 
sumed in getting production done. 


s But a few comments recently by an 
expert on proofreading, Joseph Lasky, 
caught my attention and sympathetic ear. 
Mr. Lasky, writing in his proofreading 
department in the Intertype Co.’s “Who's 
Who in the Composing Room,” says that 
one of the important lessons an ambi- 
tious proofreader must learn is to make 
changes only when necessary. 

First, he singles out the “fussy” proof- 
reader, who changes the division of a 
word according to his own preference, 
when standard dictionaries differ con- 
siderably about divisions of words. 

Second, the “hypercritical.”” He is la- 
beled as one who is over-exact in the 
making of changes, substituting one word 
for another because it might be a slight 


Employe Communications... 


improvement. 

He also speaks sternly of the “imprac- 
tical” and the “sorehead” types of proof 
markers. Indeed, we all have seen proofs 
gone over by folks so intent on doing a 
world-rocking re-editing job that they 
overlook the simple but embarrassing 
errors such as misspellings, transposi- 
tions, and the like. 

Other examples of hypercritical proof 
markings I have noted: 

Rewriting copy on the proofs to avoid 
letterspacing of words in short measure 
copy. 

Rewriting or resetting to eliminate 
“rivers of white” space caused by word- 
spacing in successive lines falling to- 
gether. 

Rewriting copy to eliminate all short 
last lines. 

Re-editing on proofs to eliminate word 
divisions at the end of successive lines. 

Resetting to break up long paragraphs 
into shorter paragraphs. 

Marking every little imperfection on 
rough proofs; such proofs are for correc- 
tions only and do not indicate the quality 
of printing. We'll agree with you that 
most proofs could be sharper and better, 
but until this weak spot in composition 
proofs can be corrected, the assumption 
should be held that makeready and proper 
inking will, in the final printing, cause 
type to reproduce sharply. 


It's a Good Idea to Build 
Employe Morale in Person 


By Rosert Newcoms and Marc SAMMONS 

A few weeks ago the president of a 
fairly large company addressed a man- 
agement conference on human relations. 
The burden of his song, which he sang 
over and over again, was that manage- 
ment officials must get to know the peo- 
ple, understand their problems, build 
bridges of understanding. 

It took no particular sleuthing to estab- 
lish that this company official hasn’t made 
a tour of his plant in close to five years. 
He has never been known to make a talk 
at an employe gathering of any kind, and 
he has yet to attend his first employe 
social event. He has no direct personal 
contact, of any sort or description, with 


any employe at the shop level. The only 
contribution he has ever made to the 
great cause of employer-employe under- 
standing is to speak to management con- 
ferences on the subject. 


@ What he fails to realize is that his 
speech (it is always the same one) was 
made by someone else three years before 
his first draft was composed, and has been 
delivered by many others around the 
country in better style, in fewer words, 
and supported by infinitely greater ex- 
perience. 

This is all by way of introducing 
a president and board chairman who not 
only preaches human relations, but prac- 
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mer House 


GRAND BALLROOM, Palmer House, Chicago 
November 5 « 6:45 p.m 
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Awards Diner : 


This one will give you a lift—Several, in fact 


or mail coupon for reservations 


“3 
DONT MISS THE FUN ~ FOOLISHNESS 
AT THE AWARDS DINNER WITH 
“a 
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TV's master of satire and czar of zany situations— ; . 
Sherman will intrigue you with his unintelligible intellect | 
and his vast store of non-essential information. 


Call Phil Dobrofsky, at Whitehall 4-3090, 
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Phil Dobrofsky, Promotional Arts, inc., 100 E. Ohio | Ais 
} Chicago 1. Illinois 
i * 
ill D Pleose reserve | | tickets | , 
Please reserve | | tables for the 19th Awards Dinner of } ; 
the Art Directors Club of Chicago . 
- S 
| . 
| Nome | ‘ 
($7.50 per plote—10 places per table! ‘ 
" i ee J my 


This spoce sponsored by COLUNS, MILLER & HUTCHINGS, INC. 
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tices them up te the hilt. He is Col. John 
Slezak, busier man than most. He 
is president of the Illinois Manufacturers 
Assn., 


a far 


president of a brass works, board 
chairman of two others, a director of 
corporations. He was 
head of the Chicago Ordnance District in 
World 


roughly a dozen 


War Il, and is currently a con- 


SOCIAL MINDED—Col. John Slezak finds that 
it's not only good policy but fun, too, to 


get around to various plant events. Here 
he’s enjoying himself at a girl’s bowling 
league with three who 


party players 


proudly hold their trophies 


Salesense in Advertising... 


sultant to the Munitions Board. He has 
less idle time than any ten executives 
you want to name. 


e Col. Slezak, however, is a vigorous 
practitioner at the plant level. He makes 
it a point to set aside adequate time in 
his working week to get out into the 
plant, see his people and talk with them. 
He goes to plant baseball games, to girls’ 
bowling league socials. He talks to his 
employe groups on how things are going. 
He is able to provide the answers to the 
questions of his people, because he goes 
among them and knows what the ques- 
tions are. He doesn’t attend employe 
functions from a sense of duty alone; he 
finds that he has a wonderful time. 

While other executives of companies 
shy away from such events because they 
fear—mistakenly—that mingling with 
employes makes an executive uncomfort- 
able, Col. Slezak is having himself a load 
of fun. He recommends the method to 
others, and is a trifle puzzled that ex- 
ecutives, by and large, haven't yet ex- 
plored this most obvious of all devices of 
getting along with employes. 


Long Copy? Short Copy? A Question 


of a Prejudice 


By James D. Woo.r 

A colleague of mine, asked to talk 
before a Four A’s group on Long vs. Short 
Copy, writes to ask me what ideas, if 
anv. I have on the subject. His letter in- 
spired me to examine a_ considerable 
hunk of the literature 
of advertising, some of 
it going back half a 
century, and I find that 
countless essays have 
appeared on the sub- 
ject in books and trade 
journals. 


What strikes me 
most forcefully is the 
almost total lack of 


Jim Woolf 


agreement. If there is 
one question in advertising on which the 
experts do not see eye to eye, it is this 
Proof that the question is still a 
moot one, after the 50 years or so since 
studious men have practiced advertising 


one 


as a serious profession, is seen in the fact 
that Four A’s groups are still kicking it 
around 


@ Is the question really as difficult and 
perplexing as it appears to be? Why are 
experienced advertising men, supposedly 
expert at their trade, so far apart in their 
views’? I know men in the business who 
insist stubbornly that people simply will 
not read long copy. There are and have 
been other men in advertising—notably 
the late Claude Hopkins—who are and 
were as stubbornly faithful to the opposite 
school of thought 

As I see it, neither shortness nor length 
as such is a copy virtue. The mere fact of 
brevity does not add potency to an impo- 
tent idea. Nor the mere fact of 
length rob a potent idea of its effective- 
ness. Reader interest and copy persuasive- 
ness have very little to do with the num- 
ber of words in an advertisement. 

Is there a principle involved here? 
When should copy be long? When short? 
What is the determining consideration in 
any given situation? Or, on the assump- 
tion that nobody really knows, is the 
determining consideration one of mere 
whim or prejudice? I believe there is a 
principle, sure and solid, and here it is: 

I do not believe that most people will 
read copy about such trifles as chewing 
gum, candy bars, soft drinks, salt, sugar, 
ordinary lead pencils, or paper clips. 

Such items as these are trifles because 


does 


or a Principle? 


they deliver trifling benefits. They solve 
no major problems. They are important 
in the sense that we like them—in fact, 
couldn't get along without them—but we 
accept them as casually and incuriously 
as carpet tacks and safety pins. They are 
nice to have and we are properly thankful, 
but they “cut no ice” in supplying the 
answers to our major needs and hanker- 
ings. 

The price of a product does not neces- 
sarily have any bearing on its importance. 
A product may cost a quarter or less and 
yet deliver a benefit that is ardently de- 
sired by the consumer. What is more fer- 
vently longed for by women than a love- 
ly skin? Is any product—a motor car, 
a television set, a refrigerator—more im- 
portant to her than her personal beauty? 
Hence we see Pond’s use double-spreads, 
packed with hundreds of words of copy, 
on the subject of their creams and what 
they will do for the “inner you.” In this 
situation the determining consideration, 
obviously, is the importance to women of 
the promised benefit. 

Have you noticed, too, the double- 
spreads on Williams shaving products in 
Life? From the standpoint of cost, a tube 
of shaving cream or a bottle of face lo- 
tion is a trifling product, a casual pur- 
chase likely to be of little interest to men 
as a subject for long reason-why copy. 
But the promised benefit is quite another 
matter. I refer to the Williams promise of 
prolonged youthfulness of appearance. 
The Fountain of Youth! Bimini! Ponce de 
Leon sailed unknown seas for that. The 
Williams copy is long, very long, but its 
length is not its virtue; its virtue is the 
potency of the promise. 


eI have said that I don't believe most 
people will read long copy about soft 
drinks. It seems to me that both the 
Coca-Cola and the Seven-Up campaigns 
are fine examples of how soft drinks 
ought to be advertised. But I do not be- 
lieve that this same short-copy pattern 
is necessarily the most effective way to 
advertise beer. 

I have a hunch, and it is only a hunch, 
that people take their beer far more 
seriously than their soft drinks. The bene- 
fits they get from beer, real or imaginary, 
are important to them. I have long held 
to the belief that somebody one of these 
days will come up with a real copy story 
on beer, a story that will run to fairly 
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Advertising Age, October 29, 1951 


Vhe Creative Wans Corner 


Literary critics quite frequently poke fun at the lush, exaggerated, over- 
enthusiastic style of advertising copywriters. It is interesting, in the cur- 
rent Ballantine campaign, to see what happens when the literati try their 
hands at copywriting. Henry Morton Robinson, author of “The Cardinal,” 
opens his copy with the amazing statement that “If Ballantine Ale didn’t 
exist, it would be necessary to invent it.” Voltaire once used this statement 
about God, but it remained for Robinson to put it to work for Ballantine ale. 


HOW WOULD YOU put a glass of 
Ballantine Ale into words? 


Here the -ersante euther of 
“The Condingt” haw o try ot 


«a. 


BALLANTINE eae! 
Nonerreus largest selling ALE 


In every refecshing gla... Purity. Bodly and Flavor 


“The tensions generated by modern life,” Robinson continues, “begin to 
lessen for me whenever I pluck a dewy-cold bottle of Ballantine Ale from 
the refrigerator. Anticipation mounts as I snap off the cap with its familiar 
three rings. There’s a promissory gurgle in the neck of the green bottle, 
then a swirl of full-bodied amber ale into my tilted glass. I watch the creamy 
collar rise to the brim—and the ritual of pouring is complete. A sip, a swal- 
low, a draught—according to my mood. Deep speaks to deep, as thirst and 
tension vanish together. Relaxed, I savor the distinctive after-tang prized by 
everyone who has ever tasted this hearty brew.” 

The italics are The Corner’s—to emphasize phrases that only the most 
gauche copywriter would use. But let’s see how another literary genius 
would put Ballantine ale into words—Louis Bromfield. 

“Ballantine Ale,” writes Bromfield, “is a breeze-tossed field of barley. ..a 
handful of sun-warmed aromatic hop leaves. ..a fusion of light and air and 
taste. The golden sun, the warm rains, the richness of the earth itself. . .all 
lend their goodness to this delightful drink. Ale itself is the very symbol of 
good fellowship, of rich and hearty living throughout centuries. I have never 
known Ballantine Ale to be anything but wonderful. Friends and neighbors 
to whom I offer it tell me they never really knew how ale should taste until 
they changed to Ballantine.” 

Thus Bromfield—in the best-worn cliches of any New York, Chicago or 
Philadelphia copywriter. Perhaps the lush, exaggerated, over-enthusiastic 
style of advertising is due to the fundamental fact that when you elevate 
anything trivial to a position of super-importance you appear ridiculous. 


ale it became patently absurd. 


credibility far and 


Ballantine. 


away 


—— 


Robinson's opening gambit is a good example. When Voltaire applied it to 
God, it became a piece of wisdom; when Robinson applied it to Ballantine 


As a campaign, the Ballantine ale series has a great deal of interest. The 
spreads are well laid out and the copy results in an effective testimonial 
appeal. But let the literati no longer poke fun at advertising copy—unless 
and until they, with their superior skill, can 
superior to anything they 


bring to it a 
have 


solidness, a 
produced for 


long copy. Claude Hopkins did it once 
for Schlitz, and Sid Schwinn once did a 
spectacularly successful campaign for 
Stag with wordy copy, and sooner or lat- 
er it will be done again. Incidentally, have 
you seen the double-spreads on Ballan- 
tine’s Ale? The copy is not particularly 
long, but it is serious and dignified, and 
not the “clever” and “catchy” nonsense 
that constitutes most beer advertising 
today. 
Wanted: Information 
Always Interesting 

People want information about prod- 
ucts that promise them important bene- 
fits. My references in this piece to long 
copy concern wanted information. It 
would no doubt be possible to write pages 
of text about chewing gum, but few peo- 
ple would read such a dissertation. But 
the man who is losing his hair or getting 
too fat; or the man who is in need of a 
new library rug or a television set; or 
the man who is worried about next win- 
ter’s heating bill—he has a need and a 
problem and he WANTS information. 

If your product serves a trifling need, 


use short copy and make it as intriguing 
and memorable as possible. Perfect ex- 
ample: Life Savers. 


8 If your product is capable of deliver- 
ing an important benefit, provide your 
readers or listeners with wanted infor- 
mation. When you have said adequately 
what you think ought to be said, stop. 
Don’t bother to count the words; whether 
they are ten or a hundred doesn’t mat- 
ter—if they are adequate. 

As Roy S. Durstine once remarked, it 
isn't at all difficult to argue yourself into 
the belief that nobody reads advertise- 
ments anyway and that only an occasion- 
al person glances at them. This is a 
dangerous point of view. 

Ads that are largely pictorial with short 
copy that can be read in a flash beyond 
any doubt have an important place in 
advertising. But it appears to me that 
there are many advertisers who are fail- 
ing to exploit important benefits inherent 
in their products. They have argued them- 
selves into believing that nobody reads 
advertising anyway. 
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The American Home 


2,900,000 Fai 


® In a steady, consistent growth, American Home has gained 
more than 300,000 new reader-families in three years, 
without benefit of Fiction or Fashion. Nothing but Home 
Service to attract the reader. 


®@ This is evidence that The American Home with a mini- 
mum of duplication is reaching your best market — if you 
are selling anything that is used in the home. 


© Advertisers in increasing numbers are recognizing the 
importance of this magazine in the home field. 


°* Why not grow 
with The 


American Home? 
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]. R. Flanagan Moves 

J R Flanagan Advertising 
Agency, New York, has moved to 
475 Fifth Ave 


New... 
ADVERTISING 
NOVELTY inthe 


F¥ Magic Folder 


The Trickiest Mes? Useful Billfold 


a) 


Ever Offered 
AN INTRIGUING GOOD-WILL BUILDER 
Selves your “search” for a “different” 


nome-imprinted nevelty give-away. Magic- 
ally and mysteriously locks bills securely 
under cross strops—with o quick “turn 
over’ of the Folder—separates dollor bills 
from larger bills in @ twinkling—eppears to 
change serial numbers from one dollar bill 
to another, each time the Folder is opened. 
Size 6%" x 3%” closed; pure virgin vinyl 
plastic; won't dull; outweors leather; o mod- 
ern replacement for the conventional wallet; 
for pocket or purse; color choices. Write 
today for quantity prices and circular. 
CHARMS & CAIN (mfrs.) 


407 S. Dearborn St., Dept. AA-6, Chicago 5, II! 


Esterbrook Plans 
Christmas Drive 


on Line of Pens 


Camopen, N. J., Oct. 22—An ag- 
gressive Christmas holiday ad- 
vertising campaign by the Ester- 
brook Pen Co. will break in the 
Dec. 10 issue of Life with a double- 
page four-color ad. 

The entire campaign will revolve 
around this spread. Six other full 
pages and seven two-thirds pages 
in two and four-color treatments 
comprise the rest of the campaign. 
This year’s holiday drive is slight- 
ly larger than the 1950 campaign, 
even though several magazines 
have been dropped from the sched- 
ule to make room for the Life 
spread. 

Other consumer media 
Esterbrook holiday schedule in- 
clude American Magazine, Col- 
lier’s, The Saturday Evening Post, 
National Geographic Magazine, 
Newsweek, Pathfinder, Scholastic 


on the 


Magazines and Time. 

The opening Life ad will fea- 
ture a green pen and pencil set 
held by dainty woman’s hands. 

Esterbrook’s variety of pen 
points is featured in a white block 
which extends across the double 
truck. Single-page ads will follow 
the same general theme and de- 
sign. 

Aitkin-Kynett Co., Philadelphia, 
is the agency. 


Bilnor to Greenthal 


Bilnor Corp., Maspeth, N. Y., 
manufacturer of inflatable wading 
pools and water toys, has appointed 
Monroe Greenthal Co., New York, 
to handle advertising of its plastic 
products. Effective Nov. 1, Monroe 
Greenthal Co. will resign the ac- 
count of Doughboy Industries, New 
Richmond, Wis., manufacturer of 
inflated plastic toys. 


Reynolds Appoints Price 
Reynolds Metals Co., Louisville, 
has appointed Price, Robinson & 
Frank, Chicago, to handle their 
pigment market advertising. 


IF YOU WANT YOUR CATALOGUE...OR 
BOOKLET...OR HOUSE ORGAN... TO BE 


READ FROM COVER TO COVER.. 


REFERABLY, 


it 


a cover of BUCKEYE 
or BECKETT—the good-looking, long-wearing 


cover stocks which have long been the first 


choice of admen and printers everywhere. 
13 colors, 9 finishes, to choose from in the 
BUCKEYE line; 10 colors, 9 finishes, in the 
lower-priced but very attractive BECKETT line. 


New sample books on request. 


THE BECKETT 
PAPER COMPANY 


MAKERS OF GOOD PAPER 


IN HAMILTON, OHIO SINCE 1848 
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September Sales of Chain Stores 


September —__-—. &% Gain ———-9 months————. % Gain 
1951 1950 or Loss 1951 or Loss 

Food Chains 
“Grand Union .....$ 14,065,470 § 12,024,845 +17.0 $ 102,971,285 $ 88,133,845 +168 
*Kroger Co. ...... 78,566,198 67,212,266 +-17.0 760,775,578 644,971,405 +18.0 
National Tea .... 26,915,357 24,583,997 + 9.5 273,587,140 233,591,373 +17.1 
Safeway ....... 105,461,207 86,812,755 +215 — 999.904.487 832,498,492 +20.1 

Group Total . .$225,008,232 $190,633,.863 +18.0 $2,137,238,490 $1,799,195.115 +18.8 
Mail Order 
}Sears, Roebuck ....$237,404,742 $244,008.186 — 2.7 $1,726.290,374 $1,679,131,078 + 2.8 
Spiegel .... 11,401,134 11,508,576 —_0.9 97,210,665 97,452,978 — 0.3 

| tMontgomery Ward . 100,873,059 113,429,642 —11.1 740,211,899 769,242,533 — 3.8 
| Group Total . .$349,678,935 $368,946,404 — 5.2 $2,563,712,938 $2,545,826,589 + 0.7 
| Drug Chains 

HOE. swcususcad $ 4,249,813 $ 3,972,316 + 7.0 $ 36,500,235 $ 33,670,720 + 84 
Walgreen ........ 14,121,167 13,737,929 + 2.8 —— 125,353,297 119,324,208 + 5.1 

Group Total ..$ 18,370,980 $ 17,710,245 + 3.7 $ 161,853,532 $ 152,994,928 + 5.8 
Variety and Miscellaneous 
Adam Hat Stores ..$ 1,172,200 $ 1,413,684 —17.1 $ 10,498,504 $ 11,294,378 — 7.0 
tAngerman Co., Inc. 839.0 797,526 + 5.2 5,737,447 5,463,657 + 5.0 
Bond Stores ...... 6,970, 8,316,902 —16.2 52,418,719 51,126,035 + 2.5 
Butler Bros. ...... 10,841,693 13,053,106 —17.0 85,354,278 87,928,230 — 2.9 
Consolidated Retail 

Stores ......... 2,742,785 2,854,169 — 3.9 20,484,499 20,521,553 — 0.2 
*Diana Stores Corp . 1,855,770 1,635,220 +13.5 3,511,439 3,099,218 +13.3 
Edison Bros. .. 7,145,362 6,982,502 + 6.5 55,873,787 53,319,609 + 4.8 
Fishman, M. H. 963,306 914,857 + 5.3 7,712,841 6,718,557 +14.8 
Gamble-Skogmo 11,137,142 485,678 —10.8 91,186,278 94,477,626 — 3.5 
Grant, W. T. .. 21,666,857 21,969,730 — 14 172,293,125 159,072,769 + 8.3 
Grayson- Robinson 

RY eneken cas 7,427,667 7,940,743 — 6.4 62,203,436 57,786,709 + 7.6 
tGreen, HL. .... 8,212,983 8,201,612 + 0.1 63,668,193 59.821.430 + 6.4 
Howard Stores Corp. 1,887,513 2,570,123 —26.6 17,652,140 18,581,370 — 5.0 
rInterstate Dept. 

Stores ‘a 5,173,470 5,704,586 — 9.3 39,634,100 40,238,628 — 15 
Kinney, GR. Co... _ 3,746,000 3,444,000 + 8.8 27,366,000 24,020,000 +14.0 
Kresge, S. S. .. 24,405,148 24,735,883 — 13 203,669,482 192,714,423 + 5.7 
Kress, SH. ...... 13,059,084 13,108,862 — 0.4 112,803,568 105,639,245 + 6.8 
Lane Bryant Inc. .. 4,414,447 4,276,526 + 3.2 37,416,769 34,898,328 + 7.2 
EE cacy ck naan 11,101,805 10,192,546 + 89 204,313 77,164,850 +11.7 
McCrory ........ 7,747,833 7,565,700 + 2.4 ,067.685 64,886,157 + 4.9 
tMcLellan Stores .. 5,071,043 4,781,490 + 6.1 35,106,427 33,014,237 + 6.3 
Melville Shoe Corp. 9,251,347 8.024,195 +15.3 67,387,035 54,886,373 +22.8 
tMiller-Woh! Co. 2,843.3 2,516,458 +13.0 5,326,972 4,627,562 +15.1 
Murphy, G. C. 13,009,714 12,652,139 + 2.8 108,894,621 98,544,474 +10.5 
Neisrer Bros. 4,680,643 4,779,554 — 2.1 40,456,508 37,870,902 + 6.8 

nney, J. 89,880.57 86,069,966 + 4.4 683,918,725 620,006,942 +10.3 
Rose . 5-10 2s 1,836,691 1,823,329 + 0.7 12,953,177 11,839,443 + 9.4 

joe Lorp. o 

America 4,444,543 3,885,020 +14.4 37,931,730 32,452,065 +16.9 
TSterchi Bros. 

tores ; - _1,090,0 1,532,012 —28.8 6,863,457 9,353,074 —26.6 
Western Auto . 13,105,000 14,237,000 — 8.0 116,546,000 114,285,000 + 2.0 
White's Auto Stores 1,429,791 1,286.833 +11.0 10,260,863 10,992,905 — 6.7 
Woolworth, F. W. .. 52,806,608 — 50,370,765 + 4.8 452,062,768 414,612,112 + 9.0 

Group Total ....$351,959,815 $350,122.716 + 0.5 $2,801.464.886 $2,611,257.861 + 7.3 

Combined Total ..$945,017,962 $927,413,228 + 19 $7,664,269,846 $7.109.274.493 + 7.8 
“Four weeks and 30 weeks ending Sept. 29. "Four weeks and 40 weeks. tEight months. {Two months. 
*Two months. "Seven months. =Five weeks and 39 weeks ending Sept. 29. 

Jameson Opens New Drive count of Young & Hutchinson, 

William Jameson & Co., division Providence, jewelry manufacturer. 
of Seagram-Distillers Corp., New A campaign for the company’s Bel- 
York, has stepped up its advertis- Air personalized teen-ager brace- 
ing for Gallagher & Burton Black !¢t is scheduled to begin with an 
Label whisky three-fold. A full- i™Sertion in the December issue of 
page, four-color ad is scheduled to Seventeen. This is the jewelry 
run in the Washington Post Oct. CO™Pany’s first use of national 
24. In addition, frequent 1,000-line  COPSUMEr Magazines. 

b&w and two-color newspaper in- 
, are —— = wae Wrigley Co. Elects 

ey centers, particularly alon e a : oo 
Atlantic Seaboard. Lawrence Fer- ,, Philip K. Wrigley, chairman of 


| tig & Co., New York, is the agen- 
cy. 


_deSauve-Pine Gets 2 Accounts 


Harry Klitzner Co., Providence, 
|emblematic jewelry manufacturer, 
| has appointed deSauve-Pine & As- 
| sociates, Providence, to handle 
its advertising, using fraternal 
magazines and direct mail. The 
agency also has acquired the ac- 


the board of directors of Wm. 
Wrigley Jr. Co., Chicago, has been 
elected president of the company. 
James C. Cox, previously presi- 
dent, has been elected chairman 
of the board of directors. The ex- 
change of titles follows adoption 
of a revised set of by-laws where- 
by the president, instead of the 
chairman, becomes the chief ex- 
ecutive and operating officer of 
the company. 


PERFORMANCE 
ROANOKE 


AN IDEAL 
TEST MARKET 
Roanoke scores on the points that 
are most important to the adver- 


tiser who depends on accurate, 
measurable test resulls for the 


CONSISTENT © 


PS) 


= > i 


| od 


*4) 


bi 


—| 


success of anew Campaign. — 


ROANOKE 


TIMES AND WORLD-NEWS 


ROANOKE VIRGINIA 
—_—_—_—_—_—_—_— 
SAWYER + FERGUSON * WALKER CO. 


National Representatives 
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Higher Newsprint 
Use in September 
Reported by ANPA 


New York, Oct. 23—Consump- 
tion of newsprint by daily news- 
papers in September was 381,437 
tons compared with 344,470 tons 
in August and with 373,788 tons in 
September 1950, according to a 
statistical report just released by 
American Newspaper Publishers 
Assn. 


This was an increase last 
month over September ‘50, of 
2.2%. There were five Sundays 


in September 
tember °50. 

Stocks of newsprint on hand 
and in transit at the end of Sep- 
tember ‘51 were 41 days’ supply 
for the average of all daily news- 
papers reporting to ANPA. This 
was a drop of eight days’ supply 
as compared with the end of Aug- 
ust 51. There were 37 days’ supply 
at the end of September °50 and 
45 days’ supply at the end of Sep- 
tember °49. 

Total estimated newsprint con- 
sumption in the U.S. for Septem- 
ber °51 was 498,610 tons, which 
includes all kinds and uses of 
newsprint. For the first nine 
months of ‘51, it is estimated at 
4,333,508 tons. During the first 
nine months of '51 reporting news- 
papers used 3,315,134 tons of news- 
print, an increase of 0.01% over 
the first nine months of 1950 and 
an increase of 6.7% over the com- 
parable period of '49 


‘51 and four in Sep- 


mills 
more in 


® Canadian newsprint 
duced 181,937 tons 
first nine months of ‘51 than 
the corresponding period of ‘50 
which was an increase of 4.6% ac- 
cording to the Newsprint Service 
Bureau. Output in the U.S. was 
71,941 tons, or 9.6% more than 
that in the first nine months of "60, 
making a total continental increase 
of 253,878 tons, or 5.4% more than 
in the comparable period of °50. 
Stocks of newsprint at the end 
of September were 152,301 tons 
at Canadian mills, and 8,432 tons 
at U.S. mills, making a combined 
total of 160,733 tons, compared with 
159,148 tons on Aug. 31, '51, and 
146,438 tons at the end of Septem- 


pro- 
the 
in 


ber '50. 
Production in Canada during 
September amounted to 431,082 


tons and shipments to 427,738 tons 
U.S. output was 87,036 tons and 
shipments 88,795 tons, making to- 
tal continental! production 518,118 
tons against shipments of 516,533 
tons. In September °50 continental 
production was 523,990 tons and 
shipments were 570,974 tons 


Bruce Lindsay Appointed 
V. P. of Julian Gross 


Bruce Lindsay, formerly owner 
of his own advertising, illustrative 
photography and catalog produc- 
tion company, 
Lindsay Studios 
Inc., Hartford, 
has been ap- 
pointed v.p. of 
Julian Gross Ad- 
vertising Agency, 
Hartford. He will 
be in charge of 
Graphic Services 
Co., a division of 
the agency 

Prior to form- 
ing his own com- 
pany in 1938, Mr 
Lindsay was a member of the edi- 
torial staff of the Hartford Cour- 
ant. 


Bruce Lindsay 


Pritchard Opens Studio 

Earl Pritchard, formerly with 
Displays Corp., Milwaukee, has 
opened his own studio at 606 W. 


Wisconsin Ave. and will offer 
lithograph and _ screen process 
companies counsel on point of 


sale displays in addition to gen- 
eral studio work. 


Graham Moves Offices 


W. B. Graham & Associates has 
moved to new, larger offices at 
New York. 


369 Lexington Ave., 


Chance to Nuclear Corp. 

B. Harrison Chance, formerly} 
with Automatic Electric Co., Chi- 
cago, has been appointed sales pro- 
motion manager of Nuclear In- 
strument and Chemical Corp., Chi- 
cago, manufacturer of instruments 
for nuclear measurement. 


Klevay Opens Own Firm 

Leslie M. Klevay, assistant pub- 
lisher of American Poultry Jour- 
nal, has resigned to open his own 
publishers’ representative firm in 
Chicago, starting Nov. 1, in associ- 
ation with Frank W. Finn. 


Sybil Rickless to Grant 

Sybil Rickless, formerly women’s 
editor of WERC, Erie, Pa., has 
joined the public relations depart- 
ment of the New York office of 
Grant Advertising. 
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the REPLY-O 


ballets COMPANY 


150 WEST ‘and sT., NEW YORK 11 


DETROIT — TORONTO 


103 


It costs 23% less today to reach each 
thousand homes through WGAR than ten years ago. 


In 1941, WGAR’s average quarter-hour 
evening rate (52-time basis) was $119. In 1951, 


+++ WGAR with 50,000 watts has increased 
its Coverage 268% in the past ten years. 


-.- WGAR now is Cleveland's most listened- 
to station based on recent Hooper reports. 


--. WGAR's cost per thousand evening 
homes in 1941 was $3.07. Today, that cost has gone 
down to $2.35 per thousand. 


the cost is $190. But... 


«+» WGAR's lower cost per thousand listen- 

ers does not take into account the changing value of the 
dollar, nor its tremendous auto audience 

listening 411,708 half-hours daily. 


Dollar for dollar, WGAR is your best buy. 


WGAR Cleveland 
iD 
50,000 waTTs ... CBS ww 
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Edward Petry & Company 
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104 Advertising Age, October 29, 1951 
September Advertising Pages and Linage in National Magazines 
Official Figures as Compiled by Publishers Information Bureau 
Publications with an * report directly to ADVERTISING AGE 
we ‘Seat. Jan Sent. Se t. — Sept. Jaa. nn En 6 En nn ¥ 
t] p jan. - n - pt. p jan. jaa. - Sept. pt. pt Jan.-Sept. Jan. -Sept pt. Sept Jan.-Sept. Jan. -Sept 
isi 1980198 1950 1951 1950 1951 1950 1951 1 1950 =: 1951 1950 1 

Weeklies, Bi-Weeklies, Semi-Monthlies Youth 
*Capper's Weekly 6.9 6.7 43.5 43.5 15,433 14.970 97.486 97,313 *The American Girl 228 8619.4 164.7 126.3 _ 9,801 8.340 70.682 54,194 
*Christian Advocate 213 199 196.6 163.4 8.802 8.255 81.321 67.734 Boys’ Life 16.8 13.8 133.7 1225 11.398 9.367 91.022 82.684 
Collier's 1754 155.3 1,223.3) «1,174.7 -:119.22 105,633 831.633 = 798.47R —*Child Life 5.5 28 17.2 95 2.389 1.222 7.373 4.158 
Cue 76.5 936 735.6 766.6 32.81 40.1 315 328.877 | = -Comsact 20 —— 52.9 — 5.092 — 9.624 — 
‘Grit 188 24.0 142.0 178.4 19.718 (25.231 149, 187.372 “Open R 8.7 10.2 64.2 72.7 3,753 4.385 27.526 1.175 
Life 379.7 360.2 2.8818 = 2,733.1 . 244.945 1.958.751 1.857.327 Scholastic basses 296 286 2047 146.4 12.408 (12.026 _ 85,902 61,461 
Look we fe fees fee, wee | (ees a eee 38.3 Total Group “S34 “748 “S8US5 ~ 4764 ~ 39,709 ~ 35,340 — 282,505 233.672 
+ li ga me ore LY -oF} tty = a ae a Sa =Not included in totals. ‘No July or August issues. "Started publication in July 1952 R. October issues combined. 
Pathfinder 9 “4S 365.7 “4084 1.023.575 188.189 75,259 | “NO Aeveet 196) lene, Ste Jom, daly wr Acgust ferme 
=9°Quick 32.0 12.0 _ 250.0 36.0 — — poet 
Saturday Evening Post 4582 5008 3,207.9 3,241.0 311,397 340,536 2,180,286 2,203,055 Outdoor & Sports 
"Saturday Review of “American Rifleman 57.9 54.9 414.1 430 24.838 23.536 177.654 184,621 
_qtiterature eo OS OS OE | rls 6 Sen 60.3 561 S118 5736 25.843 24.083 219595 246,125 
Sporting News . . . ' : 266.434 282.268 = *Fur-Fish-Game . . 19.0 19.8 170.5 124, 8,161 8.510 73.074 79.2 
Time 323.5 294.4 2,742.2 2,430.3 135,799 123,684 1,151,181 1,020,225 | =} Hunting & Fishing —— ooo 448 —- ao 808 
1U. S. News. & World , Outdoor Life 50.2 55.5 474.7 509.3 21.533 23,827 293.693 18,524 

Report 150.4 _ 101.3 1165.7 __831.7 _ 63.127 __42,532 _ 489,272 _340.629 Outdoor ‘Sportsman 92 i112 1074 96.4 3.982 asic | “asone | “aL 31 

Total Group 24417 2363.3 19.0152 17,8938 1.365.983 1,340,073 10,542,406 10,042,031 Sports Afield 49.1 521 451.1 530.4 21.056 — 22.326 193.441 227,419 
Five issues im September 1951, four issues in September 1950. Not included in totals. §Started accepting advertising Total Group 457 2896 21296 23251 105.373 107.092 013.453 097.268 


‘ 2 2 
{Four issues in September 1951; five issues in September 1950. =Not included in totals. (Combined with Outdoorsman effective February 1951 


im Aorist 1950: only full-page units accepted 


Women's . . 
‘ & : 
American Family 13.6 8.9 88.7 67.9 5830 3,830 38,065 29,180 Magazine Linage Trend. Figures in thovsonds 
oll —{——— 2-2 2-2 an 
=’ Everywomans —_— _— y _—_ on 7 
Family Circle 55.1 59.8 484.4 440.9 23.605 25.658 207.601 89,1 WEEKLIES 
Good Housekeeping 170.4 163.9 1,226.3 12516 72.917 70.178 524,897 535,758 1951 
Holland's Magazine 22.8 21.9 170.5 184.8 9.765 9.378 73,167 79.257 - 
Household 47.7 518 386.9 416.5 20,429 22,152 165, 178,042 SEPT. | 1,366 | 
Ladies’ Home Journal 128 1 134.0 967.2 1,034.9 g7-115 91.065 671.139 703.553 
McCall's Magazine 7 ’ { » 
Parents’ Magazine 916 8 5518 3 39.225 «= 42.242, 236.359 «252.230 | AUG. | 906 | 
Seventeen 1215 135.3 938.8 975.3 82.616 91,972 638. 663,267 
Today's Woman 78.2 73.9 549.7 446.1 33,540 31,685 235.671 191,236 1950 
"Western Famil 
Southwest Edition 35.3 44.6 330.8 356.1 15.155 19,143 141.993 153,591 | SEPT. BBEEle) 
=Mountain Edition 29.6 — 9.6 oe 69 eS 6 —_ 
=No. Calif. Edition 20 —— 219 j—— 13,724 — ae — 
=Northwest Edition 33.1 40.3 317.7 312.3 14.197 1 286 136.343 133.989 
Woman's Day 66.2 61.2 7.7 494.9 8,319 6. ‘ 2,321 ym 
Woman's Home Companion 77.8 89.3 678.6 676.0 _ 52,902 60,725 461,353 459,621 WOMEN’S — 
Total Group “oe7.1 «650218 “75933 ~7.540.0 525.027 ~ 547,592 4,066,962 4,059,344 1951 
Not included in totals. “Started publication with May 1951 issue. °Started publication with January 1951 issue san SEPT 
note at end of linage tabulation. “Started publication with September 1951 issue.*Started with S 1950 : 
issue 
auc{_ }169 
General 1950 
*American Artist 36.0 418 265.5 254.4 15,130 17,553 111,503 106.848 
*American Forests 14.6 16.5 130.3 127.3 6.132 6.930 768 53,452 SEPT. 
American Legion 20.8 15.3 138.7 148 8,740 438 58.316 56,766 
American Magazine 29.0 31.7 260.5 304.5 12.162 13,332 386 127,850 
atlons i29 ino ssi lees HE 7335 oa 24 69.937 | Sc & Mech 
Atlantic Monthly 9 8. . 66.8 y : . | i 
*Christian Herald 33.9 34.8 314.9 320.4 14,545 14.939 135.027 137,463 | a seated echanics 620 3 _— ees 180 »- 
*Columbia 5.9 5.3 45.4 56.0 4,001 3.600 30.900 38.097 | eee Mechanics 144019857 «(21088 ol see . 634 = 132.931 138,798 
Coronet 17.0 19.0 175.0 160.0 3,094 458 31.850 29,120 | Tepwar Mecnames : : 124. 2 30.100 30,387 251.963 273,738 
Cosmopolitan 37.5 44.1 358.1 439.4 16,074 18.865 153.476 188,398 | ‘Popular Science 29 = 130 1,005.3 1,137.8 _25.291 _29.200 __ 225.194 __ 254,832 
*Eagle Magazine 6.8 7.2 40.7 46.1 2.875 3,015 17,1 19.286 | Total Group 309.3 «93314 27235 29795 ~ 69.285 74.221 ~ 610.088 667,368 
*Eb 38 45.7 40.7 448.4 348.8 1,089 27.690 304.917 237,090 | 
Elks Magazine 7.9 6.8 78.6 82.2 3,427 2.922 33,769 35.24 | Detective & Fiction 
Esquire 60.6 55.3 536.4 484.9 41,207 648 = -:364.847 330,533 | ‘ 
*Extension 18.5 20.3 184.5 198.9 12.727 13,954 126, 136,873 | Dell Men's Group . 12.7 178 159.4 167.2 5.475 7.693 68.559 72.066 
Gourmet 25.1 24.1 256.3 230.2 10,730 10,314 109,783 98, =$*Macfadden Men's Group 24.2 ee 180.7 — 10.373 — 77.519 — 
5*Grade Teacher 55.9 52.2 228.9 2226 24,638 23,029 100,929 98209 | *Popular Fiction Group 13.2 115 147.7 113.9 2.954 2.572 33.063 25.524 
Harper's Magazine 13.4 14.9 145.4 181.1 5.590 222 60.927 ae | *Thrilling Fiction Group 9.8 10.6 100 107.4 2.184 2.366 22.510 24,079 
Holiday 45.2 50.8 539.2 548.4 30,761 34, ; : | Total Group 5.7 39.9 407.7 ~ 3885 10613 12631 124.132 ~ 121,669 
Improvement Era 3.8 29.0 259.8 264.3 13,657 12.420 111,490 113,351 | swNot included in totals. 8G "1 th e 151: t at —_ 
leaner an ne ne | ee acai epee eae ae 
*Motor Boat 63.9 67.2 722. i i : : ; 
aster on Si oH} gz as ee tee tee eet | Form 
*0 World ...... y J y i x J > " 
Pomerat aie 53 mes ay “eas © Tage “Y.sha“aagrs | Camers fase 3 ot GH ss Bee mee om nue 
Magazine 24.6 24.3 209.6 202.6 10,561 10,438 . 916 y : . 7 as ; : ; 
Redbook 0 ar a3 2 2398 3174 25.618 25.423 | Farm Journal 88.9 96.2 798.0 856.4 38,123 41,260 342,137 367,058 
aia 10.0 9.1 56.0 52.7 6,720 6.090 37,628 oe) ee Southern ss a m3 wes 8 
: ’ ; ‘ y ‘ . ericulturis ~ 5.820 28.524 218.329 252.117 
*Sport wen 2 GBR GRE SS SRE ARESES satin | tProeressive Farmer 899 786 6995 7091 61159 53.462 475.840 482.675 
— S50 0386) 3629 ©2782 ««18SB1 «13.989 112.802 118.130 | Successful Farming 104.2 109.0 = SISS = _ 865.0 46.851 _ 49.018 _ 368.277 _ 389,116 
* Yachting 64.7 64.2 702.2 774.3 38,044 37,750 413, 455.288 | Total Group 483.7 4802 3.9034 41314 282,704 277381 2.265.939 2,399,781 
Total Group 10089 «499713 «83487 84164 537,867 507,645 4,403,407 4,408,322 See note at end of linage tabulation. 
SNo July or August issues. tLarger page size (429 lines) in 1950. {tSeptember-October issues combined. , 
Newspaper Sections (1) 
Home gy eed distributed 
ith Sunday — 
American Home 68.1 72.2 528.8 529.5 42,996 634 334,045 334,569 be 
Better Homes, & Gardens 165.3 164.3 1,236.9 1,252.6 104.466 103.859 781.638 791.722 ae ee Ss 8 HH SS CUS SS CBE 
Howe & Garden HES HRS | BSE | RS Felbes «ToS Becikss © Ay0.3is | 'This Week Magazine 7Ll 727 S685 562.4 60.428 61,808 479.511 _ 477.807 
1 Living 50.4 32.5 319.0 188. 31.815 20,516 201,355 119.0 Total Group “159.0 1710 13223 14299 141637 “154.186 1184404 “1,293,400 
Sunset Magazine 88.0 79.7 752.9 639.3 477 316,207 268,493 tFive issues in September 1951; four issues in September 1950 
Total Group 655 5426 41248 4,036.7 338522 325.897 2,445,986 2,410,426 : 
=Not included in totals. {No January 1950 issue Newspaper Sections (ID) 
ns er ee sections) 251 2243 2 
2 iFirst 3 Markets Group 5 30.7 69.5 25,000 30,675 223,950 269,285 
Fashion F tN. Y. Herald Tribune- 
Charm 1506 115.2 4 ~- 2 am go 306.987 3.577 A, leet 386 3 9 327.9 2912 32.787 29.638 277,498 247.048 
Glamour 180.8 64.0 . P . . : t irror Magazine . . X 9 37 ; 44.017 35,917 371,552 392,027 
aes Bazaar 194.7 125.0 sez. $87.3 ge waeeee ee eae | aed at ee See mA m436 132 Laii¢ eat 139.080 1.144.225 1,114,579 
Mademoiselle . 129.0 . 35, . . ; +Puck-the Comic Weekly : ’ . 5. 8, 24.756 258.032 259, 
Veoue 290.7 270.1 «1,456.2 2,299.9 183,714 170,723 __ 892,552 _ 822.195 | rota) Group “350 2781 24044 23998 319,033 260,006 2275257 ~22m2,581 
Tota! Group 945.8 859.2 5,085.9 4,653.1 504,281 461,002 2,649,494 2,446,011 i Five issues in September 1951; four issues in September 1950. 
Movie-Romance-Radio All figures in the following groups were compiled by Advertising Age 
Dell Modern Group s s 
Modern Romances 37.1 31.2 301.4 310.5 15,912 13,374 29,230 133,123 | Comics Magazines 
eto ore 37.1 35.3 wes = eis rT re 4 sor aes American Comics _ 
r 0 66 . . 5 . 
raat ees i : | sean Pi fis 2 a 
Motion Picture 29.4 31.3 260.5 280.0 12.609 13,437 111,867 120,172 con © se ss8 — ine See —- 
True Confessions 39.0 37.9 336.3 355.2 16.729 16.271 144,377 Ee | oe tenis be ss tie oT ee —_ we —- 
Hillman Women’s Group 99 144 1048 1091 4.250 6.229 45,194 S725 | fost Comm Gr $3 rT 8 a 4 T1380 is’one 12.663 
Hillman Movie Group 7 5.2 42.4 57.6 1,599 2.221 18,204 24,728 Har c G 55 g0 30.2 3S 2'079 . 6 19.853 
1W G 16.9 146 130.4 112.7 7.257 6.293 55.999 48,532 | vey Comics Group . . . 07S 3,024 11.434 3,456 
re —* — 7 rc 441 587 1'559 2975 9.066 25.217 hes 7 + 7.0 10.1 101.9 87.3 2.646 3,803 38,478 32.929 
. 1 7 Y arvel Comics Group: 
Ioeal Romance Grows 49 9.0 738 696 2.097 3g34 31.807 29.885 | (Total 3 Units) 30.0 = 30.0 15901476 11.430 11.430 60.390 . 
erso x y Y . =Red Unit 0.0 0.0 0 49.0 3.810 3,810 20.130 61 
Sereenland Unit ey ose |S SL 12323 01S «n00.8a9 82,140 =Blue Unit 10.0 100 53.0 493 3810 3.810 20.130 18 538 
*Secrets Romance Grow | Yellow Unit 10.0 10.0 53.0 493 3,810 3.810 20 
=} Revealing Romances 67 — 119.7 —— 2a = ae ramos | National Comics Group: 130 18.738 
1s neers 22.5 18.6 186.6 1 9, , , , (Total 2 Units) 12 2 ? $ 102.4 105.5 4,601 2.837 38.684 39.881 
Photoplay 32.4 42.2 333.8 369.9 13,892 18,117 —-:143,120 158,680 y+ al oo $3 az 74 7s : a4 : 4 20 665 21.644 
Radio & Television Quality Comic Group 2.0 3.0 30.0 33.0 756 1.134 11.160 12.258 
p . 9 07.133 
meee 239 295 2260 280 SAO oa ssh 112.439 | Standard Comics Group _35 _ 20 34.3 28.5 __ 1,323 756 __ 12.978 10.773 
True Love Stories 246 29.1 238.0 255.5 10,557 12.504 102,106 109,643 Total Group 80.2 73.6 575.4 544.0 ~ 30.395 27.898 ~ 217.585 205.610 
True Romance 25.4 31.4 247.7 276.5 10,905 13,455 —- es =Not included in totals. ‘September-October issues combined. “Units A and B were combined during 1950. 
True Story 51.7 49.1 463.0 5148 22.154 21.037 98 ; 
Total Groue Hio G27 foas0 “Tears 193400 202,866 1,735,702 1,837,898 | Canadian National Weekend Newspapers {Rotogravure Linage) 
Not included in totals. tChanged from bi-monthly to monthly effective February 1951; not published during 1950. tla Patrie 44.6 67,032 44,617 442.101 353,077 
NOTE: Figures for each publication in the Dell, Fawcett and True Story groups include all advertising carried by the La Presse ss v* 63.2 44 = 70.147 63.192 456 336 404921 
groups as a whole PLUS additional advertising carried by each individual publication. A. “gets at bry ‘a0 ue en te os aos = 418,872 
ar Weekly . . 9. . 637,427 578,964 
Business = Weekend Picture Magazine 94.5 oo 94.5 —— 174 a 2.174 — 
34 Total Group 2278 «1988 15692 1367.5 223364 199.272 1535864 ~1,336,962 
Business Week 495.5 382.1 3,502.3 2,792.9 207.954 160.500 1,469,802 1, 172, 774 {Five issues in September 1951; four issues in September 1950. <Not included in totals. tPublication suspended after Sept. 
Dun's Review 3.0 <4 re! = ; = = : posh oe 4 1141 1 issue. | |Started publication on Sept. 
Forbes 27.8 ‘ : 5 , . 
139.3 1028 981.8 821 006 938 620,466 518,872 
tuesere Industry 99.0 16.6 777.6 693.4 60.984 47.201 940 426.719 Canadian 
Nation's Business 223 _%61 _2536 _ 2838 _ 135,828 15.460 __ 108,599 117, _ Canadian Home Journal ... 556 49.4 396.1 333.2 37,799 33,612 269,366 226,706 
Total Group .... 9 6054 62253 S261 405,467 319,800 2975626 2,497. Canadian Homes & Gardens 62.8 61.5 428.6 5 42,713 41,348 290,586 271,876 
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Advertising Age, October 29, 1951 105 
P ¢ Lines— - Pages — er 
Sept. Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. Jan.-Sept. Jan. -Sept. Sept. Sept. dan.-Sept. Jan.-Sept. Sept. Sept dan. -Sept. Jan. -Sept 
1951 1950 1951 1950 1951 1950 1951 1950 1951 = =—-1950 1951 1950 1951 1950 1951 1 
French (Paris) 59.0 46.0 557.0 430.0 10,325 8.050 97,475 75.250 
Macieans ge 5 Sus ded bse | aia SoS Sams fromm (ermal i a ae ie a ee 44 
‘ > 1 “ . * x f r wiss) 7 7 ° ° . 
eae 57.9 614 4739 4704 39,356 41,780 322.244 317,436 German Germany) %O 6200-3580 MLO 88s Selo 478s we 402 
erman (Swiss) . a 37,128 
English Edition 83.5 73.0 580.5 516.5 15,197 3.286 105.645 94,003 Italian 420 365 3345 218.5 7224 4644 57 520 40.489 
French Edition 88.0 815 584.0 5375 16.016 14.833 06.288 97,825 r 
Re &. 607 apanese 22.5 16.0 149.0 90.0 3,780 2.688 25.032 15,260 
evue Moderne 31.0 35.7 243.3 224.4 21,097 24,268 165.456 152 = T 330 13 1 ry 7 
Revue Populaire, La 37.0 361 2646 2450 845 25.298 «185,101 = :171,.426 © A dapanete Troop —- 2 oe ro] SS hUa|h|hCU 
Samedi 413 336 «= 3026 )=— 262.5 28.770 3526 211.683 183,720, (Mexican. ae 825 30 SS Ue 11483 
Saturday | Nught 80.9 865 7107 7584 55.037 56837 483.247 = 515.746 fae Zealand 7 a -=s ti saan 74 ~~ 
= Cee = — = —=— oo a Portuguese 715 720 6150 $37.0 12512 12600 107.626 94.062 
Total Group 816.6 7622 6,103.7 5515.7 430.177 407,506 3.267.773 2,983,839 South African 64.0 48.0 454.0 3440 11.456 8 Se8 1.246 61,535 
tSmatier page size (672 lines) in 1950. "Southern Hemisphere 36.5 445 377.0 402.5 6.642 8.099 68.614 73.435 
Spanish (Argentine) 77.0 71.0 676.0 $72.0 14.014 12.922 122,942 107,013 
Foreign Swedish 43.0 29.5 278.5 161.5 7.998 5,473 534 35.857 
Time-Atlantic 60.5 40.2 522.2 1 =. 25,550 16.870 219,380 5.080 
Life International 44.0 28.3 405.3 230.9 29.920 19.210 =. 275.485 156,82 Time-Latin American 84.5 70.3 742.0 602.5 35.630 540 311.920 253.050 
Newsweek - European 37.7 29.8 319.8 260.9 5. 530 134,328 109.616 ——- Time- Pacific . 53.2 34.3 ) 267.0 22.330 14.420 162,960 112,420 
Rensueet Pesite 71.3 66.3 673.8 547.6 96 27.860 230, Total Group 12262 S831 102746 79595 314.156 247698 2.706600 2.038.404 
U igest: 
Australian 48.0 24.0 323.0 219.0 8.7% 4.368 58.968 .858 Not included in totals. ‘Started publication with May 1950 issue. “The 1950 figures for Caribbean, Mexican and Southern 
= 'British 49.0 31.5 336.5 127.0 9.114 844 62.574 23,607 Hemisphere editions are prior to the Spanish-split, when these three editions were incorporated in Spanish 22. ‘Started 
Caribbean 66.0 56.0 540.5 424.0 12.012 10.192 109.837 7,420 publication with March 1950 issue. ‘New Zealand edition not published in September 1950 
Danish 17.5 14.0 148.5 78.0 2.975 295 25.237 13,173 NOTE: All sectional advertising of Family Circle. Woman's Day, Progressive Farmer and Farm & Ranch-Southern Agriculturist 
Finnish 9.0 6.0 52.0 43.0 1.674 1.113 9.610 7,938 #8 reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the particular edition carrying 
French (Belgium) 52.0 38.0 438.0 318.0 9,100 6.650 76.650 55.650 the advertisement to the total circulation of the magazine. For example, if a page acvertisement appears in an edition repre- 
French (Intercontinental) 40.0 34.0 315.0 290.0 7,000 5.950 74.550 950 senting 15%, of the total circulation of the magazine, it is counted in the totals as 15 pages 
Airline Issues Book Frank Spiro Joins JFD Agency Gets Two Accounts Chrysler Boosts Candler Jr. BBDO Boosts Maury Baker 
Western Air Lines Inc., Los Frank K. Spiro, formerly with Conner, Jackson, Walker & Mc- George V. Candler Jr., manager Maury Baker, formerly assist- 


Angeles, has issued a 48-page, full- 
color book, “Wings Over the West 

the Story of America’s Oldest 
Airline,” to celebrate 25 years of 
continuous operation. The book 
contains historical photographs, 
early newspaper accounts and pic- 
tures of the airline’s present opera- 
tions. 


Pabst Boosts Brienza 

Barney Brienza, art director for 
Hoffman Beverage Co., Newark, 
soft drink manufacturer, subsid- 
iary of Pabst Brewing Co., has 
been promoted to art director for 
Pabst and Los Angeles Brewing 
Co., Los Angeles, Pabst subsid- 
iary. He continues to direct cre- 
ative art for Hoffman. 


ABC Boosts Jackson to S. M. 


Lowell Jackson, a member of 
American Broadcasting Co.’s cen- 
tral division radio sales depart- 
ment since Aug. 1, 1951, has been 
promoted to sales manager of the 
ABC central division radio net- 
work. 


Spanish Edition Launched 

The first issue of Implementos 
y Tractores, a new Spanish lan- 
guage publication devoted to farm 
equipment, with a circulation in 
Latin American and Spanish 
speaking countries, will be pub- 
lished in March, 1952. 


| 


Milligan Joins Ad Service 
Francis A. Milligan, formerly 
general advertising manager of the 
Hera!d-Journal, Spartanburg, S. 
C., has been appointed manager of | 
General Advertising Service, At- | 
lanta, publishers’ representative. | 


Add Your Chapter to This 


SUCCESS 
STORY 


Take a look at the personal || 
reading habits of just about || 
any successful marketing man || 
—and the chances are mighty 
good that you'll find him to be 
an Advertising Age reader. He 
realizes that in Advertising Age 
each week he gets all of the 
important news about advertis- 
ing and selling. He applies that 
news (which is really MAR- |) 
KETING IDEAS IN ACTION) 
to his own situations to get re- 
sults that are most successful. 
News, of course, is news only 
while it is fresh. That's why it 
is so important that you, too, 
have your personal copy of 
Advertising Age reaching you 
every Monday morning. Don't 
count on the office-routed copy 
which is stalled so often on 
someone else’s desk. Send your 
l-year order today along with 
$3 to: Advertising Age, Dept. 
029, 200 E. Illinois Street, 
Chicago 11, Illinois. 


Fawcett Publications, has joined 
JFD Mfg. Co., New York, televi- 
sion antenna and accessories pro- 
ducer, as assistant advertising 
manager. 


Clure, San Francisco, has been 
appointed to handle the accounts 
of Smith-Blair Inc., cast iron pipe 
and coupling manufacturer, and 
the California Heart Assn. 


of the export market research de- 
partment, has been promoted to 
merchandising manager of the ex- 
port division, Chrysler Corp., De- 
troit. 


ant to the radio and television di- 
rector in the San Francisco office 
of Batten, Barton, Durstine & Os- 
born, has been promoted to radio 
and television director. 


“SJ ae amare uz 
<a Steer re gs: &. 


American Druggist 


to be published 


26 times a year! 


RR 


Pini 


Yes, starting with the January 7th issue, and every other Monday 
thereafter, American Druggist will be in the hands of its readers. 


Under the able editorial direction of Dan Rennick, American Drug- 
gist will produce an entirely new concept of a drug trade publica- 
tion. It will be well worthy of serving the $3,700,000,000 retail 


drug business. 


Right now, Dan Rennick is out in the field—talking to druggists in 
many states, rural pharmacists as well as city pharmacists —find- 
ing out what immediate kinds of information and help they need 
in order to operate more effectively. The new American Druggist 
is literally being planned on the wrapping counters of the drug- 


gists of America. 


Basically, it is being designed to help more druggists make more 
money —thus it will continually be doing an institutional job for 
the entire drug industry and importantly function for all manu- 
facturers selling through drug stores. 


As a service magazine, the new American Druggist will help read- 
ers with every phase of their work-a-day operations. The drug 
retailer needs such a book. 


News will be reported in an interpretive vein, that is, the signifi- 
cance of news as it affects the successful operation of a drug store. 
The new American Druggist will retain the present page size, 
but will be published on a three-column page. Advertising units 
will be available in full pages, +s pages, single column and lesser 
units at a line rate. Full units will approximately follow present 


card rates. 


E. W. TIMMERMAN 


Publisher 


W. E. Fostex 
Advertising Manager 


American Druggist |s72 Madison Avenue, New York 22, N. Y. 


jo a Van is 7, Ke 
ae a 4 ”, ben ae ee aa 
a ya rs at neh 
Te 
mes 
“ee 
, Ms, 
ape: 
aes 
Pag 
By 
wel’ 
Me " fe 
a 
=; 
a! 
+ Te 
Tad 
oF x 
el 
‘ “a 
|. Mo) 
nee 
ren 
ee 
a 
ron 
“Sa ae 
ae 
ee 
sae 
hee 
ms? 
ae 
3 
es - SS > . 
oe 
Sf: et 
onal 
ad 
ne 
“AE as 
: patie 
aoe 
ies 
“= fas 
8 
. ie i 
&s * 
e . mt 
BP = 
ee a. 
oO 
a 
\ , _ £ on 
‘ - row . 5 
i , : eq iw 
ae CTS RL ee . ee 
Mi Kw 
oR 
oe 
ve 
ee 
| 7S 
is Se 
| ieee 
| va 
} | J a 
_ ifs 
Sie 
) i ee 
i t: 
Bes 
if ~ Ss 
, x Pigs 
: ht 
ae 
—_—— hh 
Pe the 
| Met 
| eet 
pe ts: 
et 
f Fatt =.2; 
! gta? 
an 
i i ae 
“eage 
me 
ee > 
) : ae 
: Fe 
j es ae 
oa 
ur 
iy 
Bae 
ie 
ae 
.. SR 
aos 
| 3 gage 
Pe Fadl 
>, = 
ge 
a 
PS < eee 
j Be cate 
, aN 
} ‘Sea 
* 
Sa 
a 
“678, 
g? ‘Ses 
j j vai 
Ene Psy 
5 ee om ay 
ei: ya eee 
3 a 
A’. ay ptt y 
* : 
\ eee aN, 
> ; He Pas KS , - “ r, : went: - ; - ‘ o> & 
| PO EN nS: ee Can eee ee ee ent 
ii | 255 4. ee oe ee ws ; oie ry - Poet se " ew OP. og A ed SARs, 
A ee 
. ™ j 2 
o “qj ~ é is \ fare 
oe ee es - ern cas an P | iain a 7 a et - ‘2 é. — I= ce eit cy ee 


106 


K&E’s New President Not Sure TV 
Will Continue as a ‘Glamor Girl’ 


New York, Oct. 23—-Television pyramid plan, this is beginning to 
will have to fight against serious sound like a full-seale war.” 
competition if it wishes to retain And note what a former radio 
the role of “glamor girl” of adver- man, Louis Ruppel, ex-CBS, is do- 
tising and entertainment, William ing in Collier's this week, Mr 
B. Lewis, newly elected president Lewis continued. (The whole is- 
of Kenvon & Eckhardt, asserted sue was devoted to a “Preview of 


the War We Do Not Want,” with 
and articles by the top 
writers of the day and cartoons by 
3ill Maulden.) 

Pointing out that television 
couldn't be expected to continue 
indefinitely taking up as much of 
the individual's time as it does in 
the early days when his set is new, 
the agency executive said the 
question is how far the decline 
will go before the situation stabi- 
lizes 

Pulse figures were quoted to 
show that viewing was off 10% 
in July and 5% in September. Not 


here recently 

In an address before the Radio 
Executives Club, Mr. Lewis 
TV's competition already 
ginning to “fight back 
made early gains.” 

For illustration, he cited the 
crowds waiting outside the Music 
Hall “An American in 
Paris,” the upsurge given the book 
publishing business by 
25¢ volumes, the radio is re- 
iting to the challenge 
the New York Giants,” who came 
up with a to fill up the 
Polo Grounds 


stories 
sala 
be- 
has 


Is 


and 


to see 


sales of 
way 
and “even 


“miracle” 


a sharp decline, but it came de- 
8 Peopk ay “movies are better spite “more, better and costlier 
than ever,” he said. In many ways programs,” it was stated. 
“radio is better. With an opera- 
tion tanden shirttail, one-shot @ Mr. Lewis believes that the thea- 
sponsorship, joint sponsorship and ter operator who has been banking 


ARMY TIMES... Ale FORCE TIMES... 


PUBLISHED WEEKLY FOR NAVY MEN- EVERYWHERE! 


3132 M STREET, N.W. 
WASHINGTON 7, D.C. 
(CO. 1014) 


41 EAST 42ND STREET 
NEW YORK 17, N.Y. 
(MU. 7-5551) 


NAVY TIME 


SEND FOR your free copy of ‘Mass Selling & Sampling To The Millions.” 
It's packed with valuable data on military markets here and abroad. 


REPORT ON 


1, COLOR 


WRITE FOR FREE FOLDER TODAY! 


Lake Shore 
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NEW YORK .« Reilly Electrotype Div 

ELECTROTYPE CO. 

1224 W YAN BUREN ST. + GMEAGO 7, WL 


DETROIT + Michigan Electrotype & Stereotype Div. 

LOS ANGELES « Reilly Plostictype Div 

SAN FRANCISCO + American Electrotype Div 
INDIANAPOLIS + Advance Independent Electrotype Div. 
ELKHART + Advance Independent Electrotype Div. 

NEW HAVEN + New Hoven Electrotype Div. 


POINT OF SALE—Lawson & Lawson, New York point of sale specialist, has intro- 
duced this animated display. By means of letters on a pirovetting trylon, 39-word 
messages can be spelled out. The unit also incorporates a turntable for product dis- 


play, space for brand display and a back 


panel for a shadowbox or other forms of 


display 


on gregariousness to get people 
away from the TV set “may have 
been righter than he knows. Amer- 
icans want to be on the go, see 
new faces, do things...This prob- 
lem of satisfying the eternal crav- 
ing for something new is one of 
the biggest facing television.” 

While radio made heavy de- 
mands on the talent supply, tele- 
vision uses talent up at a prodi- 
gious rate. So talent fees have 
soared, and as a result only the 
biggest advertis@rs can afford to 
present a top program on television 
(“and this before national cover- 
age has been achieved") with the 
same frequency they did on radio, 
he said. 

The agency president is of the 
opinion that set sales are still keep- 
ing up well enough to make TV 
worth while for the advertisers de- 
spite the rising costs. But he is not 
predicting about the future if 
“viewing continues to dwindle 
while costs rise.” 


® These rising costs are coming at 
a time when advertisers are 
“tougher than ever” in their de- 
mands that advertising pay off 
This attitude, he said, is pointed 
up by the fact that advertising 
agencies are being asked to par- 
ticipate more in every phase of the 
distribution and merchandising 
picture, 

On the question of television's 
financial future, Mr. Lewis did of- 
fer a prediction. Everyone has 
supposed that the financing of 
television will follow radio, with 
advertisers paying the costs, or mo- 
tion pictures, with the public pay- 
ing through some form of box of- 
fice TV. In the publishing field, 
magazines and newspapers have 
used a combination; it could be this 


will be the eventual pattern for 
television, he said 
8 To the television industry in 
general the agency man made 
these specific suggestions: 

1. That networks and stations 


“move heaven and earth” to find 
new talent, new material and 
fresh, non-stereotyped program 
formats. In this respect it was pro- 
posed that television do more to 


capitalize on its “ability to bring 
into the home events which are 
still happening, the outcome of 


which only God knows.” 


2. That networks quit “cutting 
one another's ‘throats by sched- 
uling similar programs opposite 
each other.” Telecasters have 


enough outside competition with- 
out driving “each other out of 
business” by pitting drama against 
drama, variety against variety, etc. 

3. That telecasters “put a reason- 
able lid on talent fees and sit on 
it” regardless of the provocations 
to lift it. “A momentary gain in 
rating” is not sufficient compen- 
sation for “raising the cost of 
a whole medium to the point where 
advertisers can't afford to buy it.” 


Mr. Lewis’ address ended on a 
happy note for sound broadcasters; 
he predicted that “radio is here to 
stay.” 


Four A’s Announces 
Group Life Insurance 

A group life insurance plan for 
people in member agencies has 
been established by the American 
Assn. of Advertising Agencies. It 
provides insurance for all fulltime 
agency employes in amounts ap- 
proximately equal to the individu- 


al’s annual earnings, with a maxi- 


mum of $10,000 
In addition to life insurance, an 
equal amount of accidental death 


and dismemberment insurance is 
included. 
Three More Join NBP 

Three more publications have 


become members of National Busi- 
ness Publications, Washington: In- 
dustrial Laboratories, a Controlled 
Circulation Audit paper published 
by Industrial Laboratories Pub- 
lishing Co., Chicago, and Parts 
Jobber Magazine and What's New 
in Television, both CCA members 
published by Parks Publishing Co.., 
Chicago. 


‘Seventeen’ Names Two 


Jane Benford, formerly assistant 
and 
Ursula McLaughlin, formerly with 
Frederick Atkins, New York, have 
been named assistants to the fash- 


women’s editor of Pageant, 


ion director of Seventeen. 
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Top Retail Chains 
Spend $4,709,531 
in National Media 


Cuicaco, Oct. 24—Twenty of the 
nation’s 100 largest retailing cor- 
porations spent 0.0232%, or $4,709,- 
531, of their aggregate $20.3 billion 
net sales in 1950 on national ad- 
vertising. The figures were com- 
puted by AA based on data from 
National City Bank of New York 
and Publishers Information Bu- 
reau. 

National City Bank’s list of 100 
top retailing organizations included 
80 for which there is no record 
of national advertising activity. 
All 20 that use national media ran 
magazine ads last year. Seven of 
the 20 used magazine sections, six 
used farm publications, one used 
network radio and one used net- 
| work TV. 
| Breakdowns are: 


| Advertisers 1950 Net Sales 1950 Nat'l 
(In millions) Advertising 

} Great Atlantic & 
| Pacific Tea Co. $3,180 $1,453,785 
Rexall Druas 154 1,158,654 
Western Auto Supply 156 245.951 
Marshall Field & Co 223 238,780 
Grayson-Robinson Stores 85 193,540 
Gimbel Bros. Inc 291 189,404 
Sears, Roebuck & Co 2.561 178,035 
} Hecht Co 85 176,567 
| Best & Co 36 149.236 
| Lane Bryant Inc 50 147,359 
| Kroger Co. 861 129,508 
| R. H. Macy 321 988 
Carson Pirie Scott & Co. 72 75.450 
| Woodward & Lothrop 38 58.475 
Spiegel Inc 144 45.855 
Montgomery Ward & Co 1.170 37.850 
Davidson Bros. Corp 40 366 
F. W. Woolworth Co 632 33,083 
Edison Bros. Stores 74 27.565 
| Allied Stores Corp. 440 25.080 
| Total $20,331 $4,709,531 


Of the total advertising expendi- 
ture, $2,874,997 was spent for mag- 

azines, $784,896 for radio, $705,924 
' for supplements, $271,474 for farm 
publications and $271,240 for TV. 


| George Coleman Joins Mace 


George R. Coleman, formerly 
with Henri, Hurst & McDonald. 
Chicago agency, has been ap- 


pointed radio and television mana- 
ger for Mace Advertising Agency, 
Peoria. 


Harrington Gets Lugene Inc. 

Lugene Inc., New York, optician, 
has appointed Don Harrington As- 
sociates to handle its advertising. 
Bronson-Herr, New York, is the 
former agency. 


Kientzel Noodle to Seelig 
Kientzel Noodle Co., St. Louis, 

has appointed Seelig & Co., St. 

Louis, its advertising agency. 
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ESPECIALLY 


THE MERCURY MESSENGER 


THE MOST 
DIFFERENT 
HOUSE ORGAN 

IN ALL THE 

GRAPHIC 
ARTS... 


@ ADVERTISING MEN 
@ LAYOUT ARTISTS 


@COPY WRITERS 


If youre not on 
our mailing list 


phone ANdover 3-3850 


FOUNDRY TYPE * MONOTYPE 
LINOTYPE * LUDLOW * MAKEUP 


for your copy 


today! 


REPRODUCTION PROOFS 


DAY AND NIGHT SERVICE 


MERCURY typésetTING co. 


Chicago's Most Complete Typesetting Service 


Sma 


out 


120 N. JEFFERSON ST. 
- ANdover 3-3850 . 
OF TOWN 


CHICAGO 6, ILL. 


INQUIRIES INVITED 
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Hometown Dailies 
Finish 7th Study 


Los ANGELES, Oct. 24—The 
Hometown Daily Newspapers of 
the West have released their 1951 
readership study, the seventh since 
the project was initiated on an 
annual basis in 1945. 

Newspapers covered in the 1951 
study were: Californian, Bakers- 
field, Cal.; Humboldt Standard and 
Times, Eureka, Cal.; Columbian, 
Vancouver, Wash.; Daily Camera, 
Boulder, Colo.; and Gazette-Times, 
Corvallis, Ore. 

The study is based on a random 
sample of circulation for a single 
Thursday issue of each of the five 
newspapers. It was made under the 
direction of Dr. Chilton R. Bush, 
director, Institute for Journalistic 
S.udies, Stanford University. He 
has directed all previous studies. 


® The study covers 157 national 
ads, the largest number yet found 
in the surveys. Grocery product 
ads totaled 77, or almost 50% of 
the national ads. This is consider- 
ably higher than in past studies, 
and is attributed to the fact that 
previous studies covered a Friday 
issue, whereas the 1951 survey was 
on a Thursday issue. 

Summarized as significant read- 
ership data: 


Average Readership 


Men Women 
Any display advertisement 83% 95% 
Any national advertisement 7 74 
Any local advertisement 75 93 
Any classified advertisement 45 55 
Any comic 70 65 
Any editorial 48 44 
Any editorial page 76 79 
Any sports news or picture 73 47 
Any women's news or picture 41 89 
National Ads: By Size 
Median Median Cost 
Number Readership Per Reader 
of Ads Men Women Men Women 
0-69 lines 56 2% 3% $.0163 $.0089 
70-149 lines 22 3 5 0262 0162 
150-239 lines 26 13 0275 


oo 
eer 
=] 
we 


300-499 limes 19 8 11 0322 0188 
500-999 limes 21 15 19 0306 0243 
1,000 lines or 


more 13 26 25 0306 0256 
National Ads 
By Major Classifications 
edian Median Cost 
Number Readership Per Reader 
of Ads Men Women Men Women 


Grocery 77 «44% 11% $.0282 $.0124 
Medical 22 2 2 0149 =.0088 
Alcoholic 

beverages 1 5 3 0213 .0525 
Automotive 22 27 18 0241 .0413 


Complete copies of the 172-page 
study, which includes reproduction 
of all issues surveyed, with reader- 


ship scores of all news and ad units , 


shown, are available from Home- 
town Daily Newspapers of the 
West, 2506 W. 8th St., Los Angeles 


Remington Boosts Ken Juno, 
Names Masiello Asst. S. M. 


C. Kenneth Juno, who has been 
with Remington for three months 
helping set up the new advertising 
department, has been promoted to 
advertising manager of Remington 
Air Conditioning, division of Rem- 
ington Corp., Auburn, N. Y. Before 
joining Remington Mr. Juno was 
assistant advertising manager of 
Columbian Rope Co., Auburn. 

Anthony J. Masiello, formerly 
with the sales staff of Carrier 
Corp., Syracuse, manufacturer of 
air conditioning and heating equip- 
ment, has been appointed assistant 
to the general sales manager. 


Meck Uses TV and Radio 


John Meck Industries, Plymouth, 
Ind., for its Red-Head long-dis- 
tance TV set, has signed to sponsor 
“The Red-Head,” TV show with 
Wendell Hall, guitarist, on WBKB, 
Chicago, 10:45-11 am. CST, 
Monday through Friday. A radio 
version will be sponsored later. 
Meck previously has used co-op 
newspaper space only. Fensholt 
Co., Chicago, is the agency 


Bories Appoints Doty 

Clarence L. (Chick) Doty has 
been named general manager of 
Bories Organization, New York, 
radio-TV packaging and grocery 
and drug merchandising company. 
Mr. Doty was with American 
Broadcasting Co. for 10 years in 
various capacities, including that 
of general manager of WJZ and 
WJZ-TV, New York. 


KXOK Adds PR Women 


Mary E. Williamson, formerly 
with A. C. Croft Publications, 
Washington, has been named pub- 
licity director for KXOK, St. 
Louis. Pat Perrings is new assist- 
ant in publicity and promotion. 
The Star-Times Bldg. has been re- 
named the KXOK Blidg., home of 
the station. 


GE Appoints Bill Ogden 

General Electric Co., Schenec- 
tady, has appointed William F. 
Ogden, formerly manager of prod- 
ucts for Hotpoint Inc., Chicago, 
General Electric affiliate, mana- 
ger of product planning for the 
marketing services division in New 
York. 


Issues Booklet on Displays 


Hinde & Dauch Paper Co., San- 
dusky, ©., manufacturer of cor- 
rugated shipping boxes, has is- 
sued a revised edition of “How to 
Select Vending Displays That In- 
crease Sales.” The booklet may be 
obtained free of charge by writ#ng 
the company. 
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Why Take Shots in the Dark? 


. .. when advertising in the Green Bay, Wisconsin, 
Press-Gazette puts your product right 

“on target’! And for testing, the Press-Gazette 
offers nearly total saturation of a truly typical 
population. Here's diversified industry and 
business, normal employment and nationality 
groups. And best of all here's size sufficient for 
adequate ‘‘spread"’ without surrendering 
positive control! 


Grocery Store Audit 
Available for tests 
The Press-Gazette store audit 
18 ovt 
Soles are determined by 


hos a basic pone! of 
lets. 
regular store invoice and inven 
tory checks. Available without 


charge for test campaigns. 


CONTACT THE GENERAL ADVERTISING DEPARTMENT, 


GREEN BAY PRESS-GAZETTE 


GREEN BAY, WISCONSIN 


In Northern California 
MORE PEOPLE LISTEN — more often —to KNBC 


than to any other radio station 


KNBC’s 50,000 watt Non-Directional transmitter 
reaches all the markets of Northern California... 


KNBC has the biggest and most loyal audience in 
the San Franciseo-Oakland Metropolitan Market — the 


seventh largest, fastest-growing major market in America. 


And as a plus, KNBC penetrates all the rich, fast-growing markets 
throughout Northern California. pLus Markets like Stockton- 
Modesto, Ukiah-Mendocino, Napa-Santa Rosa, Santa Cruz-Monterey, 
Sacramento, San Jose-Santa Clara, and Eureka-Humboldt County. 


ONLY KNBC can reach all these markets — in one, big 
economical package. KNBC sales reps will show you how... 


KNBC delivers MORE PEOPLE (in one pack- 


PLUS-Market Case History 
Santa Cruz-Monterey 
® Population:— 195,831, an increase of 65.8% 
from 1940-1950 


© Effective buying income’: — $273,411 ,000, 
on increase of 151.5% 

© Retail Sales*: —$205,017,000, up 194% 

® KNBC Audience: —Week after week, over 


4/5 of the radio families listen regularly 
to KNBC 


age!)—at LESS COST per thousand —than any 


other advertising medium in Northern California. 


*Soles Monogement’s 195! Survey of Buying Power 


Northern California's NO. 1 Advertising Medium 


50,000 Watts — 680 K.C. Son Francisco Represented by NBC Spot Soles 
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the results, 


your best buy! 


‘RESPONSE WAS 
Positively THE BEST 


This publisher wanted a rep, so he ran classified 
ads in various publications In commenting on 
he said, 
ADVERTISING AGE was positively the best.” 
That's all. And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. 
TISING AGE’s classified columns — 
vertising Market Place” — are read first. Result 
— your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 
the big circulation where it counts, makes it 


“The response from 


. ADVER- 
“The Ad- 


ea tat, 


THE ADVERTISING MARKET PLACE 


Rates 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 


90¢ per line, minimum charge $3.60. Cash with order. 


Figure all cap 


Per line. Add two lines for box b 


dl Ww day noon 12 days 


Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 


ENGINEER-REPORTER (Chicagoan) in- 
terested in career in technical publicity 
with leading firm ‘(New York Headquar- 
ters) now opening Chicago office. Experi- 
ence on editorial staff of trade, technical 
or business magazine considered ideal 
Should also know production and or con- 
struction industries. Salary open, age 25- 
32. Selectee will train in New York at 


least six months. Interviews in Chicago | 
November 12, 13. Reply with resume to 
Harry W. Smith, Inc. 507 Fifth Ave., New | 
York 17 | 


PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-Layout- 
Radio-TV-Production and Salesmen 

THE HONES COMPANY | 
14 E. Jackson Bivd Chicago 4, I. } 
PACKAGE MEDICINE COPY WRITER.) 
Southern 4A Agency needs at once best 
available copy writer with package medi- 
cine experience. Wire or write briefly 
giving background. Our staff knows of 
this advertisement. Free lance or staff 
basis 
Box 4084, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


No. 4144, Farm Facts Each Month. 
Implement & Tractor offers to 
place those who are interested on 
the mailing list for its monthly 
bulletin, “Pulse of the Farm 
Equipment Industry.” 
No, 4145 
Market 
Fort Wayne Newspapers Inc. of- 
fers a new booklet, “Indiana’s 
Golden Zone,” which provides a 
comprehensive survey covering 
agriculture, autos, banking, busi- 
ness volume, buying income, home 
ownership, industries, magazine 
and newspaper coverage, test mar- 
ket data and facts about merchan- 
dising cooperation 


Analysis of Fort Wayne 


” 


No. 4146. Drug Inventory for 
Shenandoah, la. 
Station KMA has prepared a 


new drug survey for its area, based 
on actual inventories of store 
shelves in 40 towns in Iowa, Ne- 
braska, Missouri and Kansas. It 
covers everything, by brand name, 
from animal remedies to wall pa- 
per lines 


No. 4147. Food and Grocery Brands 
for Shenandoah, lowa. 

Based on a study of grocery 
stores in 34 towns in Iowa, Ne- 
braska, Missouri and Kansas, Sta- 
tion KMA offers a new “Brand 
Distribution Survey” covering food 
products, waxes, polishes, 
deodorizers, canning supplies, can- 
dy, gum, tobacco and cigarets. 


soaps, 


No. 4150. Facts About Metalwork- 

ing Industry 

Steel offers a comprehensive 
new book, “Market and Media In- 
formation on the Growing Metal- 
working Industry,” prepared in 
accordance with the NIAA presen- 
tation outline, covering market 
data, circulation, readership, edi- 
torial and advertising. Charts, dia- 
grams and illustrations make for 


Information for Advertisers 


quick reading. 


No. 4148. Point of Sale Ideas. 

“There’s Jack in the Box” is a 
new brochure prepared by Gibral- 
tar Corrugated Paper Co. illus- 
trating and describing a wide va- 
riety of merchandising displays, 
and telling of the company’s serv- 
ices. Inspiration for merchandising 
men and art departments. 


No. 4149. Market Data for Oakland. 

“The Bright Spot Market” is a 
comprehensive new study of Oak- 
land, Cal., presented by the Oak- 
land Tribune, involving a detailed 
study of the market (third larg- 
est on the Pacific Coast) as well as 
circulation figures and advertis- 
ing breakdowns. 


4154. Statistics on Hair Care. 
“Preparations and Brands Used 
in Hair Grooming” is a timely sur- 
vey offered by Household Maga- 
zine. It will be of particular in- 
terest as competition becomes 
keener in the shampoo and tint 
field. Covers hair tonics, too, as 
well as figures on home vs. beauty 
shop permanents. 


No. 4155. Basic Data for Sales Ex- 
ecutives. 


In a new booklet, “How to Mar- 


DESPERKATE—Well established manufac- | 
turer need direct mai! advertising man. In 
circularising—mailings—production and all 
details including lists etc. Salary open 
with opportunity. P.O. Box 869, Alliance, 
Ohio 


EMPLOYVERS—EMPLOYEES 


or 
Advertising - Promotion - Art - Publicity 
Public Relations - Copy - Editors - Televi- 
sion Export - Newspaper - Account Exec- 
utives - Time Sales - Space Sales - Radio - 
related fields-Marilyn D. Eggers - Con- 
tact - Ch 1-4500 
BELL VOCATIONAL 
SERVICE 
1218 Citizens Bidg Cleveland 14, Ohio 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—REPLACEMENTS 
209 S. State St. HA 7-2063 Chicago 
PUBLISHERS’ REPRESENTATIVE cur- 
rently carrying other magazines to rep- 
resent leading nationa! industrial publica- 
tion in N. Y, State excluding New York 
City and West Chester County. Excellent 
income a for live wire producer. 
State qual., ex 
x 4082, PADVERTISING AGE, 
200 E Illinois St., Chicago 11, Il. 


SALES PROMOTION MAN 
Chemical firm with national distribution 
wants experienced sales promotion and 
merchandising manager to work under 
Vice President in charge of sales. Job will 
be to develop distribution and sales on 
packaged wood preservatives, weed kill- 
ers, agricultural chemicals. Must know 
how to work with jobbers and dealers. 
Knowledge of advertising and ability to 


write direct mail and publicity will be 
helpful Excellent opportunity Salary 
mn. Write C. F. Grafton, Chapmann 


ope’ 
Chemical Co., Memphis, 
ADVERTISING MANAGER 


Tenn 


| Major airline. Immediate opening as Dept 


| 


| pects. Why not sell our line on the side 
| and add to your income’ We have an ad- 
vertising ‘gimmick’ that is new and dif- 


ket Your Output Under Today’s | 


Conditions,” McGraw-Hill 
out that “business is not ‘as usual.’ 
New materials; new, more produc- 
tive equipment; new competition; 
new markets call for better meth- 
ods of market analysis and sales 
research, improved promotion and 
distribution methods.” 
against which past sales perform- 
ances can be checked and future 
performances projected are in- 


points | 


Charts) 


cluded, plus much more—such as | 


suggestions on how to build a 
budget, and an eight-step program 
for building a sales and advertis- 
ing program for the decade ahead. 


Note: Inquiries for the items listed above will not be serviced beyond Dec. 10. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., 
200 E. Illinois St., Chicago 11, 


Ill 


—please print or type) 


NAME 
COMPANY 
ADDRESS . 

city & ZONE .... 


ADVERTISING AGE 


Please send me the following (insert number of each item wanted 


TITLE 


STATE 


Head 
with executive ability 
vertising production, 
ability to write and 
essential. Airline or 
valuable. Midwest location 
to $6000. Give age, education, complete 
record of personal and business back- 
ground. Replies confidential 
Box 4083, ADVERTISING 
200 E. Illinois St., Chicago 11, 


Ideal opportunity for young man| 
Knowledge of ad- | 
media, direct mail, 
recognize good copy 
aviation experience 
Salary $5000 


AGE, 
il 


REPRESENTATIVES WANTED 
SPACE REPS: You're calling on our pros- 


ferent Makes an inexpensive give-away 
good the year ‘round. Profitable commis- 
sions. Write for details 


Box 4993, AL 
200 E. Illinois St 


INDUSTRIAL ADVERTISING SALESMAN 
Substantial publication has opening in 
Eastern territory for advertising repre- 
sentative, preferably between 33 and 45 
Excellent opportunity on an established 
and rapidly growing publication. Write 
Box 4094, ADVERTISING AGE, 
11 E. 47th St.. New York 17, N. Y¥ 


FINE OPPORTUNITY 
For established publisher's Representative 
‘always exclusive) in San Francisco, Los 
Angeles, Boston, Philadelphia, Atlanta, 
Charlotte, N. C., Greenville, 8. C., Okla- 
homa City, Dallas, Houston, Kansas City, 
Providence, RK. I. to sell space in well 
known Buyer's Guide for important State 
in the Middle East Area. Excellent com- 
mission. Please give full details 
Box 4095, ADVERTISING AGE. 
200 E. Illinois St., Chicago 11, Il. 


MIDDLE WEST REPRESENTATIVES 

FOR CANADIAN TRADE MAGAZINES 
Experienced advertising representatives 
required immediately for long-established 
Canadian trade magazine group of 
Territory: Ohio and West. Now carry large 
volume of American advertising, with ex- 
cellent possibilities for U.S. expansion 
Five magazines, including farm machin- 
ery, automotive, oil industry, welding and 
machine shop, and coal trade. Give com- 
plete information on facilities for adver- 
tising promotion, commission, etc., in 
first letter. Address 

Box 4096, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Hl. 


ED J. MASTERSON 


five. | 


|}4 years 


POSITIONS WANTED 
4 A AGENCY EXECUTIVE 
Top creative & contact. 17 years experi- 
ence, heavy on copy & visual, includes 
really rare, thorough knowledge of every 
agency function plus several years as adv 
director of national corporation. Packaged 


products experience predominates, with 
budgets in millions. Currently Chicago 
account exec. paid well in 5 figures 


Agency first desire, but will consider re- 
sponsible position with advertiser 
ADVERTISING AGE, 
St., Chicago 11, lll. 
STANT ADV.—PROMOTION MGR. 
specialization—advertising and 
sales promotion: 2 years with agency. 2 
years graduate study (M.B.A.) Columbia 
Univ Seeking position in advertising 
and or sales promotion department of 
consumer goods manufacturer. Age 
Future opportunity main consideration. 
Box 4086, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
TIRED OF “WEAK SISTERS” 
yes, if there's a top-flight Advertising 
Sales Promotion executive 
who really wants a creative-administra- 
tive asst that can take over a volume of | 
work...THEN HERE'S YOUR MAN! 8} 
years experience in both agency and/ 
chent operatior 
AGE, 


Box 4087, 

200 E Chicago 11, Ill. 
Available TV/Copywriter-Prod. 
Over 4 yrs. exp. top 4A agency. Learned 
comm'l TV from start. Four main TV 
accts. over 6 million annually. Shows and 
spots award winners. Young, married, vet 
with service disability. $12,500. 

Box 4088, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 
ADVERTISING DIRECTOR 
over 20 years agency experience-thor- 
oughly versed in all phases, from contact 
to production-national, trade & newspa- 
per-catalog & direct mail-syndicate ser- 
vice-originally artist & art director 
Box 4089, ADVERTISING AGE, 
200 E. lilinois St., Chicago 11, Il. 


ADVERTISING 
Illinois St., 


Radio 


4-A AGENCY PRODUCTION MANAGER | 


years practical 

knowledge graphic arts. Desire 

with sound agency or 
Please write for resume 

Box 4078, ADVERTISING AGE, 

11 E. 47th St.. New York 17, N. ¥ 

CAPABLE ARTIST FEM. 

des. position in Chi. with reliable 


experience. Thorough 


association 
manufacturer 


agency, 


publ. or firm. 7 yrs. exp. in layout, crisp 
indications, typ. design and prod. Avail- 
able Nov. 15th or Jan. 2nd 

Box 4090, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ll. 
PROMOTION --PUBLICITY MGR. 
Live wire young man, 15 yrs. magazine 
new spaper promotion exp Excellent 
writer, administrator, idea man. Now 

employed. $12,000. 
Box 4091, ADVERTISING AGE, 


11 E. 47th St.. New York 17, N. Y. 
SERVICE-PRODUCTION MAN—age 37, 10 
years experience in small agency where 
employed. Present position doesn’t fully 
utilize capabilities. B. S. in Adv. & Pub. 
from U. of Ill. Conscientious, broad agen- 
cy experience 

Box 4092, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


SPACE SALESMAN N. Y. & East 20 years 
experience trade and consumer publica- 
tions. $10,000 man, now employed, of- 
fers his resultful services to an enterpris- 
ing publisher on an iniital $5,200.00 a year 
basis until his productive ability is spe- 
cifically established 

Box 4036, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill 


ADVERTISING & PUBLISHING 


PERSONNEL 
All types of positions for men and women. | 
185 N. Wabash Fr 2-0115 Chicago 
MISCELLANEOUS 
Cuban Maracas-a beautiful advertising 
specialty, premium, gift, of low cost. Send | 
$1. for Sample Pair shipped | 


Cuban Co. 810 Taylor St., Joliet, Il. 


PRODUCT MANAGER 


on 
Grocery Brand which is Household 
Word in 98% of U. $. Homes 


Ability is evidenced by performance of 
products under my management. Have thor 
ough knowledge of up-to-date techniques for 
building and maintaining a consumer fran- 
chise on branded merchandise 


Can assume responsibility for developing and 
executing marketing plan in ol! phases: 

Consumer Acceptance of Product 

Relationship of Price, Profit, and Advertis- 

ing Expenditures 

Copy 

Media 

Package 

Market and Consumer Research 

Sales Promotion 
Available for agency or 
consumer brands 


manufacturer of 


Present solary in five figures 
All replies to this ad will be answered 


Box 7996, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


26. | 


in Chicago | 


WANTED—SPACE SALESMAN 


One of America's leading busi- 
ness papers is looking for a man 
to add to its eastern sales staff. 
An engineering background 
would be helpful but is not strict- 
ly necessary. Successful space 
selling experience is essential. 
Naturally, we'll keep your con- 
fidences. Write us care of Box 
7995, Advertising Age, 200 East 
Illinois St., Chicago 11, Illinois. 


Advertising Age, October 29, 1951 


‘Household’ Reports 
New Home Purchases 
Made by Its Readers 


Topeka, Oct. 23—Capper Publi- 
cations’ Household has come up 
with a new research report of its 


readers, “What’s New” in home 
improvements, household, auto- 


motive and sports equipment, in 
which it is pointed out that 94,000 
new houses were built in 1950 by 
families reached by the magazine. 

This number is 4.7% of all the 
families reached by Household and 
| is exactly the percentage of its sub- 
scribers who said they would build 
or buy a new home as their next 
major purchase when they were 
queried on this subject at the start 
|of 1950. The publication reports 


| that another 60,000 say they will 
| build or buy a new home as their 
|} next major purchase in 1951. 

| The survey, which covered ev- 
lery 400th name on Household’s 
| subscription list, also reveals that 
|in 1950 350,000 new roofs went on 
}its subscribers’ homes, 538,000 
| painted the outside of their homes, 
| 590,000 painted walls or ceilings, 
224,000 installed built-in kitchen 
cabinets, 268,000 installed new fix- 
| tures, 136,000 bought new furnaces 
and 188,000 bought new heaters 
|and stoves. 


Augstein Launches Drive 

| §. Augstein & Co., New York, 
; will launch next year what it 
terms “the largest schedule in one 
selling season ever placed by a 
fashion advertiser” for Sacony 
suits and dresses. The campaign 
| breaks with a spread in Vogue Jan. 
1, followed by six pages in Life 
and a page in Parents’ Magazine. 
Hewitt, Ogilvy, Benson & Mather, 
| New York, is the agency 


Moore Joins McGraw-Hill 


Harold S. Moore, formerly cir- 
}culation and promotion manager 
of Hardware Age, a Chilton pub- 
lication, has been named circula- 
}tion and promotion manager of 
| Chemical Engineering and Chemi- 
cal Week, McGraw-Hill publica- 
tions. 


Cramer Joins Crosley 

Leonard F. Cramer, who re- 
cently resigned as executive v.p. of 
Allen B. DuMont Laboratories, has 
|} been named to the new post of 
| assistant general manager of Cros- 
ley division, Avco Mfg. Corp., Cin- 
gg He will begin his duties 

Nov. 15. 


General Tire Boosts Dalsky 


Karl A. Dalsky, manager of 
truck tire sales, has beén promoted 
to commercial sales manager for 
a newly created commercial sales 
division for tires of General Tire 
& Rubber Co., Akron. 


CAN YOU USE 


Automotive advertising and promo- 
tion man age 36? Experienced in 
originating, organizing and helping 
build effective advertising, promotion 
and training plans and programs for 
service, parts, new car and used cor 
sales departments. Successful record 
as factory promotion executive; cre- 
ative account contact; new business 
solesman; writer. Write Box 7994, Ad- 
vertising Age, 200 €. Illinois St., 
Chicago 11, Ill., or phone TY-5-0369, 
Detroit. 


TOP PUBLISHER WANTED 


Publishing executive with rec- 
ord of success in advertising sales 
and business experience, for mass 
|| circulation magazine in women's 
field. 

Must have earned at least 
$20,000 per year. 

Reply giving full employment 
|| history. 


Box 7993, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


EE EE ee te ee -_ > =e 
af, = oe es 
— his Lee 
‘— TO be 
o | 
: a | 
/ J 
_ | ee aa ees 
3 ) es | 
e. 

7 
s 
- . ee es ee 
| — 
ee eee 

———, —__f_, 

e Pe 
S=— , a | _ 
oe | |_| | | 

+ | | 

TS | 

a i 

: | | | <a | 
s | ‘: =| 

| . —_ | 

| | 

_ | | ot | i fF 
Sy: | ee ee | 
, | 


Advertising Age, October 29, 1951 


Ad Budgets Are 
Headed Upward, 
Fader Declares 


23—“Advertising 
budgets for 1952 are going to be| 
higher,” Frankin Fader, head of} 
the agency bearing his name, told} 
a panel session on industrial ad- 
vertising budgets during a meeting 
of the Industrial Marketers of New 
Jersey here last week. 

“Media costs have been going 
up,” Mr. Fader declared, “and, 
more importantly, all of us are 
going to need more sales. We are 
going to have to use advertising 
to gain them 

The panel consisted of Harry 
Carroll, advertising manager of 
Hyatt Bearings division of Gener- 
al Motors Corp., as moderator; 
Douglas Williamson, advertising 
manager of American Hard Rub- 
ber Co.; Richard Hayes, advertis- 
ing manager of Okonite Co.; Greg- 
ory J. Oberst, treasurer of both 
Elastic Stop Nut Corp. and Bu- 
chanan Electrical Products Co., 
and Mr. Fader. 


Newark, Oct. 


® The principal reasons more sales 
will be vital in 1952, Mr. Fader ex- 
plained, are that “we will all have 


This is the third in a series of 10 week 


continuing studies conducted in over 
10% of all grocery store outlets through- 
out Bayonne. 

10 week surveys of Margarine, Instant 
Coffee and now Soapflakes have been 
tabulated by brands, sizes, sales, type of 
outlet, etc.—and are yours for the ask- 


ing—Send for your copies. 


THE BAYONNE TIMES 


“Bayonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY | 


BOGNER & MARTIN) 


higher costs for materials, for 
labor and for transport. Also, we 
are going to need more sales be- 
cause tax rates are higher. 

“If we don't make more sales,” 
Mr. Fader said, “the new tax rates 
will cut our profits down. We are 
going to have to run like hell just 
to stay in the same place. The best 
way I know of to make more sales 
is to use more and better advertis- 
ing. If you are going to get more 
and better advertising you will 
have to appropriate more money 


| for it in 1952.” 


Stressing that little can be done 
about taxes, fixed charges and 
variable expenses today, Mr. Fader 
insisted that there “is one line you 
can do something about. That is 
the sales line. The further you ex- 
tend it, the further you extend the 
profit section. 

“The top men in every organiza- 
tion, including the sales and adver- 
tising managers, should sit down 
and figure out just how far the 
sales line can be extended beyond 
the break-even point. 


8 “Once you know how many sales 
you have to make to break even, 
and how many sales beyond that 
you can make, you will know what 
your profit potential is. Then you 
can make serious plans to get that 
many sales. You can budget funds 
for advertising to sell that many 
items. Then your advertising will 
have a rock-solid foundation and 
a definite goal. 

“As an advertising man I know 
advertising is most efficient when 
it has a definite goal. When a com- 
pany’s advertising men and sales- 
men are given a sharp target they 
can do infinitely better, regardless 
of how long the range. 

“The best jobs are not done 
when top management says, ‘Go 
out and try to get us some more 
sales,’ but when it says, ‘The com- 
pany has to have so many thou- 
sand sales. Go get ’em.’” 

Mr. Williamson presented col- 
ored charts 


making, as recommended in case} 


history No. 3, issued recently by 


National Industrial Advertisers | 
Assn. (AA, Sept. 24). 
@ Mr. Hayes urged advertising 


managers to refer to advertising 
expenditures as an _ investment. 
Advertising, he said, is insurance 
| on sales. Every other asset of a 
company is insured, and the only 
insurance possible for sales is ad- 
vertising. 


illustrating budget} 


SPECIMEN BOOK—Western Typesetting 


Co., Kansas City, Mo., has published a 
new 220-page specimen book ideally 
suited for the copy fitter. Of special in- 
terest is the fact that pages are laid 
out so that a sizable block of copy is 
shown of over 1,200 faces and sizes. 


He showed many of the charts 
and illustrative material that he 
uses in making budget presenta- 
tions to management, and urged 
his listeners to prepare a fact sheet 
to management similar to that 
recommended by NIAA studies. 

In today’s market, Mr. Hayes 
said, advertising is more essential 
than ever, because it is the tenden- 


than create demand. 


@ Mr. Oberst stressed his belief 
that management would 
have advertising managers sell the 
company’s products than spend | 
time trying to sell management on 
the importance of advertising. 
Most top executives today, he said, 
are sold on advertising’s 
What they want is more factual 
| data, and a better realization on 


| the part of advertising people that 
the ad budget necessarily has to 
conform to requirements of a com- 
| pany’s master budget. 
Management knows, Mr. Oberst 
said, that advertising managers are 
experts in their field. Manage- 
ment’s point of view, he suggested, 
is not usually intentionally restric- 
tive. It has to exercise restrictions 
for the over-all benefit of the bus- 
iness based on the financial picture 
| as a whole. Budgeting, he said, is 


faithfully 


Gaed Service... 


to meet your schedules 


washington 


118 S$ 
cuHic 


photo engraving company 


OUTH CLINTON ST. 
AGO 6, ILLINOIS 


TELEPHONE: FRanklin 2-6343 


cy of distributors to satisfy rather | 


rather | 


} 
value 
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Needham, Louis Ups Lash 


Needham, Louis & Brorby, Chi- 
cago agency, has promoted C. R. 
(Cap) Lash, agricultural techni- 
cian on Swift & Co. accounts, to 
member of the research depart- 
ment. 


James ). Wooll 


Advertising 
Consultant 


Inquiries invited from 
advertisers and agencies 
Santa Fe, N. M. 


the only rational basis for inter- 
preting facts and plans in financial 
terms. 


Arrow Corp. Starts Drive 


Arrow Liqueurs Corp., Detroit, 
has launched the most extensive 
drive of its history with a series 
of full-page color ads in Life. In 
addition, newspapers, billboards, 
car and bus cards and direct mail | 
will be used. Simons-Michelson 
Co., Detroit, is the agency. 


George Riddle Leaves GE | 
George Riddle, manager of the | 


media department of General Elec- 
tric Co. and chairman of the com- 
mittee on auditing procedures of 
| Controlled Circulation Audit, has 
| resigned from General Electric, ef- | 
fective Oct. 31. 


ww 
200,000 
EARS’ AHEAD 


Mit 
0 wits nearest 
competitor! 


| 


BMB 6 or 7 DAYS a week: 


WOW...........306,060 
Second Station.. 202,630 EXTRA PAIRS 


mere 


103,430 ~0F EARS 


BMB 6 or 7 NIGHTS a week: 
WOW ......... 259,420 
Second Station.. 160,570 EXTRA PAIRS 


98,850 OF EARS 


For the shock-proof 
Omaha-Plus Market.» 


BASIC NBC AFFILIATE - itil habits 
27 years in the making! a. < 


ALERT, ACTIVE LEADERSHIP — Main- 
tained 27 years by constant, aggres- 
sive, promotion and merchandising. 


= ee 


FRANK P. FOGARTY, General Monager JOHN BLAIR CO., Representatives 
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: Doubleday Trusts Hotel Guests with Books ie — 
and Makes New Book Clubbers That Way ee ey 


New Yorx, Oct. 23—It used to 


ing to Mr. Sherr “As a matter 


tonight we DIE 


e that the only reading matter a of fact, it is far kk than the hotel 

: ‘ 
guest could find in his hotel room loss on ashtrays towels he < 
was a Gideon Bible. But nowadays honesty of hotel guests has been mbmer. 


tin in LAUGHING 


you'll find a couple of spine-ting- something of a surprise to us.’ ee 
pp ng novels have been added—at Sith S = JIMMY DURANTE 
as east in the Statlers and a number » Each book placed in a room con- $2 sea P 
of independent hotels te a | } ¢ Sweder 4 
, i ains a club membership form so e . 
The novels—two to a room—are the guest can sign up and pay the . ._— ALL STAR REVUE 
tiow f Doubled » "" , : F ‘ “ee 
erecnio of Doubleday & Co club price to the hotel] cashier = Pico gare aiilee st ted b 
r 2 r , a . rote re r 7 ? 
Dollar Book Club, Adventure Book Cashiers are instructed that the aa Eugene H h star cast preser y 
r Mis 2 suilad ” 7 
for. Club and Dollar Mystery Guild books are not for sale as single 1678. Reg aes KELLOGG’S, 
The books are loaned to Buests— copies at any price Ae go SNOW CROP AND 
lor as long as they remain guests The program, according to ; PET MILK 
\\ Under the transparent jacket on Doubleday officials, gives the hotel e 
lS j}each book is a printed slip that! , new and effective guest relations Ir 5 PM. 
| Savs le , < 
| Sé x program similar to providing radio ‘ 
\ | This current new book from| and TV service. “It creates in the chonr 
A the hotel lending library is loaned) hotel a homey. comfortable atmos- 
\) |to you for your reading pleasure) phere that generates good will! and —— 
se while you remain our guest. It isithe word of mouth advertising OF DEATH AND DURANTE—This unfortunote mokeup, perhaps the result of some- 
: 1 recent selection of the (say) which results from this service one’s mocabre sense of humor, appecred in the Los Angeles Times recently. 
7 | Dollar Book Club. If you care to| should benefit the hotel’s busi- 
Pontiac welcomes visitors — | join the book club, you may then} ness. " xa oe ie di 
: | nes 4 s n advertiser, It discovered that of 
our 40 yeors of service to \ | pur hase this book as your Siest From Doubleday’s standpoint the agazines it the 717 companies which spent 
A , taiien pes a . F a 
| selection for $1 and take it with) program “is fundamentally a new more than $25,000 in the 1938-1940 
the advertising industry you | method of obtaining a desirable period, 655 are still engaged in 
. P type of book club member.” . national advertising. Of the 62 
has placed us in o unique em ipetan I 5 mer - on eda national advertising the 62 
8 Doubleday tarted this hotel | 7] drop-outs, 12 are now out of busi- 
position— Only Pontiac has guest relations book program 13 have merged and the new 


six unified services under 


one roof, in our own build- 


about a year ago, when it placed 
books in the Statler hotels in St 
Louis and Detroit and the Shera- 


| Sau-Sea Names von Zehle 
Sau-Sea Foods Inc 
¥. Y., food proce 


Yonkers, 
| + ssor, has ap- 


TV Gains 294% 


ness, 
not now 
product, 


parent 


vertising the 


ad- 
and 


company is 


same 


tor . ms | pointed William von Zehle & Co., 37 are still in business but aren't 
_* on in Boston. In the next year the| New York, as its advertising agen- New York, Oct. 23—The Maga- spending at the $25,000 clip it 

ing. If your group is inter- publisher expects to service 25,000) .y An intensive radio and TV zine Advertising Bureau reported takes to be counted 
ested in touring Americo’s rooms and win 20,000 book club | campaign on the eastern seaboard Jast week that magazine advertis- And, as MAB has pointed out 
a members ; is planned. Mann-Ellis Inc., New ing for the first nine months of many times previously, national 
most modern engraving Charles Sherman, in charge of | York, is the former agency 1951 reached an alltime high of advertisers have increased greatly 
plant call or write us. \ the hotel operation for Doubleday, | $362,000,000. This compares with in number. To the 655 companies of 
is confident the idea will pay off | Lyle’s Syrup Starts Drive $329,000,000 for a similar period the original 717 have been added 
We've already had over to that extent because the “length Tate & Lyle Ltd., London, Eng- of 1950, and represents a 16% gain. 2,001 national advertisers who 
3,500 visitors in the post of stay ina note! Is 1% days ; just land, is launching a fall and winter The figures represent genera] spent the required $25,000 in at 
long enough for a guest to get in- newspaper campaign in Canada for and national farm magazines re- least one medium in 1949 and/or 
4 years so we'd be glad reper! in a book—-without being mag gga Syrup Ba _ ported by Publishers Information 1950. Thus the total of 2.656 pres- 
. able to finish it.” | spread to put on bread” is the au. ¢ xe » Sunday ent-day national advertisers is 
to oblige; and of course Mr. Sherman said two-thirds of| theme of the campaign. McKim anna Scnieeen pe prome A nearly quadruple the prewar num- 

there's no obligation. the books placed in hotel rooms | Advertising, Montreal, is the agen- sections, which are off 1.7%. ber. 


appeal to men, pointing out that 


icy. 


ie + — , fel hotel traff | At the same time, MAB took a 

af 75% of commercial hotel traffic is| ; > advertic ’ 
4 . 0. &. We che do 0 Bang ep male | Napanee Appoints McKim look at the advertising of TV|OPS Names Edward Pulte 
B of coordinating art work, photog: | Seeenae’ SP be. mpegs the first six months of The Office of Price Stabilization 
a } apanee Iron Works Ltd., Napa- 1951, and discovered that, while has named F Edward Pulte Jr. 
4 raphy, photoengraving, ad setting, ® The hotel accepting Doubleday | nee, Ont., manufacturer of auto- expenditures in television jumped chief of the special projects 
a electrotyping and color process books makes no cash investment — ae ae umes — To- 294% in the first half of this branch of the program division of 
“a work fot agencies and advertisers Moreover, Doubleday assures the ving a oa ti Ba se ae Yo year to $51,409,273 for time alone, its office of information. In this 
is all over town. it's something only MENES Ghat Ghe Seeks contain Heth) magazine campaign is being pre- against the first half of 1950, the Post, he is supposed to work with 
i v : , . > 'e@ . - 5 7 » ° ° > > s en @ . < P - a 
9 Pontiac con do and we'd like ing that would be offensive or| pared. advertisers’ expenditures in other th€ Adve rtising Council and adver 
a to tell more about it likely to cause the guest to stop media also rose. tusers who wish to help disseminate 
ar ” tata tae coming to that hotel. information about the OPS pro- 


| owe 
a SERVICES 


LJ 


I 


COLOR PROCESS 


the 
whenever the guest walks out with 


Doubleday assumes loss 


“Our loss is within the norm of 
hotel losses on all items,” accord- 


Waldron Joins Ball Bros. 
Zach K. Waldron, formerly with 


rubbers, as sales executive for the 
new Ball rubber products division. 


® The TV advertisers (none who 


of 15%. Magazine expenditures 
were up 4.1%; radio gained 0.6%; 
the supplements were off 5.3% 
And MAB points out: “Up to the 


gram 
During World War II, he was 


; En , Johnson Rubber Co., Middlefield, SPent less than $25,000 in TV are gqirector of the retail stores divi- 
a book and says nothing about it O., has joined Ball Brothers Co., clocked) spent $176,324,096 in sion of the U. S. savings bond 
But such losses, says Doubleday, Muncie, Ind., manufacturer of magazines, network radio and campaign, and was formerly retail 
have not been great. fruit jars, jelly glasses and jar Sunday supplements, a total gain promotion director for McCall's. 


Sales-Ad Club Elects 
The Guelph, Ont., Sales and Ad- 
vertising Club has elected the fol- 


7» resent iime ’ has been revard- lowing officers: Kenneth Havers, 
PHOTOGRAPHY } present iime, TV has been regard Menneth Havers Huse, euenidend: 
: NG oS oS on seine median by Edw rd L 1 Font 1ine, La Fontaine 
ROTYPI . iiacithain tal <a Edwa re: aine, Lz aine 
eecr 4 C 1 of the advertisers who use Furs Ltd., v.p.; William Maxwell, 
ENGRAVINGS =~ it Mutual Life Assurance Co. of Can- 
The Bureau also produced some ada, secretary, and George Baum, 
TYPOGRAPHY woke 
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get readership! 


interesting figures on the life of 


Armco Drainage Co., treasurer. 


| “People Sell Better than Paper” 


eee and You Can Cover 
Central New York with 
ONE Radio Station 


Sip AC USE 


NBC Affiliate. WSYR-AM-FM-TV—the Only 
COMPLETE Broadcast Organization in Central New York 


Bless our editors. Their ability 
makes Parade America’s best- 
read magazine. (Starch-proved.) 
And ads in Parade get more 

readers per dollar than in any | | 
other magazine! 


Put it in 


Eng paring and. 
/ Z 


: | Electrotype Co. 


812 W. VAN BUREN STREET 
HA ymarket 1-1000 @ Chicago 7, Illinois 


Headley-Reed, National Representatives 


The Sunday Picture Magazine 


= ae Le es a on i a ee ae : eh ; baie. be Reese od: = A eg 4 _ a cree 
Es cee ~~ —* ben. r. i = * Z : pe =a Re =: rae es me : ‘s ef Bes. = Mee sk Mies 
3 CIRE 7 TE is | oe se 
| | ~ - Po 
; | ! || 7] 
a 1 
a 4 
Pe . 
se i 
Bol 
a 
b> 
a. 
el : 
ia ) : 
aa 
: 
ee | | 
‘ 4 ve Se cae Wires oes Bc : ; 
1 q 5 es {Lo Soe Me ce EE SS ee et Se ne ee 
2 eee 3 ee } 
paieere FM eS eae -, Co Ss a j 
& » eee op a Be i — == 
% tiie ON) Tey Re a : i 
2 Pee gS he Chee coe 
ee vas Te oa a 
“a Bie Ay eae oe 
re Ba ee” 
: eane ett : 
one eae ; } 
us ° A eee 53 SS 
; ete aie. * 
“<i “Pls co 
|| = “! j 
’ 2 a 
iit | 
Rr 
i. Po | 
ge. ‘ , 


Advertising Age, October 29, 1951 


Color TV Is Out for the Duration, 
But Research Can Go On, Says Wilson 


(Continued from Page 1) 
minum, we cannot permit mass 
production of color television.” 


® The suspension for color appar- 
ently represented a modification of 
the policy announced by NPA two 
weeks ago promising that there 
would not be any “death sentences” 
as a result of the allocation of ma- 
terials. Mr. Fleischmann said at 
that time that some companies 
might get slim rations of materials, 
but that they would be free to use 
them as they please. 

In a letter to CBS President 
Frank Stanton last week, Mr. Wil- 
son said it is difficult at this time 
to keep the civilian economy rea- 
sonably well supplied with essen- 
tial goods. 

“We must, however, request in- 
dustry to suspend plans for mass 
production of new products which 
are not absolutely essential and 
which would require the use of 
critical materials.” 


@ The suspension, with research 
continuing, could throw the entire 
color problem back to FCC in the 
event other systems are developed 
during the emergency period. 

In authorizing the CBS system 
a year ago, FCC pointed out that 
the continued production of sets 
which would not receive CBS color, 
even in black and white, might 
eventually preclude that system 
unless it were introduced in the 
near future. 

When industry members said 
they could not modify sets to in- 
sure their ability to receive CBS 


pictures in black and white, the 
FCC decided to let CBS go ahead. 

FCC was not represented at to- 
day’s meeting. 


MURPHY TELLS CBS’ 
COLOR TV PLANS 

Cuicaco, Oct. 24—Despite the) 
fact that Columbia Broadcasting 
System has halted production of} 
color television receivers—at the| 
request of Defense Mobilizer| 
Charles E. Wilson—Adrian Mur-| 
phy, president of CBS Laborator- | 
ies, said this week he is certain} 
that “we are going to have color 
television some day.” | 

“I think,” he told the Chicago} 
Television Council today, “that it| 
will be the [CBS} field sequential 
system, but I feel that [whether it 
is the CBS system or not] is com- 
paratively unimportant compared 
to the fact that we will have color | 
television.” | 

Mr. Murphy assured his audi-| 
ence that “CBS plans to resume}! 
manufacture of color sets and color 
broadcasting” after critical mate- 
rials cease to be critical. 


RADIO. TV STATIONS 
ARE INDUSTRIAL: NPA 

WASHINGTON, Oct. 25—NPA to-/| 
day classified new radio and tvi 
stations as “industrial” projects, | 
liberalizing the amounts of steel, | 
copper and aluminum available for | 
their construction. Engineers say, 
however, that the supplies are still 
inadequate for large stations, and 
that new TV stations would still | 
require special] authorization from 
NPA. 


| 
| 


Mrs. Rosenberg Is 
Key to Military’s 
Future Ad Effort 


WASHINGTON, Oct. 25—Future 
plans for paid Army and Air Force 


advertising remained uncertain| which has the $2,100,000 national! g jetter carrier, stole the cards| own 


cials hope to recover most of the | 
second quarter expenditures, since | 
the quarter was only a few days | 
old when the “stop” order was is- 
sued. 
| Agencies handling the recruiting 
| accounts are remaining under con- 
ltract, and Grant Advertising, 


| Marathon stations in the company's mor- 


(Continued from Page 1) 

And at the Thursday afternoon 
divisional meeting of the newspa- 
per members, the old question of 
whether or not weekly papers 
should be represented on the board 
}of directors generated some 
|sprightly discussion 


s Alan C. McIntosh, publisher of 
the Star-Herald, Luverne, Minn., 
presented the case for the week- 
lies. He said that the weeklies have 
requested a division of their own 
,and a representative on the ABC 
‘board of directors for four or five 
years, “but nothing ever happens.” 
| Several of the daily members 
| backstopped Mr. McIntosh and the 
'division unanimously adopted a 
resolution asking the board of di- 
jrectors to consider the request of 
| the weeklies and to hear their case. 
? The board agreed to do so at its 
‘ |December meeting. 
* <= | Members of the newspaper di- 
POLE CAT—This four-color Stonzall card- | ViSional meeting also adopted the) 
board pole sign stands 96x39'2", and | report on retail trading zones (AA, 
was produced and distributed by Chi- |May 21) clarifying the formulas 
cago Show Printing Co. for the Ohio Oil ‘for establishing city zones and re- 
Co., to be used os a troffic-stopper ot all tail trading zones. | 
In the farm publication division- | 
jal meeting, members heard a re-| 
|port from the committee set up 
lto study the possibility of an RFD) 
|breakdown. The cost and com- 
| plexity of the project, however, 
| discouraged the members from 
| taking immediate action. 


money 
too! 


te 


keting area. 


Three Accused in 
Coupon Redemption 
Fraud Plead Guilty 


New York, Oct. 24—Three men|/@ The magazine divisional en- 
standing trial for theft of coupons| gaged in a lengthy but amicable 
withdrew their plea of not guilty|discussion regarding the status of 
last week in U. S. district court|catalog agencies and independent 
in Brooklyn and pleaded guilty. | agents and the problem of break- 

The three were accused of hav-|ing down subscriptions into those 
ing stolen 10,000 gift-offer post-|received by direct mail to pub- 
cards mailed by Seeman Bros., be-|lisher, from department stores and 
tween April 9 and May 7, to pro-|from other publishers. 
mote the sale of White Rose cof-| It finally adopted a resolution 
fee (AA, May 21). jasking that the directors change 

The cards had a retail value of|the definition of a catalog agency 
21¢ each. Federal investigators|so that it will read: “One which 
charged that Francis V. Galletti,| issues a wholesale catalog over its 
name,” rather than “one 


this week, while Assistant Defense | account, is maintaining its Wash-| from the mail, and sold them to| which publishes a wholesale cata- 


Secretary Anna Rosenberg visited 
Korean battlefronts. 

Recommendations for partial re- 
sumption of the recruiting cam- 
paigns were 
Rosenberg just before her depar- 
ture last week, but were not ap- 
proved. 

These recommendations, by a 
special committee studying recruit- 
ing advertising needs, are believed 
to favor advertising for specialists, 
such as WACs and technicians. 


At the same time, the report| Guard publicity personnel, and the |» his is the first major develop- 


is believed to have concluded that 
the Army and Air Force should 


not use paid advertising to recruit | tising and publicity appropriation | y, 
personnel for services covered by into a program “equal in value to) mer (AA, Aug. 27), and which led 


selective service. 


plans, 
ap- 


® According to original 


these recommendations, if 


proved by Mrs. Rosenberg, were to contributed space and time, and) (aa Sept. 10). 


be forwarded to the Senate ap- 
propriations committee. Committee 
members have said that they will 
be willing to reconsider their ban 
on recruiting ads, if the services 
can make a case. 

Meanwhile, Army and Air Force 
recruiting officials estimated that 
about $400,000 would be paid out 
to cover contracts canceled as a 
result of congressional action cut- 
ting off funds for recruiting ads. 
The services are retaining about 
$700,000 of unexpended recruiting 
funds, which have been “im- 
pounded” by order of the Secre- 
tary of Defense. 

In addition to the national ad- 
vertising, the services are cancel- 
ing advertising which is placed 
through other agencies servicing 
the six Army areas. In all, about 
$1,000,000 was allotted for this pur- 
pose. First quarter expenditures 
had already been made, but offi- 


submitted to Mrs.) 


| ington staff on a stand-by basis. 


| NATIONAL GUARD AD 
DRIVE IS PRAISED 

WASHINGTON, Oct. 25—The Na-| 
tional Guard Assn., holding its) 


| 73rd national conference here this | 
week, heard a public relations re- | 
port praising the effectiveness of | 
| National Guard publicity, and Na- | 
tional Guard's advertising agency. 

The report, by a committee un- 
der Maj. Gen. Karl Hansauer, said 


|Guard’s agency, Robert W. Orr, 
|} had “stretched” a $300,000 adver- | 


advertising which would cost many 
| millions of dollars.” 

| Results were obtained through | 
cooperation with business men, 


| the Guard’s own radio productions | 
| starring Mindy Carson and Red| 
Barber, as well as the Guy Lom-'! 
bardo and Don Estes shows. 

The Guard’s campaign was not 
interrupted by the recent congres- 
|sional order checking recruiting 

ads of the Army and Air Force. 


Colgate Promotes Laboda 

George T. Laboda has been pro- 
moted to assistant to the radio-TV 
director of Colgate-Palmolive-Peet 
Co., Jersey City. With the com- 
pany since 1946, he directed ad- | 
vertising research in the market | 
research department before his | 
new appointment. 


| 
| 


Gerald Tasker Appointed V. P. 
| Gerald W. Tasker, head of the 
| agency’s research department for) 
| several years, has been appointed 
| v.p. of Cunningham & Walsh, New 
York. In 1948 he originated Video- 
town, the agency’s test city for TV 
' marketing studies. 


Morris Schneider, a newspaper| log of its own compilation.” 
distributor, for 8¢. Schneider sold} The advertising agency mem- 
them for 9¢ to Sam Salzinger, a} bers endorsed the retail trade zone 


grocer. Salzinger then sold the/revision and adopted a resolution 
cards to other grocers for 12¢ or|“strongly urging that considera- 
13¢ tion be given to a method of ad- 


Salzinger and Schneider each|mitting the syndicated newspaper 
face a maximum sentence of two| supplements to membership in the 
years in prison and a $2,000 fine.| bureau.” The ABC management 
Galletti, for mail theft, faces a pos-| was requested to study the matter 
sible maximum sentence of 10)and report to the board with in- 
years and a fine of $4,000. | cormation and suggestions on the 
subject. 


ment in the coupon redemption|s# In the business paper session, 
fraud situation, which aroused| members discussed the proposed 
idespread interest here last sum-j|changes in business paper pub- 
| lishers’ statements with regard to 
improved typography, simplifica- 
j tion of the statements and possible 
j}changes of position of the para- 
| graphs. 
Although the simplification is 
lexpected to take time, members 
hope to be able to incorporate 
|typographic improvements in the 
| December, 1951, statement 

In addition, business paper 
members adopted a resolution to 
the effect that “the directors be 
ercised by companies mailing cou-| requested to consider revising the 
pons, and that regular checks/rule on mail subscriptions special 
should continue to be made. to the extent at least that lists of 
| ten subscribers or less be included 
under mail subscriptions individ- 


the Better Business Bureau of New 
York to call a special meeting of 
business executives and law en- 
forcement officers in September 


Since then, because of greater 
vigilance on the part of companies 
using coupons, and by law enforce- 
ment officials, there have been 
few reports of coupon theft. Post 
office inspectors warn, however, 
that continual care should be ex- 


New Anti-Cold Tissue Bows 
Personal Products Corp., Mill- —_. 

town, N. J., manufacturer of sani-| Prospects for the change, how- 

tary napkins and cleansing tissue, ®Ver, ar€ not too bright, since the 

will launch a campaign for a new | agency divisional meeting adopted 

anti-bacterial agent in November,|a resolution at the same time ask- 

which has been added to Yes tis-|ing the ABC board not to make 


| sues. The agent reportedly deadens| any changes in the bulk sales rule 


cold bacteria and keeps them from (jn whi i 

spreading after the tissue has been Gn wah Sve 
used. Magazines, newspapers, ra- 
dio and television in certain mar- . 
kets will be used to introduce the # I his annual report, ; H. H. 
new tissue. Compton Advertising, Kynett of Aitkin-Kynett Co. and 
New York, is the Personal agency. president and chairman of the 


or more subscrip- 
tions are considered “bulk”). 


111 


‘ Audit Bureau Meet Covers Business 
Quickly, Calmly; Kynett Reelected 


ABC board, said that membership 
in the bureau again is at an alltime 
high, with a total of 3,351. 

Despite numerous mergers and 
dissolutions—and some resigna- 
tions—the membership has in- 
creased from 2,093 in 1941 to the 
current record figure of 3,351. The 
present membership is composed 
of 485 advertisers; 180 agencies; 
1,218 daily newspapers; 756 week- 
ly newspapers; 270 magazines; 72 
farm publications and 370 business 
papers 

Mr. Kynett disclosed that the 
bureau's beard of directors took 
Phillips Wyman's provocative 
speech last year quite seriously. 
Mr. Wyman of McCall Corp., a 
former ABC director, said empha- 
tically that “the emphasis of the 
ABC as an auditing organization is 
somewhat out of date.” 


@ Mr. Wyman said that publica- 
tions were over-audited, that the 
bureau takes too long to issue its 
reports and ought to look into the 
need for public relations fence- 
mending. 

The board, Mr. Kynett said, dis- 
cussed the “over-auditing” charges 
but remains convinced “that bu- 
reau audits are not overdone—that 
they are necessary not so much for 
policing (although policing is a 
perpetual necessity for a conten- 
tious minority) as for meeting 
changing conditions and practices 
in the distribution of circulation.” 

But on the two other counts of 
Mr. Wyman’s indictment, Mr. 
Kynett reported, the bureau has 
taken definite action. “It is now 
possible for a publisher to have 
for use end figures from publish- 
er’s statements within ten days of 
the time the publisher's statement 
is filed with the bureau.” 

In the field of public relations, 
he continued, the ABC has been 
active, particularly in the estab- 
lishment of media clinics, design- 
ed primarily for advertising agen- 
cies, but open to advertisers and 
publishers as well. It has also dis- 
tributed the bureau’s movie wide- 
ly, and ABC officers have been 
active along the luncheon speaking 
circuit. 


@ At the meetings of the several 
membership divisions of the ABC, 
the following were nominated for 
directorships (and were elected at 
the business meeting this morn- 
ing. All succeed themselves, ex- 
cept Mr. Connolly and Mr. Noyes): 


Advertisers: Robert M. Gray, Esso 
Standard Oil Co... New York; John H 
Platt, Kraft Foods Co., Chicago; Vernon 


D. Beatty, Swift & Co., Chicago; Carleton 


Healy, Hiram Walker & Sons, Detroit; 
William N. Connolly, S. C. Johnson & 
Son, Racine, Wis., and Harley H. Noyes 
of Oneida Ltd., Oneida, N. Y 

Agencies: H. H. Kynett, Aitkin-Kynett 
Co., Philadelphia, and Ben C. Duffy, 
Batten, Barton, Durstine & Osborn, New 
York 


Business Papers: Stanley R. Clague, 
Modern Hospital Publishing Co., Chicago. 

Farm Publications: Leslie A. Watt, 
Poultry Tribune, Mount Morris, Il 

Magazines Ww. u Eaton American 
Home, New York 

Newspapers: E. R. Hatton 
Verne E. Joy, the Sentinel, Cen- 
lil., and Harlan G. Palmer of the 
Citizen News, Hollywood 


Detroit Free 
Press 
tralia, 


s At the meeting of the board of 
directors today, Mr. Kynett was 
reelected president of the Audit 
Bureau. H. H. Rimmer of Canadian 
General Electric Co., Toronto, for 
many years a director of the ABC, 
was elected 3rd vice-chairman. All 
other officers were reelected. 

They include, in addition to Mr. 
Kynett: William A. Hart, E. I. du- 
Pont de Nemours & Co., Wilming- 
ton, Del., Ist vice-chairman; E. R 
Hatton, Detroit Free Press, 2nd 
vice-chairman; John H. Platt, 
Kraft Foods Co., secretary, and E. 
Ross Gamble, Leo Burnett Co., 
treasurer 
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112 Advertising Age, October 29, 1951 
September Advertising Pages and Linage in Farm Publications 
; Ofticial Figures as Compiled by Farm Publication Reports Inc. 
f- Publications with an * report directly to ADVERTISING AGE 


Current Month 
Commercial Dis- 
play Exciuding 


Current Month 
Commercial Dis- 
play Excluding 


i Poultry, Classified Poultry, Classified 
‘ Total Advertising, In Pages r Total Advertising, In Lines - and Livestock, In Total Advertising, In Pages— Total Advertising, In Lines and Livestock, In 
Sept Sept. Jan.-Sept. Jan.-Sept. Sept pt Jan -Sent. Jan. -Sept Lines Sept Sept. Jan.-Sept. Jan.-Sept. Sept. it. dan.-Sept. Jan. -Sept. Lines 
1951 1950 1951 1950 1951 1950 1951 1950 951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 
Farm Magazines dais Pine’ Momestent oes 302 Mes ack3 Sibel 40083 378868 350929 Afe1D 38.192 
Capper's Farmer 513 S13 438.0 463.9 34.852 34.891 291.858 315.484 33,874 34,150 Oregon Farmer 53.0 40.3 3581 369.8 40, ‘490 ©. 270.838 += 279.647 38.433 28,315 
Country Gentleman 1119 1033 837.2 872.0 76.077 70.240 569.296 593.016 75.056 69.038 Oregon Grange Bulletin 139 109 1324 1194 15,148 11.858 142, 129.696 15,148 11.858 
Farm Journal 89.0 96.2 798.1 855.9 38,184 41,260 342.455 367,193 37,251 40,314 Pennsylvania Farmer 53.1 42.2 405.3 383.2 40.752 32,384 211,163 294,315 36,600 564 
xoFarm & Ranch with Southern +Pramrie Farmer 
Agriculturist Zlllinois Edition 89.3 66.8 657.9 585.3 64,981 48,657 478,885 426,033 57.485 41,531 
Upper South Edition. 33.6 —— 2859 —— 22835 —— 194,384 — «2173 =Indiana Edition 87.0 668 650.4 585.3 63,345 48.657 473.521 426.033 55,849 41,531 
. Lower South Edition. 361 —— 2863 —— 24538 —— 194,712 — 23486 — Average 2 Editions 88.2 668 654.2 585.3 64.163 48.657 476,203 426,033 56.667 41,531 
Southwest Edition 4.3 —— 3026 —— 30.799 —— 272,199 — 29685 —— Rural New-Yorker 36.3 32.7 268.3 337.6 28.479 25,600 226,040 264,606 23.804 20.110 
Progressive Farmer Utah Farmer ...... . 25.0 . J A . A As 
‘SCarolina-Va. Edition 90.3 79.7 676.3 706.9 61,379 54,208 459,862 480,735 59.595 52,463 | Wallaces’ Farmer & Towa 
=Ga.-Ala.-Fla Homestead 995 888 7140 5.4 77.981 69, 559.825 521,585 62.490 54,058 
Edition 916 796 7130 724.0 62.277 54,107 484,757 492.273 60,316 52,356 Washington Farmer .... 48.1 421 3516 371.9 36,364 31.853 265.841 281,200 34,729 29.678 
=Ky.-Tenn.-W. Va Western Farm Life 38.0 29.0 3088 287.9 29.780 22.768 242,001 225,612 27.764 20,794 
2 Edition 88.1 76.7 6736 687.5 59,902 52,168 458,082 467,470 58,165 50,421 gHerdsmen Edition 295 283 2625 2426 23.092 22.176 205,758 190.181 5698 4,214 
= Miss.-La -Ark . - aus 26 speee seen 466.437 470,197 $7956 4n.986 Wisconsin Agriculturist 645 52.4 489.0 4548 50,556 41,051 383.444 356.597 966 39,228 
Edition 87 7 , 6 9.6 ¢ . . , FETE LIIOE INSIDE DRRLELUGRDOD BOCTET EOTODOL 7SRL 726 917020 748314 
Texas “Edition... 920 823 7894 7508 62.546 55.967 509.571 510.571 60.924 54.195 yore and Andiana edviions al listed Separately preor to April 1951. Wot included im totais, SThis edition also caries 
Average 5 Editions 90.0 78.6 699.7 7122 61.159 53,462 475.742 484.249 59.391 51.684 4; Jinage appearing in Western Farm Life ; 
a Successful Farming 104.1 109.0 830.4 865.7 46.851 49.032 368.653 389.562 46,181 48,349 
| Total Group 446.3 438.4 3.6034 3769.7 257.123 248.885 2.048.004 2149504 251.753 243535 Bi.Weeklies 
‘ Not included in totals. Published only two editions in 1950, so comparable figures are not available. 
; Arizona Farmer 71.2 814 5932 572.0 53,806 61,570 448,424 432,509 51.636 58,224 
vie j California Farmer 
Monthlies Northern Edition .. 56.6 48.7 457.6 457.0 42,777 36.849 345,876 345,404 39,767 34.801 
Agricultural Leaders =Southern Edition 58.7 52.2 464.6 460.9 44.391 39.467 351.243 348.432 41,381 37,335 
‘ Digest 279 378 1615 1920 5,460 7,413 31,653 37.626 5460 7,413 Average 2 Editions 57.7 505 4611 459.0 43.584 38.158 348.560 918 40.574 068 
; American Frut Grower 155 16.7 2516 2749 6,698 7,234 108649 118647 6543 7.132 ‘*Dairymen’s League News 119 9.3 1080 1143 8732 6.749 78.707 83.371 4625 5,694 
+ American Pou Itry Journal “jan 2 yi? yj 3 yjyaea ing 122 —~"B7e 401 "RAD oR 3 “Oo On 
; Eastern Edition ms me mee gee eee ee wee me oe nee Se Oe ae ae aa ee ee eee 
=Central Edition 26.7 27.7 267.7 3008 11471 11880 114866 129.010 9.783 10680 ~ 
=Western Edition 23.0 255 2301 2629 9860 10,953 98633 112842 8457 9,977 
Average 3 Editions 27.0 > ny : 5? ey 12,129 a “4 oa tes a as 10.852 Farm Lina e Trend 
Arkansas Farmer 20.2 6 23. ; 0, 0 9 93 0,001 Fi in Th 
Better Farming Methods 344 384 3394 345.0 14.748 16.457 1455545 148.039 14.178 14,664 g gues in Thovsands 
; Better Fruit 94 89 155 1 148 5 hos 3.733 63.420 62 g83 4,025 3.733 
Breeder's Gazette 24.4 28.9 2 8. : 023 «80.415 6.431 8.418 
ol California Citrogragh 260 290 226.0 2435 17,48 19.474 151.900 163618 17.360 19.306 MAGAZINES MONTHLIES 
¥s "Carolina Co-operator 2.9 2.0 211 27.4 1,206 “ 8.885 11,467 4,206 4,122 1951 1951 
: Cattleman. The 162.7 146.2 9819 829.6 68,338 59,707 412.470 346,744 24.916 20.202 sept.[257 } sept.(a74 ] 
i x *Electricity on the < A 
of Mswann 4S Sed BS SEM EME LIN fae 
z F armer-Stockman 75.4 34.3 406.4 308. a 6.049 \ ‘ 992 23.996 
fe Florida Cattleman 448 399 4254 3730 18823 16772 178641 156659 17.052 12814 |AUG.JI72 AUG.|362 
a Florida Grower 197 180 164.7 156.3 13,386 12.278 112.239 107,082 12,876 11.796 : : 
— Idaho Granger 77 88 726 822 8379 9.576 ‘981 88.728 330 9,492 1950 1 
of Kentucky Farmer 270 179 207.3 1788 21,186 14,010 162532 140.191 17,380 12,244 
: Michigan Farm News 24 22 21.8 166 5,72 4858 50,635 38,892 4798 5.684 eo 9 SEPT. 
oo National Live Stock 
a ; Predueer 127 156 S18 82.9 9.283 12.383 $9.581 60283146 10.303 
oi *Nation’s Agr 10 68 6 2 . 696 f : 
So ay th, JF . Fe . SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
ie Garden %9 347 3799 3615 16.604 15,631 168,744 162,772 14,008 12,160 1951 1951 1951 
eg mg gpehaeegs 106 104 937 1009 4749 4 42.186 45,457 4.329 4,366 =| SEPT 
i E  pacitic Pouliryman 314 358 317.3 3258 13.468 15,372 135.576 139855 9.764 10,992 [1,068 j Bea} 
a Poultry Tribune 
a ‘Eastern Edition 410 405 3842 4281 17,599 17.382 164839 183.668 15.469 15,717 aus[ais aus.[93__| aue[285 | 
A =Central Edition 36.0 37.9 3360 366.0 15.428 16.273 144.106 157.059 13.880 15,150 
a ' =Western Edition 07 332 e924 63223 13.187 14-220 125,440 138 261 11,957 13.300 1950 1950 19 
a ‘ Average 3 Editions 35.9 2 337.5 338.8 . 66 ‘ y 
a : aadane fon & SEPT. 897 SEPT. SEPT. 
Wa : Home 68 81 70.4 744 6934 8,926 77,135 (82,012 5.698 7,626 ne 
ae) 1 Southern Planter 27.1 295 2549 2499 18.955 20645 178.465 174.867 18,075 19,784 
et *Turkey World 48.4 466 4335 4127 20.779 19.975 186.177 177.032 12.594 10,615 
a *Western Dairy Journal 388 384 351.7 349.2 16,283 16.128 147,842 146,716 10.017 10,241 , t ’ : - 
— Western Livestock All figures in the following groups were compiled by Advertising Age 
j : Journal : 1113 827 873.9 821.1 46,774 34,762 367,187 344.898 18,585 17,213 
or Wyoming Stockman- i 
5 Farmer 16.7 16.6 1719 168.3 19,238 19,123 158,289 155,130 13,466 _ 13,003 Waele —_ 
RE Total Group OIG 8322 7.4924 7.2304 473,599 419.007 3,830,407 3.636.060 351.886 315,458 eetly Kansas City Star 3 
> (No August issue. <Not included im totals. SAugust-September issues combined. No August issue in 1951. {Formerly Kansas Edition 22.5 247 213.3 225.8 55,513 60.847 525.839 556,301 43.713 49,957 
; Saaenes Goveay. Missouri Edition 21.9 23.7 209. 215.9 53,899 58.505 517.046 531.981 41.854 47,500 
Okla.-Ark. Edition 198 209 197.3 2025 51.428 486.225 499.051 38.576 41.858 
= Newspaper Monthly Farm Sections Dailies 
het em os 252 223.3 212.5 26,601 26,720 236,112 226,526 26.433 26,006  “Micage Daily Drovers s as my MT mm ees 
egister : , . I ’ BD waes . 81.7 7 8, 88, 199,207 44 ‘ 
i 9*Rural Gravure 91 57 ‘S68 S01 9107 (5.727 57.088 50.388 9.107 5.727 Kamas City Daily Drowrs os 599.207 644.208 «31,532 57.400 
f t*Texas Ranch & Farm 19.0 164 1751 150.2 20,258 17.486 186.578 160.048 18.193 16.296 Telegram .... 42.2 3319 351.3 81.412 89,888 706.430 747.447 36,426 45,713 
: Total Group 533 472 4552 4128 55.966 49,933 ~ 479.738 436.962 53,733 48.029 Omaha Daily Journal 
'Smatier page size (1.055 lines) im 1951. $16 pages im September 1951; 12 pages in September 1950. [Formerly Star- Stockman .... 46.1 51.7 332.7 345.8 98.160 110.121 708,085 736.088 56.542 65.085 
Telegram Ranch & Farm News St. Louis Daily Live 
Stock Reporter 24.9 289 224.0 237.7 53,076 61.472 477,188 505.755 27,815 33,952 
Semi-Monthlies Total Group 146.1 1646 11703 12375 310882 350.417 2.490.910 2 633,498 152,315 i82,150 
) American Agriculturist 302 281 267.2 252.8 21,966 194,453 184,146 20.187 18,727 ° 
: *California Grange News 134 121 1100 988 14486 13,148 119,952 107,919 10,2 8.1 Canadian 
Colorado Rancher and 
a Canadian Countryman 38.4 446 3011 330.5 26,912 31.221 210,739 231,373 19,907 23.113 
Farmer 422 309 302.7 268.0 31,936 23,361 228,870 202,540 26,868 19,140 
*Cooperative Digest 41 59 606 594 (1715 2485 25, ele asi ewan. ee Se eee ee ee ae 
Dehee Verma en se Ee es Se CUS Ce am zEastern Edition 89.2 95.2 762.7 803.6 89,221 95,242 762.676 803,786 68,294 76.830 
armer, The 625.5 568.0 ‘367 50.419 490,353 445,281 61,109 45,711 vd y 
Heard’s Dairyman 420 351 3545 364.9 30,593 25,552 257.953 265,712 23.501 19,793 — as; eS; SF a Se SS SR ON SR 
or ws Wea desk 209 BEG 20550 Hoeses aek0s S748 essre Farmer's Advocate & Home : ellie ' —o 
“Indiana Farmer's Guide 285 28.4 2 9 I y \ 376 
’ Kansas Farmer 508 434 376.2 3538 38575 32.969 285.788 268.813 34.162 28.460 , Masazing 7 ee yo 
Michigan Farmer S32 430 (4334 4086 45.553 52999 6332.58 313.702 40.900 25.965 | Free Press — , , , 5.575 
Missourt Farmer 8.3 6.6 617 66.6 5.831 5.010 . * 
Histon 8 ‘ Farmer ; 98.5 1012 868.1 898.9 108.438 111,422 958,252 991.807 72,280 77,852 
Diet Buretiet 57.5 469 362 (2579 GND SEGSL TIT TAED SNERE ESE | tee preter 47.9 418 4505 452.7 51.250 44.698 482.125 485.270 34.178 _ 31.039 
Stockman 616 591 S515 4936 46,564 44,716 417,003 373,227 36.582 35,791 Total Group . 400.9 407.3 33058 3,435.0 363,967 368,516 3,050,296 3166.28) 276,184 288,728 
Nebraska Farmer 95.1 772 6895 607.5 71,890 58,336 490,936 459,197 59,542 48,194 Not included in totals. 
25% Gain in Frozen Food Sales Reported |tribute increasingly to total pro- Society Honors Paschel | Kilmer Names Otto Co. 
duction.” : Herbert P. Paschel, graphic arts Kilmer & Co., proprietary drug 
New York, Oct. 23—Total sales current per capita consumption of | He said B grade products will consultant, has been elected an} manufacturer, has appointed Rob- 
Cr; ef commercially packed frozen frozen foods at 15 pounds, predic-/|also “help create the habit of more associate of Photographic Society|ert Otto & Co., New York, to 
foods, which were close to $600,- ted that it will be about 30 pounds frequent use of frozen foods among of America for significant contri- | handle export advertising. News- 
000,000 last year, should approxi- by 1955. He said that the total pack | lower income families, and thereby a a the ———— of | paper and radio campaigns will 
mate $750,000,000 at the retail lev- of frozen foods this year will be|broaden the whole base of the Photographic and photo-mechani-| run in Cuba, Puerto Rico, Panama 
: el this vear, according to E. W. approximately 2.5 billion pounds. | future market.” cal technology through his efforts} and the British West Indies. J. 
. = i ; uF a. ay ately 2. nts in writing, lecturing, research and | Walter Thompson Co., New York, 
illiams, publisher o uick o- teaching. handles national advertising for 
en Foods s C. G. Mortimer, v.p. of General| Beam Tops Earnings. Sales the company. we 
Mr. Williams, who spoke at a Foods, predicted the future growth James B. Beam Distilling Co., si 


Donohue Joins Famous Artists 
Joe C. Donohue, who has been | Thompson Gets Bank 

operating as an independent pro-| The Toronto office of J. Walter 
gram consultant and packager, Thompson Co. has been named to 
has been named head of the TV) direct advertising for the Bank of 
and radio departments of Famous | Nova Scotia. The agency has han- 
Artists Corp., Beverly Hills, talent | 


of the frozen foods industry will Chicago, has reported alltime re- 
be “shaped largely by the kind of cord high earnings and sales for 
consumer values that are offered.” | the fiscal year ended June 30, 1951. 
He said there is a large market —- [agg powee pn 
for second quality products “at a| 0 Be Ba 
* Ye . a re: ,317, or 5 share. 
fair second quality price.”’ In this} last year's $504,3 or S6¢ 2 


luncheors given by the Sales Exec- 
utives Club of New York in honor 
of the frozen foods industry, said 
Ly “frozen foods were possibly the 
only products in the entire food 
line which declined in price as 


against a year ago.” 


connection, he declared: 


Sales were $17,220,228 as com- s Ce 
pared with $14,094,744 last year. organization. 


dled public relations for the bank 


| Since last April. 


Frozen vegetables, fruits, sea- “It’s become increasingly ap- 
food and poultry are either about parent that the available supply Blackstone Names Hicks Cunningham to N. W. Ayer | Sidles to Anderson & Roll 
the same or 3% to 5% cheaper of premium quality raw materials | | 


Blackstone Corp., Jamestown, Newton C. Cunningham, former- 


Sidles Co., Omaha, distributor of 


than a year ago. Orange juice and cannot keep pace with the paid Y., manufacturer of washers| ly advertising and sales promotion appliances and auto accessories 
grape juice concentrates are from growth in the demand for frozen and ironers, has appointed Hicks | manager of Owl Drug Co., has west of Chicago, has appointed 
5% to 10% cheaper than last year, foods. If the industry is to main-|g@ Greist, New York, as agency|joined the plans and merchan- Anderson & Roll Advertising 


said 


M: 


he 
who 


Williams, 


estimated 


tain its rate of growth, second 
quality products will have to con- 


for the company’s line of home| dising department of N. W. Ayer 
laundry equipment. | & Son, New York. 


Agency, Omaha, to handle its ad- 
vertising. 
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Butter Is ‘Psychologically Equated with 
Love,’ Dichter Tells Butter Institute 


Cuicaco, Oct. 23—The American 
housewife has an emotional at- 
tachment to butter in which the 
dairy food “is psychologically 
equated with love,” Dr. Ernest! 
Dichter, psychological consultant, 
told members of the American 
Butter Institute here yesterday. 

Dr. Dichter addressed the insti- 
tute’s 43rd annual meeting, de- 
voted largely to the problem of in-! 
creasing consumer acceptance of| 
butter. He described butter as hav-| 
ing an “emotional aura,” which 
dates from the parental care con- 
sumers received in childhood and 
which they also associate with 
“good and gracious living.” 

According to Dr. Dichter, tech- 
nological considerations regarding 
butter manufacture are less impor- 
tant than “the emotional meaning 
which butter has for people. . .The 
housewife has an emotional attach- 
ment to butter; when she thinks of 
it she does so in emotional terms. 
Butter reminds her of her child- 
hood and the happiness and securi- 
ty of the family gathered around 
the dinner table.” 


8 On the rational level, he stated, 
“butter is regarded as a treat, 
something ‘extra-special,’ some- 
thing extremely pleasurable. It is 
an indulgence. 

“On the irrational level,” Dr. 
Dichter continued, “we find peo- 
ple associating butter with the past, 
to the ‘wonderful days gone by.’ 
With the additional knowledge that 
mothers frequently urge their chil- 
dren to eat large quantities of but- 
ter, we have concluded that people 
tend to associate butter with the 
regard and care shown for them 
in their childhood. The butter is 
psychologically equated with love.” 

For members of the institute, Dr. 
Dichter prescribed merchandising 
butter “as the romantic symbo] of 
good and gracious living.” 


” 


8 Results of an 11l-state survey on 


the appearance of butter conducted 
by Dr. Dichter for the mene, 
Carton Research Council were pre- 
sented to the meeting. Among his 
findings are: 

1. Butter’s best package is one 
which has imaginative and delicate 
design, is unique in conception and 
leaves no doubt in the consumer's 
mind that the manufacturer has 
made a special effort te please her. 


| Portland, Ore., has been named to 


2. Consumers are suspicious of | 
the quality of products which are 
not packaged in a way to denote 
quality. 

3. Consumers have an over- 
whelming preference for paraf- 
fined cartons, feeling they are 
sanitary, convenient for storage, | 
insulating and helpful in maintain- 
ing the shape of the product. 

4. More than half the people in- | 
terviewed considered the use of 
aluminum foil a real advantage in 
butter packaging, but as an addi- 
tion to wax cartons, instead of a 
replacement for them. | 


® Arthur H. (Red) Motley, pub- | 
lisher of Parade, told the butter! 
men that their future work should | 
be concentrated in improving but-| 
ter’s quality, making their sales 
appeal to “everybody on the 
block,” replacing a cold sales ap- 
proach with an emotional appeal | 
and affixing a price tag to their 
product which spells quality. 

A. F. Perrin of Cudahy Packing 
Co. was elected president of the 
institute, and L. P. McCoun of 
Harding Cream Co., Omaha, was 
elected v.p. 


Cecil Heads Enlarged 
Four A’‘s Committee 

James M. Cecil of Cecil & Pres- 
brey, New York, has been named 
chairman of a _ newly-enlarged 
Four A’s special committee on ad- 
vertiser relations, Other members 
are: 

James T. Chirurg of the James 
Thomas Chirurg Co., Boston; 
Arthur C. Fatt of Grey Advertis- 
ing Agency, New York; Clinton 
E. Frank of Price, Robinson & 
Frank, Chicago; Marion Harper Jr. 
of McCann-Erickson, New York; 
John M. Lupton of John Mather 
Lupton Inc., New York; Dwight 
Mills of Kenyon & Eckhardt, New 
York, and Arthur G. Rippey of 
Arthur G. Rippey & Co., Denver. 


Gabel Joins Bushong & Co. 
Rollie J. Gabel, formerly with 
Mac Wilkins, Cole Weber, 


the sales staff of Bushong & Co., 
Portland printing firm. 


To Hold Meeting in Boston 
The 13th annual New England 


Newspaper Mechanical Confer- 
ence will be held Nov. 3-4 at the | 
Hotel Statler, Boston. 
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ENGRAVINGS 
= E. Winois Street 
Telephone: 


big League Stuff 


It wasn't accidental that some of 
America's more important advertisers 
turned to McGrath and Associates 
for their engravings. It was quality 
workmanship. 
May we add that among the nation's 
Big League engravers McGrath has 


E Mc 
and Associates 


DAY and NIGHT SERVICE | 


DElaware 7-S\42 


| 
| 
| 
| 


rating for many a year. 


Sharp-eyed agency men, intent on 
getting quality, look to McGrath 


and get it. 


— » ek <a 
7 th 5 


prath 


Chicago li, Winois 


DIFFERENT—This new package design for General Foods’ Minute Rice features 
four different dinners—rice with ham, salmon, ground beef and chicken. Recipe 


suggestions appear on side ponels 


New S-ounce package replaces the red-ond- 


white plaid or checkerboord design which first appeared in 1946. The change was 
made to give the product greoter disploy valve. 


Advertisers Span 
50 Years in January 
‘Popular Mechanics’ 


Cuicaco, Oct. 25—Four adver- 
tisers whose copy appeared in the 
first year’s issues of Popular Me- 
chanics will be included among the 
almost 300 pages of advertising 
which will appear in that maga- 
zine’s January, 1952, 50th anniver- 
sary edition. 

The anniversary issue will run 
over 500 pages, will be the largest 
in both total and advertising vol- 
ume which the publication has 
ever issued, and is expected to de- 
liver 1,500,000 circulation, in con- 
trast to normal circulation (for the 
first six months of 1951) of 1,171,- 
000, according to Clover Perkins, 
advertising manager. 

The four advertisers who will 
mark 50 years since the appearance 


of their first copy in the publica- 
tion are Crane Co., L. S. Starrett 
|Co., International Correspondence 
Schools, and Theo Audel Co. 


\® Editorially, the issue will fea- 


ture “The American Way of Doing 
Things,” and will review mechan- 
ical and scientific developments of 
the half-century, with a distin- 
guished list of leading scientists 
and business men included among 
| the authors. 

Founded in 1902 by Henry Ha- 
ven Windsor, son of a Congrega- 
tional minister who had been born 


in a log cabin in lowa, Popular 
Mechanics, with its slogan of 
“Written so you can understand 


it,” is now published not only ir 
the English edition, but in four 
foreign editions—French, Spanish, 
Danish and Swedish. 

Active head of the business 
since his father’s death in 1924 ha: 
heen H. H. Windsor Jr., and H. H; 


IN SOUTH 


Totaling $65,488,000. 


more than 100 years, } 


its two rivers, into the 


a 36.1% gain since 1940! 


Keep Your Eyes On Charleston, S. C.! 


CHARLESTON COUNTY -— 
FASTEST GROWING COUNTY 


PLENTY OF SPENDING MONEY! 
* (More Than in Any County in the State) 


and IT’S THE STATE'S FASTEST GROWING COUNTY! 
* * (36.1% Population Gain in Ten Years) 


*% Total Retail Sales $125,097,000._Net Effective Buying Income 
$190,585,000.= A Potential Purchasing Power of Unspent Dollars 
This is More Than Double that of South 
Carolina’s Next Two Major Metropolitan County Areas, of which 
Columbia and Greenville are the Respective County Seats! (SALES 
MANAGEMENT'S 1951 Survey of Buying Power. 
The county seat of growing and prosperous Charlie 
the City of Charleston, whose city 


**South Carolina's 46 Counties Showed an i 
Gain of 11.4% in the Decade Between 1940 and 1950. Charleston 
County Led All Counties of South Carolina With Its Population 
Increase of 43,751, which Represents a Gain of 36.1% in the 10 Year 
Period! (Final Official U. S. 1950 Census Figures. 

NOTE: Official U. S. Census figures give the population of Charleston 
County as 101,050 in 1930; as 121,105 in 1940 and as 164,856 in 
1950!—This represents a population growth of 61.2% in 20 years; 


CAROLINA 
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extended in 
#8 population 
west, across 
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THE CHARLESTON EVENING POST 
«She News and Courier — 


CHARLESTON, SOUTH CAROLINA 


REPRESENTED By T 


HE JOHN BUDD CO 
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Windsor III is also now in the 
business. Clyde Blair and Charles 
Minor, two advertising salesmen 
who joined the publication in 1907, 
are still active on the advertising 
staff 


State Pushes to Remove 


Signs from Its Highways 

The North Carolina highway 
commission will conduct a special 
drive during the month of Novem- 
ber to get the cooperation of adver- 
tisers to remove signs from high- 
way right of ways. 

Henry W. Jordan, commission 
chairman, said that if the volun- 
tary effort is not successful, the 
| commission will take whatever 
legal steps are available. This 
is being done to conform with fed- 
eral highway requirements, he ex- 
plained. 


To Become Magic Chef Inc. 

American Stove Co., St. Louis, 
manufacturer of gas ranges, has 
announced it will change its 
corporate title, with the consent 
of its stockholders, to Magic Chef 
Inc. on Dec. 31 


YOUR ADVERTISEMENT 
is only as good 
as the men who read it 


The best copy you ever produced 
wouldn't sell a conveyor to the 
office boy. Not because your copy 
wasn’t good, but simply because 
the office boy doesn't buy con- 
veyor equipment. 

If you are selling conveyors—= 
or other equipment or parts of 
materials — to industry, you aré 
aiming to reach: 

Production and operating 
men 

Engineers with plart, pros 
duction, operating r@sponsi+ 
bility 

Administration officials ace 
tive in plant operation 
Purchasing men 

These four groups make up 
94% of the 60,000 readers of In- 
dustrial Equipment News. In res 
sponse to our reader verification 
(over 85% average returns) thesé 
men tell us how their job funce 
tions overlap. By percents, it looks 
like this: 

39.9% are in production 
management 

50.0% in plant engineering 
and operation 

35.6% in purchasing 
43.5% in product design and 
engineering 

Over 92% of these men have 
requested Industrial Equipment 
News. Reader verifications show 
that they use TEN for finding 
products they need. For more 
complete information about In- 
dustrial Equipment News read- 
ers, see the new NIAA Report, 
lone of the informative pieces in 
our new Media Data Reference 
| File folder. A copy is yours for 
the asking. 


| Thomas Publishing Company 


461 Eighth Avenue, New York 1, N.Y. 


| REPRESENTATIVES—ATLANTA - BOSTON 

| CHICAGO + CLEVELAND + DETROIT 
INDIANAPOLIS + LOS ANGELES 

PHILADELPHIA + PITTSBURGH 
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Advertising Age, October 29, 1951 


September Advertising Pages and Linage in Farm Publications 


Ofticial Figures as Compiled by Farm Publication Reports Inc. 


Publications with an * report directly to ADVERTISING AGE 


Current Month 
Commercial Dis- 
play Excluding 


Current Month 
Commercial Dis- 
play Excluding 


Poultry, Classified Poultry. Classified 
Total Advertising, In P r- Total Advertising, In Line and Livestock, In Total Advertising, In Pages— p Total Advertising, In Lines - and Livestock, In 
Sept Sept. Jan.-Sept. Jan. “ear Sept Sept dan. -Sept = -Sept Lines Sept Sept. Jan.-Sept. Jan.-Sept. Sept. Sept. dan.-Sept. Jan. -Sept. Lines 
1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 1951 1950 951 1950 1951 1950 
j New England Homestead 56.4 50.4 352.1 325.2 39,512 35,294 246.415 227.679 26,548 22.217 
Farm Magazines Ohio Farmer 677 522 4868 462.3 51981 40.053 373.868 354.929 47610 35.192 
Capper's Farmer 513 513 438.0 463.9 34.852 34891 291,858 315.484 33874 34) Oregon Farmer 53.0 403 3581 369.8 1068 30,490 270838 279.647 38.433 28.315 
Country Gentleman 111.9 1033 837.2 8720 76.077 70.240 569.296 593.016 75,056 69.038 “Oregon Grange Bulletin 139 109 1324 1194 15,148 11858 142.896 129.696 15.148 11.858 
Farm Journal 89.0 96.2 7981 855.9 38,184 41.260 342.455 367,193 37,251 40,314 Pennsylvania Farmer 53.1 42.2 405.3 383.2 40.752 32,384 211,163 294,315 :600 ‘564 
Farm & Ranch with Southe iP Farmer 
——< Zillinois, Edition 89.3 66.8 657.9 585.3 64.981 48,657 478,885 426,033 57.485 41,531 
Upper South Edition. 336 —— 2859 —— 22835 —— 194, — 272 =Indiana Edition 87.0 668 650.4 585.3 63,345 48.657 473.521 426,033 55.849 41.531 
Lower South Edition 36.1 —— 2863 —— 24538 —— 194.712 — 2346 =j—_ Average 2 Editions 88.2 668 654.2 585.3 64.163 48.657 476.203 426,033 ‘667 41.531 
Southwest Edition 45.3 —— 326 —— 3,799 —— 272,199 — 29685 —— Rural New-Yorker 36.3 32.7 288.3 337.6 28.479 25. 226, 264,606 23.804 20.110 
Progressive Farme Utah Farmer . 52.7 494 425.0 286.4 39,865 37,311 321,320 216,493 37,317 33,190 
=Carolina-Va. Edition 90.3 79.7 676.3 706.9 61,379 54,208 459,862 480.735 59,595 52.463 Wallaces’ Farmer & Iowa 
=Ga -Ala.-Fla Homestead ... 99.5 888 714.0 665.4 77,981 69,582 559.825 521,585 62,490 54, 
Edition 916 79.6 713.0 724.0 62,277 54,107 484,757 492,273 60,316 52,356 Washington Farmer .... 481 421 3516 371.9 364 «31.853 265.841 281,200 729 29.678 
=Ky.-Tenn.-W. Va Western Farm Life 38.0 29.0 3088 287.9 29,780 22.768 242,001 225.612 27.764 20.794 
Eastion 88.1 767 6736 687.5 59,902 52,168 458,082 467,470 58,165 50,421 §Herdsmen Edition 29.5 28.3 ty 242.6 23.092 22.176 205,758 190 isl 5.698 siz 
= Wiss. -La.-Ark Wisconsin Agriculturist od . J \ 
Esition 7.8 748 686.0 6916 59.692 50.859 466,437 470,197 57.956 48,906 Total Group 1,357.6 1,170.4 10,529.6 9,881.6 1,068,292 896.787 8.079.201 7,581,726 917.029 748,314 
sTexas Edition 92.0 82.3 7494 750.8 62,546 5.967 509.571 510.571 60.924 54.195 —ttijinois and Indiana editions not listed separately prior to April 1951. <Not included in totals. §This edition also carries 
Average 5 Editions 90.0 78.6 699.7 712.2 61,159 53.462 475,742 484.249 59.391 51.684 all linage appearing in Western Farm Life os 
Successful Farming 104.1 109.0 830.4 865.7 46.851 49.032 368.653 389,562 46,181 _ 48,349 
Total Group 446.3 938.4 56034 3.7697 257.123 248.885 2.048.004 2.149.504 251,753 243,535 ;. : 
2 Not included im totals. SPublished only two editions in 1950, so comparable figures are not available Bi Weeklies 
Arizona Farmer 71.2 814 593.2 572.0 53,806 61,570 448.424 432,509 51.636 58,224 
Monthlies California —— os a ‘ a 
=Northern Edition 6 7 457.6 7.0 42,777 36.849 345,876 345.404 39.767 34.801 
Agricultural Leaders’ =Southern Edition 587 522 4646 460.9 44391 39.467 351.243 348.432 41,381 37,335 
Digest 279 378 1615 1920 5460 7,413 31,653 37.626 5460 7,413 Average 2 Editions 57 505 4611 459.0 43584 38.158 348.560 346.918 40.574 36,068 
American Fruit Grower 15.5 16.7 2516 2749 6698 7.234 108.649 118647 6.543 7.132  ‘*Dairymen’s League News 119 9.3 108.0 1143 8.732 6.749 78.707 83.371 4625 5,694 
American Pr tr Journal “yan » jai 2 “jyAo 3 yjyaea ine 122 Jne a7 "R75 401 SAD TOR “So Om 
Stastern Edition 313 316 3268 3529 13,422 13,555 140,106 151.398 11,088 11,898 on in totals 1408 1412 1.1623 T1453 106.122 106.477 “875.691 862,798 96.835 99.986 
=Central Edition 26.7 27.7 267.7 3008 11,471 11880 114866 129.010 9.783 10680 ~ 
= Western Edition 23.0 255 2301 2629 9.860 953 98.633. 112.842, «8.457 =—:9.977 
Average 3 Editions 27.0 28.3 om 9 re ey o 129 ean 74 asaos ose Farm Lin T a 
Arkansas Farmer 20.2 13.7 416 123. ‘ 0, 0 9 93 10.001 ; i 
Better Farming Methods 344 384 3394 3450 14.748 16457 1455545 148.039 14178 14,664 age iren Figures in Thewsends 
Better Fruit 94 89 155 1 148 5 102s 2333 63 420 62 gs 4,025 3.733 
Breeder's Gazette 24.4 28.9 2 8. . . 6,431 8.418 
Califorma Citrograph 26.0 290 2260 2435 17,486 19.474 151,900 163618 17 9,306 MAGAZINES MONTHLIES 
Carolina Co-operator 29 20 211 274 1,206 8 8.885 1,467 206 © 4,122 1951 1951 
Cattieman. The 162.7 1462 981.9 829.6 68,338 59,707 412,470 346,744 24.916 20.202 ot.[257 474 
=o" Electricity on the a ? | 
= Bl Et Bt Bt om im ee te ge aml 5 ae ) 
Farmer Stockman 75.4 3 308. ‘ 6. ‘ % 992 996 
Florida Cattleman 438 399 4254 3730 181823 16772 178641 156659 17.052 12814 |AUG.J|I72 AUG.|362 
Florida Grower 197 180 164.7 156.3 13,386 12.276 112.239 107,082 12.876 11.796 . 
idaho Granger 77 «688 726 822 8379 9.576 78.981 88.728 8.330 9.492 1950 1 
Kentucky Farmer 27.0 17.9 207.3 1788 21,186 14,010 162.532 140.191 17,386 12.244 
Michigan Farm News 24 212 218 166 5,724 4,858 63 38,892 4,798 5.684 | SEPT. SEPT. 
National Live Stock 
x BI of Gf 82 MB WR Ba aay is a 
*Nation’s Agricult 0 ; 6 ‘519 ; 696 6 : 
Se dana tives we SEMI-MONTHLIES BI-WEEKLIES CANADIAN 
Garden 36.9 347 3799 3615 16.604 15,631 168,744 162,772 14,008 12,160 1951 1951 1951 
ee 1 104 937 1009 4,749 4 42.1 45.457 4,329 4.366 | SEPT 
vn 4 A ee | serr. serr[364___| 
Pacific Poultryman 314 358 317.3 3258 13.468 15,372 135.576 139855 9,764 10,992 [1,068 } 
Poultry Tribune 
“SEastern Edition . 41.0 405 384.2 428.1 17,599 17,382 164,839 183,668 15.469 15,717 | AUG. aus.[s3__| AUG./285 if 
=Central Edition 360 37.9 3360 366.0 15.428 16.273 144106 157.059 13.880 15.150 
i Mester Eutoms 359 322 5373 3888 18395 8988 daa795 lesees 1a769 LaTe2 re peu ye 
Average 3 Editions 35.9 ‘ 95 66 6 t 
Southern Farm & SEPT. 897 SEPT. SEPT. 
Home 68 81 70.4 744 6,934 8926 77,135 82,012 5.698 7.626 feed 
Southern Planter 27.1 295 2549 2499 18.955 20645 178465 174.867 18,075 19.784 
*Turkey World 48.4 466 4335 4127 20.779 19.975 186.177 177,032 12,594 10,615 
*Western Dairy Journal 388 384 351.7 9.2 16,283 16.128 147842 146.716 10.017 10,241 : . , - me 
Western Livestock All figures in the following groups were compiled by Advertising Age 
Journal 111.3 82.7 873.9 8211 46,774 34,762 367,187 344,898 18,585 17,213 
Wyoming Stockman- i 
Farmer 16.7 16.6 1719 1683 19,238 19,123 158,289 155.130 13,466 _13,003 weenie ai 
Total Group O1S1 8322 7.4924 7.1304 473.599 419,007 3.830.407 3.636.060 351.886 315.458 a ae ee oar 
A , P Kansas Edition 225 247 213.3 2258 55,513 847 525,839 301 43,713 49,957 
oat Not included in totals. S§August-September issues combined. No August issue in 1951. {Formerly Missouri Edition 219 «(237 209. 3159 53899 58505 517 046 531 981 41853 47500 
. Okla.-Ark. Edition 198 209 197.3 2.5 51.428 486.225 499.051 38.576 41.858 
Newspaper Monthly Farm Sections Daili 
ailies 
t*lowa Farm & Home h t 
Register 252 251 2233 2125 26.601 26,720 236.112 226.526 26.433 26.006 Opes See Guan 8 418 281.7 302.7 78,234 88.936 599.207 644.208 31.532 37.400 
y*Rural Gravure 91 57 56.8 501 9107 5.727 57.048 388 9,107 5.727 Kansas City Daily Drovers = ' 
t*Texas Ranch & Farm 19.0 164 175.1 150.2 20.258 17.486 186.578 160,048 18.193 16,296 Telegram .. 42.2 3319 351.3 81.412 89.888 706,430 747.447 36,426 45,713 
Total Group 533 472 4552 4128 $5,966 49,933 ~ 479,738 436,962 53,733 48,029 Omaha Daily Journal 
(Smaller paye size (1.055 lines) in 1951. §16 pages in September 1951; 12 pages in September 1950. {Formerly Star- Stockman .... 46.1 51.7 332.7 345.8 98,160 110.121 708,085 736.088 56.542 65.085 
Telegram Ranch & Farm News. St. Louis Daily Live 
tock Reporter . y 85 505,755 27,815 33,952 
Stock R 249 289 2240 237.7 53,076 61.472 477.1 
Semi-Monthlies Total Group 146.1 1646 1,170.3 1.2375 310.882 350.417 2490910 2633498 152,315 182,150 
American Agriculturist 30.2 28.1 267.2 252.8 21,966 20,462 194,453 184,146 20.187 18,727 . 
*California Grange News 13.4 121 1100 988 14,48 13,148 119,952 107.919 10.206 8146 | Canadian 
Colorado Rancher and 
Canadian Countryman 38.4 446 3011 3305 26,912 31,221 210.739 231,373 19,907 23.113 
Farmer 422 30.9 302.7 268.0 31,936 23,361 228,870 202,540 26,868 19.140 
sccermtact SY EES SAU Sa ASE EES GLUE hd Minty Meg kth Sty) ee ne al oe vas unm aan en 
Dakota Farmer 68 63 3 \ . . . 36 -~ - 
Farmer, The 847 643 6255 568.0 66.367 50.419 490,353 445.281 61,109 45,711 ottwe Bee 89.2 95.2 762.7 803.6 89,221 Pepe 762,676 803,786 68,294 76.830 
=Western Edition 78.2 80.9 650.0 683.8 78,189 80.895 650.040 683,820 63.956 68.478 
Hoard’s Dairyman 42.0 35.2 3545 364.9 30,593 25.552 257.953 265,712 23,501 19,793 : S ion S37 881 7064 7437 83705 SB0CD soe'see ; 
Idaho Farmer 47.3 40.8 374.3 384.3 35,785 30,867 283,014 290,697 34,171 28,692, hwmraue dU | So. > M . , 743,803 66,125 72.654 
“Indiana Farmer's Guide 285 284 2251 2299 22.311 22.270 176.469 180.208 15,748 16,376 _ 88 062 3001 3481 36.369 30973 298.082 243,781 26.988 23.487 
Kansas Farmer 508 434 3762 3538 ‘575 32,969 285.788 = 268.813 34.162 28.460, J Ss 388 2870 289 25077 271e5 fs L 
Michigan Farmer 52.1 430 433.4 4086 45,383 52.999 332.899 513.702 40.940 28.965 ey Bg soca ' , , 00,946 = 202,196 22,874 25,575 
"Missouri Farmer 8.3 6.6 617 66.6 5,831 5.0 & . 6 
8 5 Farmer 98.5 101.2 868.1 898.9 108,438 111,422 958,252 991.807 72.280 77,852 
Dicennl Sueliet Sse Meo en SS eT ee Se Se | ae Nee 479 418 4505 4527 51250 44698 482.125 485.270 34.178 _ 31.039 
Stockman 616 591 5515 4936 46,564 44,716 417,003 373,227 36.582 35,791 Total Group . 400.9 407.3 33058 3,435.0 363,967 368,516 3,050,296 3.166.287 276,184 288,728 
Nebraska Farmer 95.1 77.2 6495 607.5 71.890 58.336 490,936 459,197 59,542 ‘194 = Not included in totals. 
25% o/ Gain i in Frozen Food Sales Reported {tribute increasingly to total pro- Society Honors Paschel | Kilmer Names Otto Co. 


New York, Oct. 23—Total sales 
of commercially packed frozen 
foods, which were close to $600,- 
000,000 last year, should approxi- 
mate $750,000,000 at the retail lev- 
el this year, according to E. W. 
Williams, publisher of Quick Fro- 
zen Foods 

Mr. Williams, who spoke at ¢ 
luncheon given by the Sales Exec- 
utives Club of New York in honor 
of the frozen foods industry, said 
“frozen foods were possibly the 
only products in the entire food 
line which declined in price as 
against a year ago.” 

Frozen vegetables, fruits, sea- 
food and poultry are either about 
the same or 3% to 5% cheaper 
than a year ago. Orange juice and 
grape juice concentrates are from 
5% to 10% cheaper than last year, 
he said 

Mr 


Williams, who estimated 


current per capita consumption of | 
frozen foods at 15 pounds, predic-'! 
ted that it will be about 30 pounds 
by 1955. He said that the total pack 
of frozen foods this year will be 
approximately 2.5 billion pounds. 


s C. G. Mortimer, v.p. of General 
Foods, predicted the future growth 
of the frozen foods industry will 
be “shaped largely by the kind of, 
consumer values that are offered.” 

He said there is a large market! 
for second quality products “at a 
fair second quality price.”’ In this 
connection, he declared: 

“It’s become increasingly ap- 
parent that the available supply 
of premium quality raw materials | 
cannot keep pace with the paid 
growth in the demand for frozen 
foods. If the industry is to main- 
tain its rate of growth, second 
quality products will have to con- 


duction.” 

He said B grade products will 
also “help create the habit of more 
frequent use of frozen foods among 
lower income families, and thereby 
broaden the whole base of the 

{future market.” 


| Beam Tops Earnings, Sales 
James B. Beam Distilling Co., 
Chicago, has reported alltime re-| 
cord high earnings and sales for 
| the fiscal year ended June 30, 1951. 
| Earnings for 1951 were $809,355, 
or 90¢ a share, as compared with 
last year’s $504,317, or 56¢ a share. 
Sales were $17,220,228 as com- 
pared with $14,094,744 last year. 


Blackstone Names Hicks 


Blackstone Corp., Jamestown, 
N. Y., manufacturer of washers 


& Greist, New York, as agency 
for the company’s line of home| 
laundry equipment. 


and ironers, has appointed Hicks | 


Herbert P. Paschel, graphic arts 
consultant, has been elected an 
associate of Photographic Society 
of America for significant contri- | 
butions to the advancement of 
photographic and photo-mechani- 
cal technology through his efforts 
in writing, lecturing, research and 
teaching. 


| Donohue Joins Famous Artists | 


Joe C. Donohue, who has been | 
operating as an independent pro-| 
gram consultant and packager, | 

has been named head of the TV) 
and radio departments of Famous | 
Artists Corp., Beverly Hills, talent | 
organization. 


Cunningham to N. W. Ayer 

| Newton C, Cunningham, former- | 
ly advertising and sales promotion 
manager of Owl Drug Co., has 
| joined the plans and merchan- 
dising department of N. W. Ayer 
| & Son, New York. 


Kilmer & Co., proprietary drug 
manufacturer, has appointed Rob- 
ert Otto & Co. New York, to 
handle export advertising. News- 
paper and radio campaigns will 
run in Cuba, Puerto Rico, Panama 
and the British West Indies. J. 
Walter Thompson Co., New York, 
handles national advertising for 
the company. 


Thompson Gets Bank 

The Toronto office of J. Walter 
Thompson Co. has been named to 
direct advertising for the Bank of 
Nova Scotia. The agency has han- 
dled public relations for the bank 
| since last April. 


| Sidles to Anderson & Roll 


Sidles Co., Omaha, distributor of 
appliances and auto accessories 
west of Chicago, has appointed 
Anderson & Roll Advertising 
Agency, Omaha, to handle its ad- 
vertising. 
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Advertising Age, October 29, 1951 


Butter Is ‘Psychologically Equated with 
Love,’ Dichter Tells Butter Institute 


Cuicaco, Oct. 23—The American 
housewife has an emotional at- 
tachment to butter in which the 
dairy food “is psychologically 
equated with love,” Dr. Ernest! 
Dichter, psychological consultant, 
told members of the American 
Butter Institute here yesterday. 

Dr. Dichter addressed the insti- 
tute’s 43rd annual meeting, de-) 
voted largely to the problem of in- 
creasing consumer acceptance of 
butter. He described butter as hav- 
ing an “emotional aura,” which 
dates from the parental care con- 
sumers received in childhood and 
which they also associate with 
“good and gracious living.” 

According to Dr. Dichter, tech- 
nological considerations regarding 
butter manufacture are less impor- 
tant than “the emotional meaning 
which butter has for people. ..The 
housewife has an emotional attach- 
ment to butter; when she thinks of 
it she does so in emotional terms. 
Butter reminds her of her child- 
hood and the happiness and securi- 
ty of the family gathered around 
the dinner table.” 


8 On the rational level, he stated, 
“butter is regarded as a treat, 
something ‘extra-special,’ some- 
thing extremely pleasurable. It is 
an indulgence. 

“On the irrational level,” Dr. 
Dichter continued, “we find peo- 
ple associating butter with the past, 
to the ‘wonderful days gone by.’ 
With the additional knowledge tha‘ 
mothers frequently urge their chii- 
dren to eat large quantities of but- 
ter, we have concluded that people 
tend to associate butter with the 
regard and care shown for them 
in their childhood. The butter is 
psychologically equated with love.” 

For members of the institute, Dr. | 
Dichter prescribed merchandising | 
butter “as the romantic symbo] of 
good and gracious living.” 


@ Results of an 11l-state survey on 


the appearance of butter conducted | 
by Dr. Dichter for the Pesetiined 
Carton Research Council were pre- 
sented to the meeting. Among his 
findings are: 

1. Butter’s best package is one 
which has imaginative and delicate 
design, is unique in conception and 
leaves no doubt in the consumer's 
mind that the manufacturer has 
made a special effort to please her. 


| Portland, Ore., has been named to 


2. Consumers are suspicious of | 
the quality of products which are 
not packaged in a way to denote 
quality. 

3. Consumers have an over- 
whelming preference for paraf- 
fined cartons, feeling they are 
sanitary, convenient for storage,| 
insulating and helpful in maintain- 
ing the shape of the product. | 

4. More than half the people in- | 
terviewed considered the use of 
aluminum foil a real advantage in 
butter packaging, but as an addi- 
tion to wax cartons, instead of a 


replacement for them. | 
! 


® Arthur H. (Red) Motley, pub- | 
lisher of Parade, told the butter) 
men that their future work should | 
be concentrated in improving but- | 
ter’s quality, making their sales 
appeal to “everybody on _ the 
block,” replacing a cold sales ap- 
proach with an emotional appeal | 
and affixing a price tag to their 
product which spells quality. 

A. F. Perrin of Cudahy Packing 
Co. was elected president of the 
institute, and L. P. McCoun of 
Harding Cream Co., Omaha, was 
elected v.p. 


Cecil Heads Enlarged 
Four A’s Committee 

James M. Cecil of Ceci] & Pres- 
brey, New York, has been named 
chairman of a newly-enlarged 
Four A's special committee on ad- 
vertiser relations, Other members 
are: 

James T. Chirurg of the James 
Thomas Chirurg Co., Boston; 
Arthur C. Fatt of Grey Advertis- 
ing Agency, New York; Clinton 
E. Frank of Price, Robinson & 
Frank, Chicago; Marion Harper Jr. 
of McCann-Erickson, New York; 
John M. Lupton of John Mather 
Lupton Inc., New York; Dwight 
Mills of Kenyon & Eckhardt, New 
York, and Arthur G. Rippey of 
Arthur G. Rippey & Co., Denver. 


Gabel Joins Bushong & Co. 


Rollie J. Gabel, formerly with 
Mac Wilkins, Cole & Weber, 


the sales staff of Bushong & Co., 
Portland printing firm. 


To Hold Meeting in Boston 

The 13th annual New England 
Newspaper Mechanical Confer- 
ence will be held Nov. 3-4 at the 
Hotel Statler, Boston. 


had a top 


for it . 
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ENGRAVINGS 
— E. Winois Street 


big League Stuff 


It wasn't accidental that some of 
America's more important advertisers 
turned to McGrath and Associates 
for their engravings. It was quality 
workmanship. 
May we add that among the nation's 
Big League engravers McGrath has 


Thomas F- Mc 
and Associates 
DAY and NIGHT SERVICE 


Telephone: DElawar 


rating for many a year. 


Sharp-eyed agency men, intent on 
getting quality, look to McGrath 
. . and get it. 


BS ee 


rath 


Chicago li. Winois 
e 17-5142 
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DIFFERENT—This new pockoge design for General Foods’ Minute Rice feotures 
four different dinners—rice with ham, salmon, ground beef and chicken. Recipe 


suggestions appeor on side panels. New 
white plaid or checkerboord design which 


S-ounce package replaces the red-and- 
first appeared in 1946. The change was 


made to give the product greater display valve. 


Advertisers Span 
50 Years in January | 
‘Popular Mechanics’ | 


Cuicaco, Oct. 25—Four adver-| 


tisers whose copy appeared in the 
first year’s issues of Popular Me- 
chanics will be included among the 
almost 300 pages of advertising| 
which will appear in that maga-| 
zine’s January, 1952, 50th anniver- 
sary edition. 

The anniversary issue will —_ 
over 500 pages, will be the largest 
in both total and advertising vol- 
ume which the publication has} 
ever issued, and is expected to de- 
liver 1,500,000 circulation, in con- 
trast to normal circulation (for the 
first six months of 1951) of 1,171,- 
000, according to Clover Perkins, 
advertising manager. 

The four advertisers who will 
mark 50 years since the appearance 


of their first copy in the publica- 
tion are Crane Co., L. S. Starrett 
Co., International Correspondence 
Schools, and Theo Audel Co. 


® Editorially, the issue will fea- 
ture “The American Way of Doing 
Things,” and will review mechan- 
ical and scientific developments of 
the half-century, with a distin- 
guished list of leading scientists 
and business men included among 


the authors 


Founded in 1902 by Henry Ha- 
ven Windsor, son of a Congrega- 
tional minister who had been born 
in a log cabin in lowa, Popular 
Mechanics, with its slogan of 
“Written so you can understand 
it,” is now published not only in 
the English edition, but in four 
foreign editions—French, Spanish, 
Danish and Swedish. 

Active head of the business 
since his father’s death in 1924 hag 
been H. H. Windsor Jr., and H. H 


IN SOUTH 


* Total Retail Sales $125,097,000 


Totaling $65,488,000. 
MANAGEMENT'S 1951 Survey 


more than 100 years, !eectetd 


its two rivers, into the metiwpolit 


a 36.1% gain since 1940! 


Keep Your Eyes On Charleston, S. C.! 


CHARLESTON COUNTY -— 
FASTEST GROWING COUNTY 


PLENTY OF SPENDING MONEY! 
* (More Than in Any County in the State) 


and IT’S THE STATE’S FASTEST GROWING COUNTY! 
* * (36.1% Population Gain in Ten Years) 


$190,585,000.= A Potential Purchasing Power of Unspent Dollars 
This is More Than Double that of South 
Carolina’s Next Two Major Metropolitan County Areas, of which 
Columbia and Greenville are the Respective County Seats! (SALES 


The county seat of growing and prosperous Charleston County is 
the City of Charleston, whose city limits have not bee® extended in 


has expanded v@nerously northward ind to the east anc west, across 
‘) county area 
**South Carolina's 46 Counties Showed an Asvceoee Total Population 
Gain of 11.4% in the Decade Between 1940 and 1950. Charleston 
County Led All Counties of South Carolina With Its Population 
Increase of 43,751, which Represents a Gain of 36.1% 
Period! (Final Official U. S. 1950 Census Figures.) 
NOTE: Official U.S. Census figures give the population of Charleston 
County as 101,050 in 1930; as 121,105 in 1940 and as 164,856 in 
1950!—This represents a population growth of 61.2% in 20 years; 


CAROLINA 


Net Effective Buying Income 


of Buying Power. 


: peninsula, the city’s population 


in the 10 Year 


THE CHARLESTON EVENING POST 
- She News and Courier 


CHARLESTON, SOUTH CAROLINA 


REPRESENTED BY THE 


JOHN BUDD CO 
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Windsor III is also now in the 
business. Clyde Blair and Charles 
Minor, two advertising salesmen 
who joined the publication in 1907, 
are still active on the advertising 
staff 


State Pushes to Remove 
Signs from Its Highways 

The North Carolina highway 
commission will conduct a special 
drive during the month of Novem- 
ber to get the cooperation of adver- 
tisers to remove signs from high- 
way right of ways. 

Henry W. Jordan, commission 
chairman, said that if the volun- 


tary effort is not successful, the 
commission will take whatever 
legal steps are available. This 


is being done to conform with fed- 
eral highway requirements, he ex- 
plained. 


To Become Magic Chet Inc. 

American Stove Co., St. Louis, 
manufacturer of gas ranges, has 
announced it will change its 
corporate title, with the consent 
of its stockholders, to Magic Chef 
Inc. on Dec. 31. 


YOUR ADVERTISEMENT 
is only as good 
as the men who read it 


The best copy you ever produced 
wouldn't sell a conveyor to the 
office boy. Not because your copy 
wasn't good, but simply because 
the office boy doesn’t buy con 
veyor equipment. 

If you are selling conveyors— 
or other equipment or parts or 
materials — to industry, you are 
aiming to reach: 

Production and operating 
men 

Engineers with plant, pro- 
duction, operating responsi- 
bility 

Administration officials ace 
tive in plant operation 
Purchasing men 

These four groups make up 
94% of the 60,000 readers of In- 
dustrial Equipment News. In re# 
sponse to our reader verification 
(over 85% average returns) thes 
men tell us how their job func 
tions overlap. By percents, it looks 
like this: 

39.9% are in production 
management 

50.0% in plant engineering 
and operation 

35.6% in purchasing 
43.5% in product design and 
engineering 

Over 92% of these men have 
requested Industrial Equipment 
News. Reader verifications show 
that they use TIEN for finding 
products they need. For more 
complete information about In- 
dustrial Equipment News read- 
ers, see the new NIAA Report, 
lone of the informative pieces in 
our new Media Data Reference 
File folder. A copy is yours for 
the asking. 


Thomas Publishing Company 


461 Eighth Avenve, New York 1, N.Y. 


| REPRESENTATIVES —ATLANTA * BOSTON 

CHICAGO CLEVELAND + DETROIT 
INDIANAPOLIS + LOS ANGELES 
PHILADELPHIA 3+ ~—s PITTSBURGH 
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Humphrey to ‘American Home’ 

Blanche Humphrey, formerly 
with Bantam Books, has joined the 
sales promotion staff of American 
Home 


Lippmann to Abramson 
Lippmann Engineering Works, 
Milwaukee, has appointed Ervin 
R. Abramson Advertising, Mil- 
waukee, to handle its advertising. 


we do a mighty fine 
job of rapid and 
ffective distribu 
of radio releases 
and news mats..... 


Write for'Pre ss Proofs 


DERUS ASSOCIATES 
14 WEST LAKE ST 


CHICAGO 1, ILL 


Thyavals Maker 
Tells Trade It's 
Still in Business 


(Continued from Page 1) 

Mr. Miller told AA that finan- 
cial difficulties were not caused by 
the amount of coupon returns to 
an AVA offer over Stations KTLA 
and KLAC-TV, Los Angeles. The 
stations, however, affirmed AA 
coupon-pull figures of 700,000 
from KTLA and 320,000 from 
KLAC-TV. Mr. Miller gave this 
explanation of AVA's financial 
troubles: 

AVA has factored with Indus- 
trial Factors, Los Angeles, since it 
started over a year ago. Maurice 
Kantro of Industrial Factors said 
that AVA experience has been 
good, but when it entered eastern 
markets recently, orders started 
pouring in and monies advanced 
by him increased so rapidly that 
AVA has a disproportionate amount 
‘of Industrial Factor’s lending cap- 
ital. 


At this point, AVA was given a 
48-hour notice that no more money 
was forthcoming, and that its out- 
standing obligation must be re- 
duced, Mr. Kantro said. 

Because the relationship has been 
a satisfactory one, Mr. Kantro 
stated his organization is working 
to help AVA get additional financ- 
ing. Mr. Miller says AVA was up 
to $600,000 with Industrial Factors, 
and ran into trouble when a $400,- 
000 limit was imposed. He claims 
his company’s name has too great 
a value to go down, and that it will 
continue in business, either under 
present management with new fi- 
nancing, or “under other arrange- 
ments.” 


® It was indicated that there are 
many propositions offered and 
pending. It is also understood that 
quite a few of these are from in- 
terests “looking for something for 
nothing.” It is apparent that Mr. 
Miller and AVA officials are per- 
turbed (a mild word for it) over 
Schwimmer & Scott publicity. They 
said that ad cancellations were made 


You Need Both Kinds Of Magazines 


To Sell The Whole Market 


At the newsstands—the largest selling woman's magazine is a 


Service magazine—the Ladies’ Home Journal. The second 
largest is a Romance magazine—TRUE CONFESSIONS. 


The moral is plain. You need both kinds of markets. 


Women buy 9 million copies a month of Ronian-e magazines 


like TRUE CONFESSIONS, True Story < 


4 Modern 


Romances, and you're not reaching these women, purchasing 


agents for America’s wage-earner families, through the 


Service magazines. (Starch reports only 1060 of the women 


who read TRUE CONFESSIONS also read the Ladies 


Home Journal.) 


At the newsstands: 
America’s second 
largest selling 


woman’s magazine 


The Romance audience is a mighty rewarding market. TRUE 
CONFESSIONS’ readers, for example, are young — with 
the youngest median age reported by Starch. They're married 
(73°7), and TRUE CONFESSIONS has the highest percent 


vf families with children excepting Parents’. 


——_— 


So, if you're selling food or cosmetics or home equipment or 


baby products, etc., you need to sell both the Service and the 


Romance audiences. 


rue 


“onfessions 


+*DETROIT ~ 
FRANCISCO © 


NEW YORK- 
_. LOS ANGELES + SAN 
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without their knowledge and that 
it came to their attention only 
through a trade paper. Further, 
they said that an Oct. 10 cancella- 
tion came five days before the bills 
were due, and it didn’t help in ob- 
taining needed financing. 

| They claimed they had tried to 
jcancel 30 days before and the 
j}agency said it could not be done. 
The first bill, they added, which 
|was in August for $180,000, was 
|}paid promptly. They admit that 
$290,000 is due. 

|@ There is no question that Amer- 
|ican Vitamin Associates is in seri- 
ous trouble, but how serious—and 
|}how it will affect the company’s 
| future—is a moot point. Its execu- 
|tives are striving desperately to 
convince the drug trade and media 
that it is doing business and will 
be in business next week. 

In southern California, the 

|trade has been sent a letter of ap- 
|preciation for cooperation extend- 
ed in “fighting the most vicious 
rumor campaign ever launched in 
| the drug industry.” 
AVA has admitted that some of 
| the rumors are not unfounded, be- 
'cause the pitfalls of its last, great 
coupon offer had not been realized. 
It also said that all coupons sent 
lin that are “felt to be legitimate 
requests” are being honored. .A 
saturation campaign of radio spots 
this fall and winter is promised. 


® The letter, signed by George 
S. Johnston, president, concludes, 
“Our financing has been consoli- 
dated in order that the same profits 
and clerks PMs and price struc- 
ture that have made Thyavals the 
largest selling Vitamin B-complex 
in southern California will be 
maintained.” 

AVA officials say this statement 
goes for all other markets it is in. 
On the other hand, members of the 
Southern California Pharmaceuti- 
cal Assn. have been presented with 


a slightly different viewpoint in 
bulletins these past few weeks. 
This group moved when it 


learned that three AVA checks had 
bounced. In subsequent conversa- 
tions with Mr. Johnston, the last 
on Oct, 15, association officials were 
told that 4,000 certificates for cou- 
pons had been mailed out, and a 
maximum of 75,000 are planned. 


® The promotion had been mer- 
chandised to the trade on the basis 
of 500,000. AVA said a large per- 
centage of coupon requests were 
not valid. 

The company told AA there were 
several known instances where 
|druggists had reproduced the re- 
quest card with their name on in 
print ... and then mailed the card 
{to prescription lists of as many as 
1,500. A substantial number of cou- 
pon requests were received before 
the offer was publicly advertised. 

The bulletins advised members 
that, because AVA was not going 
to issue certificates in the number 
promised, there was a failure of 
consideration for the large number 
|and size of purchases, and that un- 
paid orders could be returned with- 
out obligation. 


HADACOL ‘PUZZLING’ 

New York, Oct. 25—Three 
weeks after the appointment of a 
trustee to effect a reorganization, 
the business status of the LeBlanc 
Corp., maker of Hadacol, apparent- 
ly is still a puzzle. 

The trustee, Milton F. Rosenthal, 
president of Hugo Stinnes Indus- 
tries (described by a creditor's 
attorney as having “more inten- 
tions than plans” at present), spent 
part of last week in Lafayette, La., 
with his attorney, trying to devise 
a means of keeping the business, 
advertising and promotion going 
until the financial knot (AA, Oct. 
8 and 15) is untangled. 

Mr. Rosenthal is unavailable for 
comment. A representative in his 
office told AA that it will be three 
or four weeks before he will have 
any statement. 
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Ex-Jonesians 
Hurl Charges 
at Former Boss 


(Continued from Page 1) 
Jones’ statements as “highly de- 
famatory” and “completely erron- 
eous and misleading.” 

Text of the statement follows: 

“In recent weeks, Mr. Duane 
Jones, through press releases and 
public addresses, has been airing 
his alleged grievances against a 
group of former officers of his 
agency. (They have now become 
associated with three different, in- 
dependent agencies.) During the 
course of his remarks, he has ut- 
tered some highly defamatory 
statements which are completely 
erroneous and misleading, and 
which call for a public answer. 


1951 


@ “Let's examine the record: 

“These former executives were 
forced to terminate their relation 
with the Duane Jones Co. by rea- 
son of intolerable conditions which 
rendered it impossible for the busi- 
ness to continue upon a sound 
basis, and for us personally to 
work in harmony with the head of 
the agency. We felt sincerely that 
the best interests of the accounts 
which we represented were in 
jeopardy. 

“Mr. Jones was exclusively re- 
sponsible for the creation and con- 
tinuance of these conditions in re- 
cent years. It was with extreme 
reluctance that we were forced to 
stand by and observe the destruc- 
tion by Mr. Jones of an enter- 
prise to whose success both he and 


we had made a valuable contribu- | 
tion over a period of several years, | 


and in which we were substantial 
stockholders. 

“At the outset, we desire to make 
it crystal-clear that we have vio- 
lated no contract with the Duan? 
Jones agency, nor have induced 
any client of that agency to vio- 
late any contractual obligation. We 
have transgressed no legal, moral 
or ethical] principle. 


@ “I believe the evidence is over- 
whelming on that point and we 
would welcome the opportunity to 
have the courts decide it, if, as and 
when Mr. Jones sees fit to file his 
long-threatened suit. We never in- 
tended, nor do we now propose, to 
try this case in the press, but Mr. 
Jones’ continued reiteration of dis- 
torted facts deserves this public 
denial. Mr. Jones has asserted that 
we ‘pirated’ his accounts. This is 
belied by his paid advertisement 
of Sept. 27, 1951 (in the New York 
Herald Tribune and Times), 
wherein he states: 

“‘Following the events with 
which the advertising world is 
familiar, I was undecided as to my 
own future plans. But I was never 
in doubt as to my duty to my 
clients. It was unfair to ask them 
to stay with me through my period 
of indecision. I therefore resigned 
all Duane Jones accounts—unpre- 
cedented so far as I know.’ 

“We can prove, beyond a shadow 
of doubt, that not one of us ever 
solicited a Duane Jones Co. client 
for business while an officer of 
that company. Many of his ac- 
counts withdrew because of the 
same intolerable conditions of Mr. 
Jones’ creation which confronted 
us. 


a “Mr. Jones claims he received 
a flat 48-hour ultimatum to resign 
from the agency or we would. The 
mere fact that we continued to 
negotiate with Mr. Jones over a 
period of six weeks completely ex- 
plodes the ‘48-hour ultimatum’ 
statement. Mr. Jones states in one 
release that he had contemplated 
a trip to Europe and, just prior to 
the trip, he was handed this so- 


| years, it can be easily proved he 


TRICKS OR TREAT?—Wm. Wrigley Jr. Co. 
is using this special Hallowe'en counter 
display for Spearmint gum. The orange- 
and-block case holds 20 boxes of gum. 
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Last Minute News Flashes (offee Bureau 


Schwimmer Productions Sues Monitor for $150,000 


Cuicaco, Oct. 26—Walter Schwimmer Productions here has filed) 


a $150,000 suit against Monitor Productions, Chicago, and Kenneth 
Houston, president of the organization, charging that Monitor’s syn- 
dicated radio show, “Relay Quiz,” is an infringement of the Schwim- 
mer-produced program, “Tello-Test,” and that Mr. Houston, a former 


to court Nov. 19. 


} employe, has “pirated” Schwimmer methods and ideas. The case goes 


‘52 Ad Costs 106% More Than ‘40: Basford 


New York, Oct. 26 


An analysis of the purchasing power of the 1952 


advertising dollar, released today by G. M. Basford Co., New York and 
Cleveland agency, shows that a typical advertising program in 1952 
will cost 106% more for media space, art work and mechanical costs 
than in 1940. Space costs in 99 publications studied, based on value of 


| 1940 dollar, have risen to $1.92, art costs have climbed to $2.65, engrav- 


Arthor Mayerhelt & Co. is the agency. | ing to $1.80, electros to $1.86, typography to $1.79. Relative dollar value 
of gross national product, the study finds, stands currently at $3.35, 
and total income payments at $3.30, both against $1 in 1940. 


called ultimatum. In another state- 


ment, he claims he was on vacation 


and returned to find his executives’: Mahoney Leaves R&R to Start Agency 

New York, Oct. 26—David J. Mahoney, Ruthrauff & Ryan v.p., has 
resigned, effective Nov. 1, to organize an agency under his own name 
as of Jan. 1. At the same time, R&R announced the resignation, ef- 
fective Jan. 1, of the Garrett & Co. account, maker of Virginia Dare and 


had ‘pirated’ the business. 

“Mr. Jones was not on vaca- 
tion, nor had he ever mentioned a 
contemplated trip to Europe until 
a week following our initial con- 
versations with respect to the con- 
duct of the agency's affairs. Then 
he made a press announcement 
that he was resigning from the 
agency and would make a Euro- 
pean trip. 

“Mr. Jones, in one statement, 
claims $17,000,000 billing. In an- 
other, a $15,000,000 billing. He 
claims, further, to have secured 
this business singlehanded. While 
there is no question that Mr. Jones 
made a major contribution in past 


did not secure the business single- 
handed and in no calendar year 
since he started the agency did the 
billing ever exceed $11,200,000. 


® “As background for Mr. Jones’ 
continued propaganda, the follow- 
ing might be of interest: 

“At the Duane Jones Co., the! 
executives and employes had two 
incentive plans: A stock purchase | 


plan and an employes’ pension | e Robert Meeker Associates, radio-TV station representative, will open | 
trust. One of the first moves Mr.| 4 branch office in the Russ Bldg. in San Francisco, with Don Pontius, | 


Garrett wines. 


Wildroot Co-op Ad Plan Unlawful, FTC Says 
WASHINGTON, Oct. 26—-The Federal Trade Commission charged to- 

day that Wildroot Co., Buffalo, distributed $184,000 of push money 

and co-op ad funds unlawfully last year because customers received 


unequal treatment 


Hartford Insurance Companies to Marschalk & Pratt, 
Hartrorp, Conn., Oct. 26—Hartford Fire Insurance Co. and Hart-| 
ford Accident and Indemnity Co. have appointed Marschalk & Pratt | 


Co., New York, to handle their advertising. MacRann Associates, New 
York advertising service consultant, helped the Hartford companies 
to select a new agency replacing Cunningham & Walsh, New York. 


Ranshaw Smith Jr. Joins Vita-Var Corp. 


Newark, Oct. 26—Ranshaw Smith Jr. has resigned as v.p. and di-| 


rector of trade sales of Devoe & Raynolds Co., a position he has held 
for the last eight years, to join Vita-Var Corp., paint, varnish and 
enamel manufacturer, as v.p. in charge of trade sales. 


Hausman Joins Geyer, Newell; Other Late News 


| @ James Hausman, formerly copy chief at Badger and Browning & 


Hersey, New York, has joined Geyer, Newell & Ganger, New York, as a 


senior copywriter. 


Jones made when it became evi-| "OW Chicago manager, in charge. Replacing Mr. Pontius in Chicago will 
dent that our dissatisfaction with| be Carleton Jewett, formerly manager of Everett-McKinney's Chicago 


his conduct of affairs was genuine, | 
was an attempt to destroy the val-| 


office. 


| 
e Kevin B. Sweeney, formerly video sales manager of Don Lee Broad-! 


ue of our stock by setting up a| casting System, Hollywood, has been named director of national pro- 
motion for Broadcast Advertising, Los Angeles. 


retroactive bookkeeping entry. | 
“One minute, he publicly de- 
clared the stock to be worth $88 a 


retiring executive after July 1). 
Later he stated through his counsel | 
that the stock had no value. 
“On the pension trust, his tactics | 
were even more transparent. He | 
tried to wipe out our interests in| 
the trust by ‘firing for cause’—in| 
some cases—executives whose em- 
ployment had already terminated. 
As the pension trust is set up, any | 
money so recovered would be used | 
indefinitely to pay the premiums 
for others, including Mr. Jones, 
who is an important beneficiary. 


® “He has, by these tactics, forced 
us to sue for the monies due us. 
These papers have been filed by 
us within the past few weeks. Our 
counsel, Neil P. Cullom, will press 
for an early trial and I am positive 
our rights will be completely pro- 
tected by the courts. 

“In releasing this statement to 
the press, I have been authorized 
to speak for the entire original 
group of executives, now connected 
with three different agencies. They 
all feel, as I do, that any further 
statements or contradictions re- 
leased by Mr. Jones should be 
judged against some of these in- 
controvertible facts. If Mr. Jones 
can, in any way, prove otherwise, 
he should bring his suit forthwith 
and let the courts render a ver- 
dict.” 

The nine former Jones Co. ex- 
ecutives issuing the statement are: 
Mr. Scheideler; Joseph Beck, v.p 
and treasurer at SB&W; Paul A. 
Werner, executive v.p.; Eugene 
Hulshizer, secretary; Lawrence 
Hubbard, research director; Robert 
Hughes, creative director, and 
Philip Brooks, account executive. 


e Dorland Advertising, New York, has been appointed agency and pub- 
share (in fact, he paid this to a| lic relations counsel to Grand Central Palace for promotion of all 


trade shows and expositions. 


tising rates in 1952. 


| @ Coronet has announced that there will be no increase in its adver- 


e Phil F. de Beaubien, formerly Detroit representative for Good House- 
keeping, has been appointed manager of Look’s Detroit advertising of- 


fice, effective Nov. 1. 


troit area. 


He succeeds William J. Mattimore, who has 
| been named special advertising consultant to the magazine in the De- 


Picking Agency 
for Big Drive 


Coronapo, Cat., Oct. 24—The 
coffee industry plans a heavy ad- 
vertising program for 1952. This 
was quite apparent from formal 
talks and discussions at the annual 
convention of the National Coffee 
Assn. at the Hotel Del Coronado 
here this week. 

Association members, who ac- 
count for 85% of coffee sales in 
the U.S., were told by Dr. Walder 
Lima Sarmanho of Brazil, presi- 
dent of the Pan-American Coffee 
Bureau, that “next year’s cam- 
paign of advertising, public rela- 
tions and promotion by the bureau 
will be in excess of $1,500,000 to 
stimulate coffee consumption. 

“The development of the pro- 
gram is still in the formative 
| stage,” he said. “The selection of 
a new advertising agency to sup- 
plement and strengthen our pro- 
motional team has delayed us 
| somewhat. But the program is al- 
most ready to be submitted to our 
technical advertising council for 
comments before it is finally con- 
sidered by the executive committee 
of the coffee bureau.” 


® Charles G. Lindsay of New York, 
manager of the bureau, told AA 
| that plans for media are still in- 
definite and “the agency situation 
has not yet been completely re- 
solved.” He said Federal Adver- 
tising Agency “remains our agen- 
| cy at the present moment.” 

J. A. De Armond, v.p. of J. A, 
Folger & Co., San Francisco, and 
president of the Nationa] Coffee 
Assn., congratulated coffee pro< 
ducing countries on their decision 
to expand promotional work, He 
said high prices have temporarily 
halted sales gains in the U.S. and 
“it is absolutely necessary that a 
new up-trend be established, be- 
cause of increasing production and 
planting encouraged by present 
, good returns on the product.” 


® Mr. Lindsay presented results of 
a survey conducted for the Pane 
| American bureau by Opinion Re- 
search Corp. which showed that; 
despite higher prices, regular cof- 
fee drinkers are buying more than 
they did two years ago. About one- 
fifth said they are buying more 
pounds of coffee, 16% said fewer 
pounds, and 60% about the same. 
| Mr. Lindsay said other figures 
showed “an increase of 55% in 


e@ Effective Oct. 31, Battistone, Bruce & Doniger, New York, has re-| coffee drinking at work when com- 
signed the account of Richard Smith Corp., New York, sportswear| paring the winter of 1951 with the 


manufacturer. 


Also, Robert Hayes, former Jones 
Co. president, now with Doherty, 
Clifford & Shenfield, and Don Gill, 
former Jones Co. v.p., now at W. 
Earl Bothwell Inc. 


JONES STANDS PAT 

New York, Oct. 26—Duane 
Jones, informed of the statement 
released today by Joseph Scheide- 
ler, said he would stan - 
public remarks a 


uv 


e coatwo- 


versy. “I just told what NAapprew. )” 


he said. 

Mr. Jones also asserted that he 
definitely would bring his long- 
threatened “conspiracy” suit and 
said delay was to his benefit be- 
cause “time is bringing me more 
evidence.” 

Earlier in the week, the Jones 
Co. announced it had been named 
to handle advertising on Re-Clean 
home dry cleaner, made by Na- 
tional Re-Clean Co. 


A. A. Jones Appoints Doremus 

A. A. Jones Construction Co., 
Charlotte, N. C., has appointed 
Doremus & Co., Philadelphia, to 
handle its advertising. 


Petry Insists He 
Still Represents 
WBEN, KFI, KFH 


New York, Oct. 25—Edward 
Petry, president of Edward Petry 


& Co., radio and TV station rep- 


resentative, todaw wired his sta- 
S to deny that the company 
was losing WBEN, Buffalo; KFI, 
Los Angeles, and KFH, Wichita, 
w évazy’ Christal. 

Mr. Christal, a major stockhold- 
er and former officer in the Petry 
company, left the Petry organiza- 
tion in July—a month after he lost 
a court appeal over control of the 
company. He did not reveal his 
specific plans at that time, but it 
was understood he would reenter 
the station representative field. 

The Petry company already has 
advised its stations and personnel 
that three stations—WDAF, Kan- 
sas City; WHAS, Louisville, and 
WTM4J, Milwaukee—do not plan to 
renew their contracts. These sta- 
tions reportedly will be among the 


first to be handled by Mr. Christal. 


same period of the previous year.” 
He said it is probable that the bu- 
reau’s ad drive will aim in part at 
stimulating between-meals coffee 
drinking. 

W. F. Williamson, executive v.p. 
of the association, said discussions 
among brand roasters indicate 
“very heavy advertising appropria- 
tions for 1952...There is certainly 
no inclination in the industry to 
economize by reducing advertising 
budgets.” 


Schenley Names Morris V. P. 

Harold W. Morris, who has been 
with Schenley Industries Inc., New 
York, since 1935, has been elected 
v.p., with headquarters in the New 
York office, where he has been for 
the past year. He will have broad 
responsibility in executive man- 
agement and administrative mat- 
ters 


Spokane Papers Raise Price 

The Spokane Spokesman-Re- 
view has raised its subscription 
rate to 45¢ per week daily and 
Sunday from the previous 35¢, and 
35¢ per week daily only from the 
previous 25¢. The Sunday only pa- 
per remains at 15¢. The Spokane 
Chronicle has raised its rate to 
35¢ a week daily. 
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Editor 
proved by the House, current staffs 
would be cropped by 80% 


By STANLEY E. COHEN. W. 


Information Service Almost 
Killed in Adjournment Rush 


e Mr. Wiison pointed out that the 
/ ASHING Oct. 25—In_ the 
: — ase: ~ t ao k. Con nationwide information service 1s 
. te adi as week, m= - 
oa , - u ‘thin 1 hair’s breadth designed to provide business with 
‘reSS as W i airs bre 1 
of i i tir the information information about government 
decimié 1g > é E , 
staffs of the Office of Price Sta~ ©OP'Tols. His logic prevailed. 
staffs Ste i ~. > 
bilization and other defense agen- 


Adjournment was delayed sev- 


7 th th , bani eral hours while Sen. Blair Moody 
! ill : peggy et 2 pas sage pp re (D., Mich.) fought to protect seven 
ills » ouse » z > 

wooo pagtter rmatior sxperts the House 
cutting defense information bud- ce iceahaaee-apeient seca 


planned to chop off the State De- 


below those of last vear partment’s payroll. He eventually 


Senate about to follow, 


gets 25% 


With the 


defense mobilization chief Charles sae . - 

E. Wilson reported a startling dis- This kind of hunt-and-peck 

eo year, he reminded the Sen- Se ged ae 

ate, defense agencies required only there is bs eggetanlans coalastien 

skeleton information staffs. Now pres tigger poe rene peel 

they are staffed with information|! es ee eee, oe ee ee 
: profitably 

a, gal coe eee “e To get the government's bud- 
un , » set ap- 


down to manageable propor- 
tions, according to Commerce Sec- 
retary Charles Sawyer, Congress 
| will have to think in terms of en- 
tire programs, rather than just 
trimming here and there 

The Defense Department’s $57 
| billion budget sailed through Con- 
virtually untouched, while 
| other budgets—like the seven State 
| Department information experts— 
got fine-tooth attention. 

Yet within Defense Depart- 
}ment’s budget $1.4 billion for 
research and development, in- 
cluding a $90,000,000 research kitty 
for the Office of the Secretary of 
Defense. Commerce Secretary 


| get 


Specialists on 


SALES PORTFOLIOS 


SERVICE BINDERY CO. 


2241 S. WABASH AVENUE 
CHICAGO 16 


CAlumet 5-3224 


gress 


is 


stands 44 +» WORCESTER stands 4c4 « WORCESTER sta 


is ch » WORCESTER stands 474 +» WORCESTER stands 4c4 - WORCES 


ER stands 474 + WORCESTER stands ¥c4 +» WORCESTER stands 474 > W 


RCESTER star WORCESTER _ R stands 4 
« WORCEST th M P | CESTER s 
nds 46> Wi ~ nn ar t+ WOR 
STER stands 4 est Mar et, ids 40h « 
150,000 to 250,000 Population 
ORCESTER ; STER sta 
Take the word of media men all 
, over the country that the Worcester 
eh + WORC Market is well-balanced for test cam- WORCES 
paigns. Sales Management's 1950 Test 
stands 40h + Market Survey places Worcester 4th 4th « 
in that category among the nation's 
ESTER stands population centers in the 150,000 to stands 42 
250,000 group, and 22nd in the nation 
WORCESTES for cities of all sizes. | ESTER t 
In addition, the high buying power 
of this active Central New England - 
ds 4ch > WO Market — $757,761,000°* puts power | WORCES 


plus in your test promotions. 

You'll tind the Worcester Telegram- 
Gazette co-operative media in any of 
your test market plans. Write for 
copies of our two folders, ‘Worcester 
— 4th Best Test Market’’, and 
“Worcester—Now 29th Food Market 
In The Nation.” 


*Source: Copyright 1951 Sales Managemen’ Survey 
of Buying Power; further reproduction not ce sed 


>) 


high buying 
power 
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RAM -GAZETTE 


» MASSACHUSETTS 
E F BooTn Pubdisher- 


wowoney, REGAN & SCHMITT, INC.. NATIONAL REPRESENTATIVES 


OWNERS OF RADIO STATION WTAG and WTAG-FM 


| Sawyer points out that the $90,-; 
| 000,000 item alone exceeds total 
expenditures for the National Bu-| 
reau of Standards for the 50 years) 
since it was founded. 
c 7 e 
First session of the 82nd Con- 
| gress stands as the “investigating- 
est” Congress in history. In all, 
there were 130 ivvestigations in 
widely varying fields. As far as 
domestic legislation was concerned, 
the Congress was relatively unpro- 
ductive. Its important 
tribution, businesswise, was 
wrangle over renewal of the 
fense Production Act 
When Congress returns Jan. 8, it| 
takes up where it left off. For ex-| 
ample, the House could act on leg- 
islation clarifying the legality of 
delivered prices, already passed by 
the Senate, or on another bill, also 
passed by the Senate, pinning 
down broadcasters’ rights for 
speedier action in FCC cases. The 
second session will probably bring 
a drive to plug gaps in fair trade 


most con- |} 
its 


De- 


laws blasted by the Supreme 
Court. 

6 * + 
Before leaving, Congress gave 


quick approval to legislation au- 
thorizing the comptroller general 
to look over the books of defense 
contractors operating under nego- 
tiated bid contracts. Previously, 
the comptroller general inspected 
only cost-plus contracts. 

Sponsors say the comptroller 
general won't be able to disallow 
any cost item in a negotiated con- 
tract. His sole power to look 
at books, to tell Congress whether 
negotiators are getting taxpayers 
a good deal. 

Nor is Congress turning 
comptroller general loose on 
veriised bid contracts. 
say there is no need, since pricing 
is presumably “right” when a con- 
tract is “advertised” and let to the 


is 


the 
ad- 
Members 


y | lowest qualified bidder. 


| 7 . ° 

Economic Stabilizer Eric John- 
ston says inflationary forces should 
remain quiet for at least another 
four months—presumably because 
stores are well stocked. 

His optimism may be a by-prod- 
uct of unforeseen developments. At 
|} the moment, production cutbacks 
have actually relaxed inflationary 


| pressures in some areas. 
For example, U. S. Rubber Co. 
told the Senate small business 


committee that a buyer's market 
in auto tires is close at hand be- 
cause of improved supply and re- 
duced production in new cars. 

| A buyer’s market in tires ap- 
parently already is here, for lead- 


}ing companies have cut prices 
| 2ta% ~ to5% for new cars 

” 

DiSalle con- 


tinues to make speeches pointing 
|}out that prices leveled off since 
ithe Office of Price Stabilization 
| put on its freeze. The freeze may 
| have helped squelch panic buying, 
{but DiSalle probably is helping 
himself to more than a fair share 
| of the credit. 
| TV manufacturers, called in last 
| week to discuss new price regula- 
| tions, saw no need for hurry. “The 
consensus,” OPS reported, “was 
that the industry is highly com- 
petitive, presently operates under 
a slim prentit margin, and today ex- 
cess inventories compared to re- 
duced consumer demand are pro- 
| viding effective price control.” 

| e * - 

Despite its anxiety to close shop 
and make departing trains and 
planes last Saturday night, the 
| House had time to hear Rep. Carl 
Hinshaw (R., Cal.). He got the 
floor to remind members that he is 
a member of the Tournament of 
Roses Assn. Members writing him 
in Washington by Dec. 15 will be 
provided with suitable tickets for 
Pasadena’s Rose Bowl game on 
New Year's Day. 

He made it clear that the offer 
applies only to members. “I re-| 
gret that I may not be of assistance | 
to their friends.” 


* . 
| Price chief Mike 
' 


NEW PRESS ROLLS—E. K. Gaylord (left), 
Oklahoma City Times, presses the starter button on the papers’ new 12- unit Goss 


publisher of the Daily Oklahoman and 

Headliner press, cost of which, plus new stereotype and comp room t 

will rum about $1,550,000. The most flexible from the standpoint of color that 

Goss has built, the press gives the papers full r.o.p. color. New press speed of 

60,000 per hour means later closing time for all departments. With Mr. Gaylord is 
G. C. Roper, press room superintendent. 


‘Jewelry’ Report Shows Sales Breakdowns 


New York, Oct. 23—Jewelry, sold by more than 56% of the 
watches and watch repairing ac- stores surveyed. 
count for about 68% of total dollar 
sales, according to the participat- New Layout Paper Offered 
ing retailers in Jewelry’s tenth A new pre-squared layout paper 
semi-annual survey of the retail designed to solve problems en- 
trade. Complete results of the sur- countered by sign makers as a 
vey appear in the magazine’s No- result of out-of-square patterns 


vember issue. 
Departmental breakdown of dol- 
lar sales is as follows: Jewelry 
(diamond, gold, costume), 27.5%; 
watches, 22.3%; watch repair, 
18.3%; silverware, 11.7%; watch 
attachments, 9.9%, and all other 
merchandise, 10.3% 
Self-winding watches now 
count for more than 10% 
in that category, 


has been made available by the 
sign division of the Porcelain 
Enamel Institute, Cincinnati. The 
paper can be bought in 48” rolls, 
containing about 4,000 sq. ft. and 
weighing 100 lbs., at 21.5¢ per 
pound f.o.b. from the institute 
at Langdon Rd. and Pennsylvania 
R.R., Cincinnati 13. 

ac- 
of sales 
an all-time high. 


Adams Starts Clorets Push 
Adams Brand Sales 
Toronto, has started a campaign 
in Toronto dailies for Clorets 
chlorophyll gum in a series of ads 
scheduled for October and No- 
vember. The theme of the cam- 
paign is “Bad breath now made 
‘kissing sweet’ in seconds.” The 
Toronto office of Dancer-Fitz- 
gerald-Sample is handling the 

campaign. 


Ltd., 


s Other 
are: 

1. Diamond rings 
three out of every five dollars of 
the surveyed jewelers’ precious 
jewelry sales. 

2. Earrings are the leading cos- 
tume jewelry sales item. 

3. Flatware in silverplate ac- 
counts for almost half of silver- 
ware sales. 

4. More than one-fourth of 
watch sales are of waterproof and 
water-resistant lines. 

5. Electrical appliances, 
toasters as the leading item, 


highlights of the survey 


account for 


Oil Firm Names Singleton 

California Texas Oil Co., San 
Francisco, has appointed A. J. 
Singleton, recently elected direc- 
tor, to the new position of v. p. 
and director of marketing policy 
and coordination 


with 
are 


= Cfficient e Management 
SKILLED AND 


WELL INFORMED 
PERSONNEL ¥ 


*From the president down 
through sales representatives, 
service men and shop key men, there 
exists a keen understanding of 
engraving reproduction and methods 
plus the printing processes in 
which they will be used. 


€. 

ugravers, Ine. 
Beautiful Color Work « Outstanding Black & White 
600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 
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SOUTH FLORIDA 
MARKET 


WTUS MAM 
COVERS THIS RICH, 
| FAST GROWING MARKET 
REACHING NEARLY 
750,000 PERMANENT 
RESIDENTS plus 
NEARLY 2,000,000 
TOURISTS ewery year. 


86, 300 

TV SETS IN 
GREATER MIAMI ALONE 
(NBC amd, Dealer Surveys) 


Compete CoveRract 


INCLUDES 
So.PALM BEACH 
Ft. LAUDERDALE 
HOLLYWOOD : 
ALL GREATER MIAMI 


WTUS wiAmi 
| a 


\ atull img 
| Ty STATION 


| Sawtolam 

| Fuld DAYTIME 

' | PROGRAMMIN 

| oe : Hundreds of $$$ amd 


¢¢¢ advertis 
diictess stories . our files. 


WTS wisn 


| of Hearst Publishing Co., 


PRINT CONTRACT—J. 


D. Gortatowsky 
| (seated), v.p. and chairman of the board 


signs contract 
with John F. Cuneo, president of Cuneo 
Press, for the printing of The American 
Weekly in rotogravure, beginning May 


| 11 (AA, Oct. 15). Cuneo will print the 


Weekly at plants in Chicago, New York 
and San Francisco to insure rapid dis- 
tribution. 


TV Net Sponsors 
Outnumber Radio 


Net Advertisers 


LarRcHMONT, N. Y., Oct. 24—A 
total of 206 advertisers have pre- 
sented programs on TV networks 
since Jan. 1, 1951, and 153 spon- 
sors have presented shows on ra- 
dio nets in the same period, accord- 
ing to a special summary issued 
by Executives Radio-TV Service 
here. 

The number of radio and TV 
sponsors, by classification, are: 


; Gelula Gets Donut Corp. 


|}using newspapers, 


Classification TV Radio 
Autos and accessories 16 5 
Beverages 14 8 
Clothing 15 3 
Confections 9 5 
Cosmetics, requisites 17 12 
Drugs, drug products 13 16 
Foods, food products 41 28 | 
Gasoline, lubricants 6 9 
Appliances, furnishings 26 ll 
Institutional 8 ll 
Insurance 1 5 
Jewelry, accessories 7 2 
Miscellantous 4 10 
Publications 2 2 
Religious groups 6 7 
Soap, soap products 10 ll 
Tobacco ll 8 
Total—Jan. 1-Oct. 15 206 153 | 
Active sponsors, 

Oct. 15, "51 173 127 
Active sponsors, 

Oct. 15, "50 142 129 


| 
® The number of programs on the} 


air Oct. 15, by program type, are: 
Now Now 
; on on 
| Type of Show TV Radio | 
Children's variety 8 3} 
Comedy-variety 10 9 
Commentary, interviews 7 6 
Drama— 
Adventure, mystery 22 21 
Juvenile, western 10 
Adult drama 18 4 
Farm programs - 2 
Film news —_ 3 
Forums 3 1 
Health talks -— 1 
Home economics 5 2 
Musical, musical variety 13 24 
News 3 27 
Panel quiz 8 _ 
Quiz, participation 13 16 
Religious 4 9 
Serials 5 « 
Situation comedy 10 13 
Sports 8 9 
Straight variety 19 5 
Talent variety 4 3 
Total on air Oct. 15, ‘51 170 210 
Total on air Oct. 15, "50 162 207 


Data in the summary was taken 
from the regular editions of “Fac- 
tuary,” published by the company. 


Warner Heads SAAA 


Richard G. Warner, Tyler, Tex., 
has been appointed manager of the 


| Southwestern Assn. of Advertis- 


ing Agencies, succeeding J. Rich- 
ard Brown of Dallas. The associa- 
tion office will be maintained at 
Mr. Warner’s home in Tyler. Mr. 
Warner recently served as v. p. in 
charge of western sales for the 
Tyler Pipe & Foundry Co. 


NBC Promotes Dick Cahill 
Richard G. Cahill, a member of 
the WNBQ-TV, Chicago, sales 
staff, has been promoted to su- 
pervisor of the midwestern divi- 
sion of NBC’s newly created Syn- 
dicated Films for Television. 


| 


National Nielsen-Ratings of Top TV Shows | 
Two Weeks Ending Sept. 22, 1951 | 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 
Homes 


Rank Program (000) 
1 Texaco Star Theater (NBC) 6.406 
2 Your Show of Shows (NBC. Particip.) 4,922 
3 Philco TV Playhouse (NBC) 4,751 
4 Your Show of Shows (NBC. Reynolds 

Tobacco) 705 
5 Fireside Theater (NBC, P&G) 4.612 
6 Your Show of Shows (NBC. Lehn & 

Fink) P oon 4.518 
7 Your Show of Shows (NBC. Eversharp) 4.364 
& Amos 'n’ Andy (CBS, Biatz) 4,167 
9 Mama (CBS, General Foods. Max- 

well House) 3,977 
10 Colgate Comedy ‘Hour (NBC) 3,901 


*Per cent of homes reached in areas where program 


Program Popularity* Current 

Rank Program Rating 
1 Texaco Star Theater (NBC) .......... 56.2) 
2 Your Show of Shows (NBC, Particip.)...47.5 | 
3 Your Show of Shows (NBC, Reynolds 

Tobacco) 45.9. 
4 Your Show of Shows (NBC. Eversharp) 42.1) 
5 Your Show of Shows (NBC, Lehn & 

Fink) ll 
6 Fireside Theater (NBC, P&G) 1 
7 Mama (CBS. General Foods, Maxwell 

House) ° cosinor 
8 Philco TV Playhouse (NOC) .........36.4 
9 Robt et Theater (NBC, 

American Tobacco + 
10 Arthur Godfrey's "oui (CBS, Lever- 

BEEED. cenevds toseescans 35.5 
was televised | 


Trendex Network TV Ratings 
Oct. 1-7, 1951 


(Based on live city comparisons computed to eliminate the variable 


of network size.) 


Texaco Star Theater (NBC) ... 54.4, Fireside Theater (Procter & Gamble, NBC) . . 35.3 
Godfrey's Talent Scouts (Lipton, CBS) 41.2 | Playhouse of Stars (Schlitz, CBS) 34.8 
Your Show of Shows (Several sponsors, Toast of the Town (Lincoln-Mercury, CBS) ..31.4 
NBC) 37.4 Racket Squad (Philip Morris, CBS) 30.8 
Red Skelton (Procter & Gamble, NBC) 3%6.5 Godfrey & His Friends (Chesterfield, Toni, 
Man Against Crime (Camel, CBS) %6.1 PN, GED cccccccscccses 29.2 
Network Gross Time Charges 
Source: Publishers Information Bureau 
Sept Sept dan. -Sept Jan. -Sept. 
195, 1 1951 1950 
American Broadcasting Co. 2.165.971 $ 2.418.419 $ 24,029,153 $ ae Ae? 432 
Columbia Broadcasting System 4,657.3 849.7) 52.763.464 1,068,664 
Mutual Broadcasting System 1,324,061 1.246.463 12,861,185 it 887.529 
National Broadcasting Co. 3,713,235 4,416,328 1,250 864 46, 348,095 
Total $11,860,646 $13,930,996 $130,904,666  $135,721,720 
TELEVISION 
American Broadcasting Co. $ 1,622,482 $ 461,822 $ 12,797,096 $ 2,864,724 
Columbia Broadcasting System 4,178,533 892.461 28,417,071 6,232,287 
DuMont Tele. Network 738,578 bd 5,207,574 ° 
National Broadcasting Co. 5,380,538 2,148,399 38,957,878 11,833,154 
$11,920,131 $ 3,502,682 $ 85,379,619 $ 20,930,165 


Total 
*Figures for 1950 not available. 


Abner J. Gelula & Associates, 
Philadelphia, has been named to} 
direct advertising for Tom Thumb 
Donut Corp., Philadelphia. Initial 
test promotions are being inau- 
gurated in the Philadelphia, 
eastern Pennsylvania and south- 
ern New Jersey market area, 
television and 
point of sale. Extended coast-to- 
coast advertising will follow. 


| Jackson Starts Drive 


Peter Jackson (Overseas) Ltd., 
London, has started a Canadian 
campaign using metropolitan 
dailies for its du Maurier filter tip 
cigarets. Vickers & Benson, Mon- 
treal, is the agency. 


Robinson Joins WNHC 

Joseph Robinson has joined 
WNHC, New Haven, as assistant 
to the public relations director. 


@ Edited by men who kouw éutomo- 


Pad jsv0ving! 


2 Read repulsriysby. all established 


jobbers and their salesmen! 
@ Corries by far the most advertising 


in the field! 


Jobber lopics 


ONE OF AMERICA’S GREAT TRADE PAPERS 
THE IRVING-CLOUD PUBLISHING COMPANY 
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Large volume sales don’t just happen— 
they must be skillfully planned through 
repeated advertising in the nation’s most 
profitable markets. FIRST 3 Markets 
Group offers you nearly 2/3 of all families 
in the 3 city and suburban areas of New 


York, Chicago and Philadelphia. These 


New York 17, N. Y., 


San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 


a panne _ 


News Building, 220 East 42nd Street, VAnderbilt 6-4894 


sales 


3 compact markets account for 18% of 
total U.S. Retail sales, 1/6 of Drug sales, 
1/5 of Food sales, 1/5 of Furniture and 
Appliance sales, and over 4 of total 
U.S. Apparel sales. This is an impressive 


market...alone, or in combination, 


your FIRST buy is... 


The group with the Sunday Punch 


New York Sunday News 
Chicago Sunday Tribune 
Philadelphia Sunday Inquirer 


Rotogravure + Colorgravure 
Picture Sections + Magazine Sections 


Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
. Res Angeles 17, Cal., 1127 Wilshire Blud., MIChigan 0259 
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